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For Sale: 20 P.M. Hours... 
Advertisers Find 


Wares Aplenty on 
TV Nets’ Shelves 


Some Postpone Fall 
Buying in Anticipation of 
Getting Cut-Price Deals 


New York, June 19—Advertis- 
ers and agencies, which used to 
stand wallets in hand waiting pa- 
tiently to be squeezed into the 
then-jammed tv network airlanes, 
are finding how it feels to be in 
the driver’s seat. 

With the networks facing one of 
the most difficult selling seasons 
in the short history of tv, a poten- 
tial sponsor can take his choice of 
more than 20 evening hours that 
are still open for fall. This is as- 
suming there are no product con- 
flicts—as there would very likely 
be—to prevent his buying into a 
particular time spot. 

A few years ago when the net- 
works were making take-it-or- 
leave-it offers to eager would-be 
tv users, advertisers would have 
welcomed the thought of a buy- 
er’s market. Now they are proba- 
bly getting little enjoyment out of 
the sharp reversal of position, 
which most people attribute to 
the recession. 


# If a sponsor is looking for time 
between 7:30 p.m., EST, and net- 
work sign-off (10:30 or 11 in some 
cases), he can choose from among 
ABC, 8% hours; NBC, 7 hours, 
or CBS, 5% hours. These approxi- 
mate hour counts give the chains 
the benefit of the doubt in in- 
stances where advertisers are on 
(Continued on Page 102) 


Liggett & Myers 
Makes Record Buy 
of 5 NBC Shows 


New York, June 20—Network 
television’s biggest vote of confi- 
dence this week came from Liggett 
& Myers Tobacco Co., which con- 
tracted for five NBC shows. 

This whopping order from a sin- 
gle client who is willing to commit 
himself in a slow selling season 
was big enough to overshadow the 
network’s disappointment at Gen- 
eral Motors’ decision to discontinue 
“Wide Wide World.” 

The five-show lineup for fall 
gives Liggett & Myers only two 
more NBC shows than the compa- 
ny backed during the 1957-58 sea- 
son, but four of the five programs 
are newcomers. 


= The returnee is Eddie Fisher, 
who will be seen again for Ches- 
terfield on every other Tuesday at 
8 p.m., EST, with RCA carrying 
George Gobel as an alternate in 
this hour. Into the Thursday at 
8 p.m. spot in place of “Dragnet” 
goes a new Ed Wynn situation 
(Continued on Page 102) 
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PREDICTA—This ad in the July 14 Life will open a drive for Philco’s 
new tv set line, including its new Predicta, to be promoted as “tv 
today from the world of tomorrow.” 


Philco Starts 
TV Set Ad Push 
2 Months Earlier 


PHILADELPHIA, June 19—Philco 


Corp. will open a consumer adver- | 


tising campaign for its tv set line 
with a color spread in the July 
14 issue of Life. 

This is two months earlier than 
its tv set lines have been intro- 
duced to the public in past years. 

The campaign, which will ap- 
pear in Look, The Saturday Even- 
ing Post, Seventeen, Sports Illus- 
trated, and Sunset Magazine, will 
continue through July, August 
and September. 

One of the highlights of the 
drive will be a four-page color 
gatefold in the Sept. 9 issue of the 
Post, using the theme: “Televi- 
sion today from the world of to- 
morrow.” 

In addition, for the fifth 
straight year, Philco will sponsor 
the September “Miss America 
Pageant,” in Atlantic City. 


® To help stimulate sales of its 
new Predicta line, in which the 


National Homes Corp. 
Names Tatham-Laird 


LAFAYETTE, IND., June 19—Na- 
tional Homes Corp. has appointed 
Tatham-Laird, Chicago, to handle 
its advertising, replacing Apple- 
gate Advertising Agency, Muncie, 
Ind. 

Tatham-Laird will begin work 
immediately on “the most exten- 
sive campaign” National Homes 
has ever run, scheduled to break in 
October, according to Allen Dib- 
ble, advertising-manager. 


= Mr. Dibble said Compton Ad- 
vertising, Young & Rubicam and 
T-L made presentations for the 
account early this week. 

National Homes, the country’s 
largest manufacturer of pre-fabri- 
cated homes, will introduce its 1959 
model homes in October, including 
a series in a revolutionary new de- 
sign, Mr. Dibble said. He said the 
amount to be spent and the media 
to be used for the campaign have 
not yet been determined, # 


tuner and the picture tube are 
separate, the company has devel- 
oped an outdoor ad-style teaser 
display for store windows. ApvVER- 
TISING AGE was told that the com- 
pany’s sales promotion department 
will concentrate on window dis- 
plays wherever and whenever 
possible. 

Kits for display purposes will 
be provided free for commitments 
of $5,000; for $55 with orders of 
less than $2,500. 

The company also will send out 
teams of sales training specialists 
to train distributor and dealer 
salesmen. 
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‘Propaganda Is View You Disagree With’... 


2 Cases Before Supreme 
Court May Guide Revise 
of Tax Policy on Ads 


WASHINGTON, June 19—Someone 
‘once defined propaganda as “an 


Share of Mennen 
Line; Drops Tussy 
Grey Adds Lion's 


New York, June 20—Grey Ad- 
vertising Agency has been busy in 
the boudoir and the bathroom 
this week. 

It picked up the major share of 
the Mennen Co. men’s line from 
McCann-Erickson—having first 
gained access to that medicine 
chest back in 1949—and it began 
clearing out Tussy Cosmetiques, a 
line which has graced its shelves 
for 15 years and will move to 
Young & Rubicam at the end of 
the year. 

There appeared to be no rela- 


Batten, Barton, Durstine and 
Osborn is the agency. + 


tion between the two account 
(Continued on Page 8) 


“Westward Ho!’ Again... 


New York Phone 
Now Yukon 6-5050 


Starting this morning Ap- 
VERTISING AGE’s New York 
telephone number has been 
changed from: 


Plaza 5-0404 
to: 
Yukon 6-5050 


Please change all records 
to show this new number. 


Squirt, Woolite, Bank 
and Railroad Remain 
With Their Account Execs 


San Francisco, June 19—The 
second cycle in the story of how 
Eugene Harrington left Fletcher 


Last Minute News Flashes 


Lucky Tiger Appoints Atherton & Currier 

Kansas City, June 20—Lucky Tiger Mfg. Co. has named Atherton 
& Currier to handle advertising for its men’s hair products, effective 
July 1. The previous agency was Allmayer, Fox & Reshkin. Atherton 
introduced Brylereem—a British product—in the U. S., helped move 
it into fourth place in the men’s hair dressing market, then lost the 
account to Kenyon & Eckhardt (AA, Oct. 30, ’57). 


Unnamed Revlon Product to Heineman, Kleinfeld 


New York, June 20—Revlon Inc. has appointed Heineman, Klein- 
feld, Shaw & Joseph—a new agency in the company stable—to han- 
dle advertising for a new unidentified product. Maxwell Sackheim 
& Co. added Delimine, an antacid made by Thayer Laboratories divi- 
sion, to the Clear-o-Dan with which it recently joined the Revlon list. 


Schering Assigns $2,000,000 in New Wares to Enloe 


BLoomriELp, N. J., June 20—Schering Corp. has appointed Cortez 
F. Enloe Inc., New York, to handle some $2,000,000 worth of adver- 
tising of new products, some still in the clinical stage. Schering, 
ethical drug producer, previously has placed all of its advertising 
through L. W. Frohlich & Co. 


Davis Resigns Post at W. D. McAdams 
New York, June 20—Maxon Davis, Upjohn account executive 
and member of the plans board at William Douglas McAdams Inc., 
has resigned, effective June 27. He is the third top executive to 
leave the McAdams agency in the past two years. 
(Additional News Flashes on Page 103) 


Deductibility of Ads Is 
Hot Potato for Tax Men 


opinion you don’t agree with.” 

But the definition that really 
counts these days is the one used 
by the Internal Revenue Service, 
which seems to be mounting a de- 
veloping campaign against insti- 
tutional ads which deal with con- 
troversial’ issues. 

Top officials profess to be con- 
cerned about the danger that their 
efforts to ferret out “inadmissible” 
business deductions will lead to 
“censorship” of individual adver- 
tising campaigns. 

Nevertheless there have been a 
succession of recent instances of 
advertising campaigns being dis- 
allowed; and each successive action 
seems to bring the tax collector 
closer to an area where the decision 
hinges on whether he regards a 
particular campaign as “propa- 
ganda.” 


= Since 1921 there has been a rule 
specifying that business cannot 
claim tax deductions “for the ex- 
ploitation of propaganda.” But not 
until 1958 has the tax service dem- 
onstrated any enthusiasm for look- 
ing into individual advertising 
situations to decide for itself which 
are “ordinary and necessary” and 
which are “the exploitation of 
propaganda.” 
(Continued on Page 99) 


4 Accounts Trek After Harrington in 
Move from Richards to Honig-Cooper 


D. Richards Inc. was shaping up 
this week. 

Originally New Yorkers were 
under the impression that few if 
any of the accounts which Mr. 
Harrington had handled in his 
own agency before merging with 
Richards and ultimately becoming 
president of the agency would be 
affected by his reappearance on 
the West Coast. 

Mr. Harrington will join Honig- 
Cooper & Miner next month as 
board chairman. The agency will 
be renamed Honig-Cooper, Har- 
rington & Miner in July (AA, 
June 2). 


= This week the West Coast 
hummed with excitement. Defi- 
nitely out of Fletcher D. Richards, 
bound for Harrington and HC&M, 
were: . 


1. The Bank of California, be- 
cause “it takes a client ordinarily 
two years to familiarize an ac- 
count executive with the processes 
of its operations. We feel that Mr. 
Smith [Alfred E. Smith, Richards’ 
San Francisco manager, has re- 
signed to go with Harrington] and 
Mr. Harrington have done such a 
fine job we want to go along with 
them to the Honig-Cooper agen- 
cy.” 


2. Western Pacific Railroad, 

which billed about $325,000 in 

1957, has notified Harrington- 
(Continued on Page 103) 


; - cae . eure eae a ge pu atop al pa ter ; : ee r 
; he iia a RM Ee a te aie ee ee eee [ee A a tite ives aera io 
gitar i ot 5G es ri See Per re . Si he “aa fie easy ac NM CMM yn 
Re ee james Spies Fe eee eee Bo r el al ae eee af yore a in ee a eee a “ae ai ‘ E —/. 
=. 4 codesoalll ab so a Se Tar ¢ i f r i « ig i eahicte on * = ange ee hes foes Ee : P oe sa a net 
. jie " P So ‘ . bie (ee ae A pete oath ae ee or an 1 eo area ee ok aa # i 
MS, : 
; f 
i : ; 
calle F x : 
aaa 2 cca alll 
Fie al A cil ceaie 
‘se +. ae 
rane “ap my 
- a ae ea 
7 SCS _ 
ie - Si ae 
‘es Seems et 
oe a 
‘aa aid 
al pe cee 
ea Ur sae cd 
oie a 
ee: Liga Seine ees 
ae ee | = oo i 
SON a 4 | SS in a 
ae? eae 
ae | : ye SS eee ae 2 . “See rae ey 
"a os ee — = ss 5, sighs eas dh Mig ee eee 
ide ita: it com CMS Re Se a pissy Sow i. 
ve; | oe a ae ao | hig tiemes = 
ae “Shee Gees? Ge (See ed at oo 
Sig EE RGIS eee: os a ae pee 
ne a es ol Bee oe Sas i ‘ a . hi sha 
aye | - S Era SS Mr cers 
Pon | ae on PHILO ‘ Pee. ‘ 
eh isa ie ¥ ae ere mero Se 
ee : pg (a eee) 
ai ‘ Pe | oe hee 
dares % y ea ee ae 
Sahay an ” os i" , ‘" Bans, £0 
Dae i - CR tm am aE: sant” 7 ore 
oly. oe = * ¥ ‘ ad . % 
Lose ee. $ ; : : - 
eae — a ” i e * A sy ia 
ptt BA pee | Sacer a z at a+ ° i a pe ak 
ea J ; f rd ee a. pity 
celine 4 “oF i H ati = it ie x ioe Pee, 
sap ial: os f § * etait na cee 
pete r - on a |. &-. Sarak: phe 
an = tae >} a Ai ene 
‘ae " is ES OF er ce 
i Beiperey sis. 
oe | > € ap oe 
aa } Saal PHILC —- I sd a——— Rs ae a 
os: | Oo. i 
c—- | . oer eae 43 pias 
ns | r . ts 
‘ i Laan ; ae ee 
a aie | ae 
ea 4 ie Ad "i 
i ll can res. 
eer. | ell rg —_ 
ih aa Ricci me 
z sia Bega ie eT 
og serene 
ees | ee ee 
Ol se 
Ps ac is 
q | "NE Te ame 
pees id fae, Ve 
rs seg . y 
aa ee 3 ~. 
sales ye Soo Reis 
aera | Ce ee 
ria Sree aes ats 
eee fe eves = 
4 fairks: oa. tie aoe ay 
ZAR ap Ls abs hahah 
pre, : 
epg a ae 
i ca “a d 
ea. phe ae 
c = Ais A oie 
: era 
: : eae 
i's eee eee 
ope 
| EN ge ee te 
se ai Na fe, 
| 
| 
} | 
mile "ch't 
Rip: f 
: ey its ‘ 
ae ane Santee 
ee, elias coca 
hess es A Sams cn Pe) 
se ica fey re oma 
a ee oe ee 
Dae : aii! 
si Rees Sores 
a i. od immate 
‘ aoe) ee 
ere oe 
aes: oa Be 
ee ig wee Ts pet Loe 
a same | 
ent | 
Bee : - 
ee ae 
aaa a ae 
athe aes ——— seat es 
eee Be Fe oe 
* eee eg 
. ee 
P | ay oss ee a 
3 eas 
pitch: ; 
jont hare oe ae i 
iy a Ries ae 
ae 
<a: 
je ay 2 
cal 2 ve * 
8 . 
ae a eee 
oa BS os ee 
ee a. Saeed 
ne ) Etat etnies 
okt A alas eee ee 
der eRe - Se << 
ae a Ta, Bet 
Ps : . a 
5. ae 
a ae 
7 , 
ea. 
ei)? 
en ee 
hs aed . | 
i pa 
ue | 2 
Be im 
‘ Se ane 
ees a ae 
bes LS * 
ay 
* 
: ye 
en,” ga - iad a : 
ies i ere Fs 
apa ss ea i ees 
Nee ey te atk 
es.” ies rag es seer. 
a Sone Bo ie vie eth 
_ i eee my 
ieee 
cee se 
one ' Wiel Sas a ee 
ar ee 
' om A eS has 
ES i ey 
| ee eee 
a iuatie ae iit 
or gon a aa 
+ heals 
Sera Ri oe ee aA Petia g 2 ened Ae ; ‘ 
Re eee, Ret pe eapatees oy re ada oe eg a Bechara! ae : 
TST Ta, A oe ae TM asp a ay BI a ee oun each fies ia Wah ey alin Pe ig) casi a gl aie a Roe Sa Me ace ie Sh am > 
rT et ee . pa Parle tg Ue Pa Lay pee aes oS eS GRRL ies SB acaliaas Seen pian ser ta et CN eae (png are hes Meactint 
Ka rian cet le us PAS ater NL at hee ese a aan. M4 een eee Rees pees 1 Be YS ate ahd Bestia an A pana At the Sete i ‘isa she ; 
i no ee eee Fate eeyaces ee aa cunt Margene. renee e iat j ain Tey eave. <d gia eee iggy Gate chica! oe sat sete ORC Umea tte Te : ee ae 
| ee hy es Die ROE SSR acute 2 eee aegis a ce See As pie ce Ly ear tig Se ten fo mie aI ty aes a Ree eee 
_ ee 2 2 : — eX Phe: ‘ ta, @ be ar i neers (cet Rete. Fae 
els cisah uel u3 ee ae. : TR I ie Sees ccmarat: oY Senta cee ee ob ial iss ge Sie pee gt eee 


Baltimore Media Tell Woes, Blast 
Discrimination; Ad Tax Trial Begins 


Court Is Told $379,915 
Has Been Paid to City; 
Many Refuse to Pay 


BALTIMorRE, June 19—Attorneys 
and expert witnesses representing 
leading advertisers, media and 
agencies appeared in circuit court 
this week to testify against Balti- 
more’s advertising and media taxes 
and to cite evidence the taxes 
have caused a decline in adver- 
tising, business losses and added 
financial burdens. 

More than 30 attorneys repre- 
senting the complainants appeared 
before Judge Joseph L. Carter, 
seeking to have the 4% tax on 
Iocal advertising and 2% tax on 
the gross ad receipts of local me- 
dia declared invalid on the grounds 
that they violate the free press and 
free speech provisions of the Con- 
stitution, create an undue financial 
burden, interfere with interstate 
commerce, discriminate against 
only one segment of business and 
put local media at a competitive 
disadvantage with media outside 
the city. 

Hanging upon the decision of the 
court is some $3,000,000 in expect- 


Curtis Shapes 
Ad Possibilities 


in ‘Post-aculars’ 


Multiple-Page Units, 
Multiplicity of Folds 
Offer Ad Flexibility 


PHILADELPHIA, June 18—The ad- 
vertiser seeking versatility for his 
consumer magazine ads need go no 
further than the Curtis Publishing 
Co., which is engaged in remodel- 
ing old concepts of what the print- 
ed page consists of. 

Curtis (The Saturday Evening 
Post, Ladies’ Home Journal and 
Holiday), with its own printing 
plant next door to its editorial of- 
fices, has taken full advantage of 
this integrated setup to come up 
with new ideas. Since World War 
II it has introduced five and six- 
column units, horizontal half-page 
spreads, five-color units, junior 
units (429-line page units), me- 
tallic inks and various kinds of 
split runs. 

And in the past eight months it 
has been ‘quietly introducing vari- 
ations of the gatefold unit, which 
some Post staff members call 
“spectaculars,” but which Peter E. 
Schruth, vp and advertising man- 
ager, prefers to call “Post-aculars” 
or “dramatics in print” (AA, June 
16). 


® These gatefolds are almost lim- 
itless in variety: Up to 12 or more 
pages can be used in full, half or 
quarter-page size; French folds or 
“dutch doors” (pages which swing 
horizontally with adjacent pages). 

James Ley, administrative as- 
sistant to Mr. Schruth, demon- 
strated some 50 different combi- 
nations of “Post-aculars” with 
actual paste-ins or clip-ins. He 
said it was impossible to estimate 
the number of combinations. A 
makeup man, he said, figured out 
400 combinations of one series in 
b&w. 

Mr. Schruth said that the new 
units, of themselves, are merely a 
part of the advertising selling 
process. The Post, he said, never 
tries to sell one of the unusual 
units alone (except for specific 
spot promotions), but wants to 
(Continued on Page 101) 


ed revenue from the advertising 
tax laws which the city enacted as 
of Jan. 1, 1958, and repealed, ef- 
fective Dec. 31, 1958. Also hanging 
in the balance is present and fu- 
ture advertising which the com- 
plainants allege has been lost as 
a direct result of the tax laws. 


® Richard F. Cleveland, attcrney 
representing the A. S. Abell Co., 
which publishes the Sunpapers and 
operates WMAR-TV, introduced 
statistics compiled by various re- 
search and market analysts, re- 
vealing estimated advertising taxes 
that would have been paid by var- 
ious media if the tax had been in 
effect during 1957. 

According to the statistics, news- 
papers—which include the Sunpa- 
pers, News-Post and Sunday 
American, and the Afro-American 
and East Baltimore Guide—ac- 
counted for a total advertising vol- 
ume amounting to $29,060,579, or 
39.23% of the total local advertis- 
ing volume. Of this sum, $1,036,400 
would have been paid out for the 
advertising tax, and $557,500 
would have been paid out for the 
gross receipts tax. This accounts 
for about 29% of the total adver- 
tising taxes. 


® Two television stations and nine 
radio stations broadcasting from 
the metropolitan area and included 
in the survey, billed a total ad- 
vertising volume of $8,965,000. Of 
this, $92,280 would have been paid 
out for the advertising tax, and 
$46,140 for the gross receipts tax. 
This accounts for almost 7% of the 
(Continued on Page 48) 


Aldon Rug Sets 
Network Spot TV 
Push for Fabrics 


Company Calls Its Fall 
Push Biggest Ever by 
Floor Coverings Maker 


LENNI MILLs, Pa., June 17—Al- 


don Rug Mills will make carpeting | | 


promotion history next fall, when 
its advertising will appear on botr 
the “Today” and Jack Paar shows 
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A Tradition of Pleasure 
Gabat- 100 Million Barrels 


4 1 > At 
Oe Sinee IH 


enn ct eae 


TRADITIONAL PABST—Pabst Brewing Co. is initiating its new “tradi- 
tional” ad approach with this spread in June issues of Life, Sports 


Illustrated and The New Yorker. 


Norman, Craig & Kummel is the 


agency. 


Schlitzads Yield to Great Outdoors; 
Pahst Shifts to ‘Since 1844’ Stress 


Schlitz Aims to Tie 
‘Move Up’ Theme to 
Natural Scenery Photos 


MILWAUKEE, June 18—Jos. 
Schlitz Brewing Co. this week 
took the wraps off its new view in 
advertising for “The beer that 
made Milwaukee famous.” 

The Schlitzerland styling and 
copy of last year—like John Toigo 
—has disappeared. 

In its place are ads illustrated 
with outdoor scenes photographed 
by some of the nation’s outstand- 
ing photographers. The copy 
theme continues to be “Move up 
to quality—move up to Schlitz.” 

The heart of the new program 
is the projection of product qual- 
ity through outstanding original 
color photographs of the most 
beautiful outdoor scenes in Amer- 


a. , 5 a ip 
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(NBC-TV) to boost its new line| @ 


of carpets and rugs. 

The fall promotion, which will 
be supported by the company’s 
continuing campaign in newspaper 
supplements and consumer shelter 
magazines, is expected to be the 
most intensive ever used by a 
floor coverings producer, accord- 
ing to James L. Marcus, Aldon’s 
president. 

Both Dave Garroway (“Today’’) 
and Mr. Paar also will be featured 
by Aldon in a heavy supporting 
sales promotion and merchandising 
campaign prior to and during the 
September and October retail sales 
period. 

Dealers will get a new Aldon 
merchandising kit to tie in with the 
over-all merchandising program, 
including ad mats, display pieces 
featuring the two NBC-TV stars 
and product selling tools to sell 
seven new fabrics. 

A heavy trade ad program will 
precede the consumer promotion. 
Trade advertising also will tie in 
with summer market openings in 
Chicago and New York. 


= The Aldon tv spots will demon- 
strate wear tests and will stress 
the firm’s “Extra value broad- 
loom” slogan, in addition to intro- 
ducing the new fabrics. 

Richard & Raymond, New York, 
is the agency. 


NEW LOOK—This ad, the second in 

Jos. Schlitz Brewing Co.’s new 

series, runs in Life, July 7. J. Wal- 

ter Thompson Co., Chicago, is the 
agency. 


ica, Erwin C. Uihlein, Schlitz pres- 
ident, declared. 

“Schlitz leadership in the brew- 
ing industry is based on a long 
tradition of quality, recognized by 
consumer and competitor alike,” 
Mr. Uihlein said. “In the new 
view in Schlitz advertising we 
have attempted to associate this 
quality visually in terms of sheer 
enjoyment and refreshment of the 
great outdoors at its unexcelled 
best. 

“And to make it the most effec- 
tive translation possible, some of 
the nation’s foremost photogra- 
phers were assigned to create the 
original photos of inviting scenes 
in the series,” he declared. “The 
entire country was their field.” 


= Joseph M. McMahon Jr., Schlitz 

director of advertising, said the 

“new view” will be carried out in 
(Continued on Page 104) 


Pabst Seeks Middle 
Ground Twixt TV Fights, 
Ultra-Feminine Approach 


Cuicaco, June 17—Pabst Brew- 
ing Co.’s advertising pendulum, 
which has swung from a pugilis- 
tic, heavily masculine approach to 
a high-fashion feminine theme in 
the past two years, is now headed 
toward a conservative, traditional 
middle ground. 

The “Pabst Makes It Perfect” 
campaign, which helped Norman, 
Craig & Kummel to land the 
$6,500,000 Pabst account a year 
ago (AA, May 13, ’57), is being 
junked, Richard Hehman, Pabst’s 
director of marketing, told AA to- 
day. The campaign featured art 
work and photography by Avedon, 
New York fashion photographer. 

“We went a bit too far with this 
campaign,” Mr. Hehman said. “In 
attempting to counteract the 
strong masculine image that we 
got from sponsoring the fights on 
tv, we went to the other extreme 
and ended up with a high fashion, 
feminine image.” 


= The new Pabst advertising, 
which is not finally okayed, will 
(Continued on Page 64) 


T-L’s Bolas Buys 
Station; Theories 
on Media Get Tryout 


Cuicaco, June 18—George A. 
Bolas, director of media activities 
of Tatham-Laird, will be able to 
test one of his long-standing media 
theories the end of this month, 
when he and a group of friends 
and associates take over manage- 
ment of WTVP, Decatur, Ill., uhf 
station. 

Mr. Bolas long has believed that 
sound business practices could put 
many an unprofitable tv station 
into the black. 

He organized a group of 14 in- 
terested friends, who purchased 
WTVP from Prairie Television Co. 
Among them, Mr. Bolas and Clark 
and Gilbert Swanson, Campbell 
Soup Co. executives, own 60% of 
the stock. Mr. Bolas is president 
of the new company. 

Other officers are Ben West, 
station manager, vp; Robert Ma- 
her, treasurer, and Philip Zimmer- 
ley, secretary. 


= Other stockholders include 
W. L. Shellabarger, former presi- 
dent of the station, and Arthur E. 
Tatham and J. Kenneth Laird, of 
Tatham-Laird. 

Mr. Bolas told ApvERTISING AGE 
he will continue his agency post 
and added that the station is in no 
way connected with the agency. # 


Advertising Age, June 23, 1958 


Canada Repeals 
Tax on Import 
Magazine Ads 


Ortrawa, June 18—The special 
20% tax on gross advertising rev- 
enue of special Canadian editions 
of foreign magazines was repealed 
last night by the Canadian gov- 
ernment, just 18 months after the 
then Liberal government had 
brought it into effect. 

Ordinance Minister Fleming, 
presenting the first budget of the 
Conservative party since its elec- 
tion ended a 22-year Liberal rule, 
said the Conservative party had 
always opposed the tax as being 
“unjust and ineffective. Experi- 
ence has confirmed our views,” he 
said as he wiped the tax off the 
books. The repeal takes effect im- 
mediately. 

He said in his budget speech it 
will mean an estimated loss of 
$1,000,000 in federal revenues in 
a full year. 


= The tax, imposed in 1956 by the 
former Liberal government but 
which became effective Jan. 1, 
1957, virtually affected only Cana- 
dian editions of two U. S. maga- 
zines—Time and Reader’s Digest. 

It was protested by the U. S. 
government, which asked its re- 
peal. 

The tax law was worded to ap- 
ply to Canadian editions of for- 
eign periodicals containing adver- 
tisements not appearing in the 
domestic edition. 

Time protested but paid a re- 
ported $500,000 last year. Reader’s 
Digest refused to pay and asked 
Quebec superior court in Montre- 
al to declare the tax discrimina- 
tory and unenforceable. 


# Following are Finance Minister 
Fleming’s remarks to the House 
(Continued on Page 44) 


Newspapers Are 
Unfair to TV in 
3 Ways: Sarnoff 


NBC Head Hits Business, 
News, Critical Coverage 
as ‘Calculated’ Attack 


SYRACUSE, June 17—Robert W. 
Sarnoff, president of NBC, today 
called for public ventilation of the 
“latent conflict” between newspa- 
pers and television. 

He then proceeded to question 
press coverage of tv in three sec- 
tions of the paper: (1) The main 
news section, where leaked stories 
on video investigations are a 
“surer avenue to Page 1 for a re- 
porter than a trunk murder”; (2) 
the show criticism page, that char- 
acterizes the entire tv service as 
“degraded,” and (3) the business 
section, and particularly the ad- 
vertising news column, where 
much is made of rising television 
costs and advertisers switching 
from tv to the “print media, which 
contend they are more efficient 
and more economical buys.” 

The head of NBC took newspa- 
pers to task in an,address at the 
dedication ceremonies for the new 
building of WSYR and WSYR-TV. 
Principal stockholders in these sta- 

(Continued on Page 92) 


Fitzgerald Adds Charcoal 

Fitzgerald Advertising Agency, 
New Orleans, has been appointed 
to handle charcoal product adver- 
tising for Crossett Chemical Co., 
a division of the Crossett Co., 
Crossett, Ark. 
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AANR Deplores 
Lack of R.0.P. 
Aid by ANPA 


Agencies Also Blamed 
as Newspapers Fail to 
Gain in Color Business 


Cuicaco, June 17—It was the 
apparent consensus at the Ameri- 
can Assn. of Newspaper Represen- 
tatives’ annual meeting yesterday 
that representatives of the group 
should contact the American 
Newspaper Publishers Assn. to 
urge greater activity in improving 
r.o.p. color upon the ANPA’s me- 
chanical committee. 

The move followed complaints 
by members that newspapers are 
losing much business in the r.o.p. 
color advertising field because of 
poor and varied reproduction. 

J. H. (Jake) Sawyer, vp of Saw- 
yer-Ferguson-Walker, proposed 
that the Bureau of Advertising of 
the ANPA hire a fulltime color 
consultant to work with newspa- 
pers, advertisers and agencies to 
improve the quality of r.o.p. color 
reproduction. 

AANR members said that the 
ANPA’s mechanical committee was 


ANPA Invites Reps 
to Mechanical Meeting 

New York, June 17—Cranston 
Williams, general manager of the 
ANPA, issued the following state- 
ment when he was informed of the 
AANR views: “In view of the re- 
port from Chicago, I urge that 
every special representative com- 
pany send a well-rounded sales- 
man to the ANPA annual mechani- 
cal conference in Atlantic City 
starting June 23. For I think the 
thing most needed by special rep- 
resentatives on what the ANPA is 
doing regarding r.o.p. color pro- 
duction, is the facts. 

“It is unfortunate,’ he added, 
“that no special representative had 
asked the ANPA for any informa- 
tion as to what we are doing prior 
to the discussion at their Chicago 
meeting.” 


established to furnish aid and ad- 
vice to newspapers and advertisers, 
but they expressed the feeling that 
this committee apparently has been 
discontinued or has been inactive. 

Mr. Sawyer also urged publish- 
ers to install a bonus incentive pro- 
gram for composing room person- 
nel which would pay them extra 
money for good color work. 


s Lack of uniformity in reproduc- 
ing r.o.p. color ads is still the big- 
(Continued on Page 6) 


General Mills Plans 
U.S. Ad Debut for 


Cocoa Puffs Cereal 


BurraLo, N. Y. June 18—A 
national advertising campaign will 
get under way soon for General 
Mills’ new cereal, Cocoa Puffs 
(AA, June 16), it was revealed by 
Edward G. Vance, Buffalo district 
sales manager for the company. 

The advertising program will 
embrace television, radio, news- 
papers and trade publications. 
Distribution of Coca Puffs to 
U.S. wholesalers and stores is un- 
der way. The new chocolate fla- 
vored sweetened corn cereal is 
being produced at the Buffalo 
plant of General Mills. 

The cereal was introduced ini- 
tially in Canada in February and 
already has become General Mills’ 
No. 2 cereal in sales there, said Mr. 
Vance. The initial distribution in 
the U.S. will be in the northeast. + 


Sinding 


Carpenter 


Benziger 


TOP AANR BRASS—Peter Benziger, Ridder-Johns, retiring president of 
the American Assn. of Newspaper Representatives, chats with two 
new officers of the group—Thomas A. Sinding, Johnson, Kent, Ga- 
vin & Sinding, secretary, and Frank H. Carpenter, Jann & Kelley, 
treasurer. Not pictured are Charles D. Buddle, J. P. McKinney 
& Son, president, and Herbert Meeker, Scolaro, Meeker & Scott, 
vp, who were unable to attend the group’s annual convention in 
Chicago. 


Home Furnishing Industry Studies 
New Consumer-Oriented Marketing 


Industry Development 
Group Sets Allocation 
for Over-all PR Push 


Cuicaco, June 18—The home 
furnishings industry may be going 
through the agonies of the birth 
of a marketing concept, a real de- 
sign-to-sales consumer orientation, 
judging from what’s being said and 
done at the International Home 
Furnishings Market here this 
week. 

The market itself is spotty. 
Buying is generally ’way off in 
white goods and major appliances, 
while some furniture makers and 
the flooring and accessories people 
report fair, good, or excellent sales, 
depending on who is talking. 

Retail sales generally in home 
furnishings have picked up con- 
siderably in the past few months, 
leading many manufacturers to 
feel quite optimistic about the sec- 
ond half of the year. Dealers and 
wholesalers across the line, how- 
ever, seem to be playing it con- 
servatively, keeping inventories 
closely attuned to sales—and 
obliging manufacturers to do the 


same. 
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EXPERT—F rank Lloyd Wright testi- 
fies for Realist Inc.’s stereo camera 
in this ad for the July issue of 
House & Home. Calkins & Holden, 
Chicago, is the agency. 


Production in almost all ap- 
pliances and many furniture lines 
having been cut according to re- 
tail sales, there is no evidence of 
panic pricing anywhere in the 
market. 


s But to many in the home fur- 
nishings field, particularly the 
(Continued on Page 104) 


17 TV Stations 
Buy KMTV Store 


Promotion Package 


Omana, June 17—KMTV’s plan 
for using television for direct 
sales as well as advertising, which 
was adopted by the J. L. Brandeis 
Department Store here two 
months ago (AA, April 21), has 
proven so successful it has been 
sold by the tv station as a syndi- 
cated package to 17 stations 
throughout the country. 

Created by the station’s assist- 
ant sales manager, Dick Charles, 
expressly for Brandeis, the plan 
was designed to create a greater 
demand for department store ad- 
vertising on a long-term basis in 
place of customary spot promo- 
tions. Brandeis used the advertis- 
ing campaign, which the station 
calls the Mayco Plan, on a contin- 
uing basis, with 35 one-minute 
live commercials per week adver- 
tising various products. 

A tv mail order book supplied 
by the station’s merchandising de- 
partment enabled tv viewers to 
order by phone or mail, and each 
commercial included a free gift of- 
fer. 

The heavy increase in Bran- 
deis’ store traffic and sales of tel- 
evised items during the first few 
weeks prompted KMTV to copy- 
right the promotion and offer the 
package for sale to other stations. 


= The package, which is made 
available for a “nominal fee,” 
includes a presentation of all 
KMTV’s promotion, merchandis- 
ing and point of sale material, 
with step-by-step blueprints of 
how to set up the campaign most 
effectively. 

Some of the stations purchasing 
the syndicated package program to 
sell to their local department 
stores for a suggested minimum of 


35 one-minute spots per week for | 


26 weeks include WVET-TV, 
Rochester; KWY-TV, Cleveland; 
KFMB-TV, San Diego; KBTV, 
Denver; KVAR, Mesa, Ariz.; 
KVTV, Sioux City; WMT-TV, Ce- 
dar Rapids; WHO-TV, Des Moines; 
WSB-TV, Atlanta, and CHCT-TV, 
Calgary, Alta. + 


|20 Brands Spend $117,686.046 as... 


Per Carton Cigaret Ad 
Costs Rose to 5.7¢ in “57 


| 
| 
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Cigaret Makers Boosted 
Ad Budgets Last Year 
to Push Sales to Peak 


By A. N. Stephanides 


Cuicaco, June 18—Smoke-happy 
U.S. consumers last year burnt up 
more cigarets than ever, and in 
turn the cigaret makers as a whole 
put more money into advertising 
in measured media. 

Smokers consumed some 410 bil- 
lion cigarets in 1957, according to 
Business Week’s annual survey, 
and the trend toward filter tips 
continued, with filter brands ac- 
counting for all sales gains last 
year. Total filters smoked was 155 
billion, a 42% leap from 1956’s 109 
billion. 

ADVERTISING AGE’s annual copy- 
righted study of the cigaret makers’ 
expenditures in measured ad media 
shows the cigaret companies spent 
more money in 1957 than in ’56 to 
push their sales to a new peak. Of 
the 20 cigaret brands represented 
in this year’s study, 18 were also 
in last year’s. Total measured 
media ‘spending for the 18 in 1957 
was $114,878,939, according to AA’s 
computations, compared with 


Barbasol, Veteran 
Wasey Account, 
Moves to Walsh 


New York, June 18—Barbasol 
moved out of Erwin Wasey, Ruth- 
rauff & Ryan yesterday to the 
George J. Walsh Co. The departure 
marked the passing of the last 
EWRR account in which Louis R. 
Wasey had a financial interest. 

Since December 1956, when Lou 
Wasey, a founder of Erwin, Wasey 
& Co., and his nephew, George E. 
Wasey, sold their stock interests 
in the agency to Howard D. and 
David B. Williams for an undis- 
closed sum, the shop has dropped 
Musterole, Olive tablets and Zemo 
tablets. The companies making 
those products were purchased by 
Plough Inc., Memphis, which as- 
signed the products elsewhere. 
Like Barbasol, Lou Wasey had a 
financial stake in each one. 


# Years ago, when Mr. Wasey was 
with Lord & Thomas, he “wanted 
to get an interest in as many little 
companies as looked good that I 
could get into with a _ limited 
amount of money” (AA, Jan. 9, 
56). “I remember a funny experi- 
ence,” he told AA in 1956. “I was 
engaged to a Cleveland girl 44 
years ago and was taken to the 
hospital with pneumonia. When I 
started to get well, I noticed a jar 
on the table with the name Mus- 
terole. That’s what the doctor was 
using on my chest to get me better. 

“So I went out to call on this 
company later. I got them started 
on some real advertising. I am 
still a director and stockholder.” 

Barbasol, a company which Mr. 
Wasey started in Indianapolis and 
introduced in the New York mar- 
ket with 500,000 sample tubes, 
fell in bad times, and in 1956 “Bar- 
basol Presto lather was too thin, 
not quite as pleasant on the skin 
(as competing brands) and it dried 
too quickly.” This appraisal was 
made in November, 1957, by Wil- 
liam Tirrell, vp in charge of adver- 
tising and marketing for Barbasol. 

Mr. Tirrell added that he said 


(Continued on Page 68) 


$105,333,972 in 1956. Adding in the 
expenditures of the two brands in- 
troduced in 1957—Newport and 
Oasis—the 1957 total is $117,686,- 
046. 

This means that in 1957 it cost 
the cigaret makers an average 5.7¢ 
per carton to advertise these 
brands in measured media. This 
compares with the per-carton ad 
cost in 1956 of 5.4¢, and in 1955 of 
4¢. 


= The comparison of the 1957 ad- 
vertising with 1956 in this study 
is valid for the first time in many 
years. Prior to this, because the 
range of measured media available 
has changed from year to year, 
comparisons have been impossible. 
For example, figures for spot tele- 
vision were first available for 1956 
and outdoor figures became avail- 
able in 1955. Network radio ceased 
being available after the first sev- 
en months of 1955. 

Included in the tabulations for 
this year and last are the amounts 
spent in advertising in magazines, 
newspapers, network and spot tel- 
evision, outdoor, Sunday magazine 
sections and farm _ publications. 
These figures are compiled by var- 
ious groups which measure the 
amounts of space or time used— 
this is why they are called meas- 
ured media. Because these figures 
represent only the measurement of 
time and space used, they do not 
reflect accurately the total amount 
spent in these media. No attempt 
is made, for example, to calculate 
frequency discounts in the print 
media or cost other than time costs 
in television (talent, production, 
etc.). So actual costs may be a 
little more or a little less in fact 
than indicated in this study. 


® Leading National Advertisers 
Inc. provided the figures for mag- 
azines, farm publications and net- 


(Continued on Page 68) 


‘Digest’ Offers 
¥,-Page Units, Cuts 


Color Premium 


Premium on Bleed Is 
Eliminated as Magazine 
Hikes Some Ad Rates 


New YorK, June 18—The Read- 
er’s Digest today announced a new 
rate schedule calculated to en- 
courage the use of four-color ad- 
vertising and bleed pages, as well 
as new half-page units and “adja- 
cent to editorial” positioning. 

The changes, which will be ef- 
fective with the January issue, are: 

1. A single rate for both b&w 
and two-color advertising. 

2. A record low premium 
(13.1%) for four colors. It has 
been 21%. 

3. Elimination of any premium 
for “bleed” advertising. 


= The Digest will base its 1959 
rates on a circulation of 11,750,- 
000; at the same time Fred Thomp- 
son, RD’s advertising director, an- 
nounced that the Digest’s first 
quarter circulation averaged 12,- 
180,417, up nearly 900,000 over the 
same period in 1957, and that for 
the first six months of 1958 the 
magazine would carry $10,727,796 
in advertising, a gain of 19% in 


(Continued on Page 104) 


ian 
wee 


: as ; & n ¥ 7 a m ¥ 7 z ses : i 3s aa got ai ai . a a : : ea wy ‘ A Tie % ie 
a eee ts caf = ns eines 3 el a < ae Ene gee 2 Ny em ae Ors 5 ee oa Mase TS Pie cal ie — i vee Ae eRe fe 
ae ie nes ae RT Fee Eo St Voge j = est TO are tad ees aia ‘ - . eee ) - 4 : ise | E 

eC 3, | 
. : 2 
: pes iM a E ‘i: i 
\ q ; i Pee = = Bee a. = 
‘ -~ ae bs ‘ : a cow ws aa ae Rac +s 
ae fa i eile alia f 4 ‘ aya Bahai we, eZ 
eS: 2 ee ‘ aaa ae se ae " sh Sa ‘4 
=. s- Ate 4 % : ee % oe Ws eae 
q 5 i 3 cs j§ vy i Wa 
PRG " re % ? spe niga Wie) 
E . ie . Aiea oe le 
& a2 ve i a gin Sy ca 
ae . Be ‘tg bs ‘ ee eae 
ae i : a Seale ae ee ae MR see 
“ a a : . 2 eee % (a ae 
- ee Poe ee ‘ mt. *- - fs age mere 
a = ai ; 7 aN al Pees _ 7 oy 
2 Die Ws Wy ear 2 Gy ae 3 = aire een 
‘ ae a eee Pea ude, yh Bathe: 
ia a, ae rm ae eee poe Gr ‘ pa oe ee 
ee rae ae Pe at : mete Se 
Te ecg a = aa ee ee Bie ree 
Pee: tee eS anh: Sam ere @ a gh 1 
. Pay te ee . GE aes ae =) ees 
x ae a9 =e “ Se ae ae % z ee eee 
a. nn > we ne Bei : ce ee Me aie 2 ria ae 
saan = em - . ee oe oi) Wawa Giese gore 
ae i a Re 3 oa) Nee Ae eT eee! fis 
ea: mt : ; ed — eg Seis. aes 
ti i > * a Bee None No 
aa oR Macrae ccs ne a3 i a ee es i oe) 8 ae Ka ats a rat 
ee ee Set i Le ee ae AR | Bg a 
eee. See oS ee po : 2 bi oe eae 
th) y Shea 
iy, DOU aa j 
| eam ae 
| ‘ a 
m7 Pe | ee - 
i. 
jimeyet eke. i 
eo) oe ee 
ae os eRe 
fonts an 
aii agen = ts 
i " on ea 
| a Bo 
Pie Ps 
ri a 2 
| ety ae t= 
eo femme 
Ra ae 
| PAS anes 
' - ae See 
ee ae 
pramienrena tae. 
ce aeere ee ae 
ea are 
+ $guralaaalaia RE 
a 
| me 
nh 
Pao) 
eee 
Bie % 
aS ae om 
a 
Rag: z 
ane me 
PT BB et RTE ANAL ERRE % So: tet 
| 
apare . 
ates sak 
Se ne neat 
deeds eatin 
ee hn es 18 
and te a 
ee 
£ Oi hd 
af ah wes 
ei Sarwar 
Po / ere v 
ie 
A es so amas 
Sera TS 
Pai tg 
Po —" 
SSS . 
. as 
ihe ; 
are: ei ae 
Sete or 
eee 
pe ie 23 
mee ys 
| Ga oe 
* beable Gass, 
y Abel g ‘CEA 
0 ee * - “ Pras. Gpaese 
Sas 2 x eee ‘a 5 ats eee Bima a ‘ey 
es Ae oe he Tue Gul See aire ag 
~ wr eae pio ae | eS Pee eee 
 @ , ie’ hays 
| oS Bed se er 4 é 
. & a : 
at < ae 5 Bir eis 
| AM y ‘ See ioc 
me! a 5 
= ae. oP Sipe | 
CSS ie ae : a ei 
an = 9 ibe tae ee sic ichag Soke ee et 
a a jar a gal ne ieee Ang 
ae i oe ae ies oe vores 
eee ae ty Smet be 
; a a » Roe ence: 
Zeck ¥ ace : 
fey fi " 
eae ; bP : i 
SS... | ie Fa 
: A eae aa . V2 ig ie : 
a je a ee rao, eee : 
y= ee, a = tye 
: | Fe ae Santen iia gore 
"" Ps Sid 2 i, aa jhe gs 
oe aR ee a Pues oa 
<2 a ea Scam. / aad nee vend 
Seed hi ea cgmmeties ox ee 
ak a 2 eee ae 
po | : Ee ie 
aoe or ket ae 
(eae gen pat 
CP ibiiaieh a sc 
icigwu” YF eaiedee 
fn the Liesl of excbitectsene | saprene tom — bro fer ded attention oof pr oi, Bice a = 
A's the third dimemnice..depth—thet wpeutine cleat ar bayer | ¥ 
Bree Ht quality and affect, And stores A Beats arere : seneea ard hromd scomer | 2 
pircteggyapiny ix the onty way vane cam get are ail che ageiperent veo seed te pout thie | 
rams thee d Lemensenm, save sorkddemess — eflortive sales ant ork te pme 
soebutort Penal Lad raphe Te bard do Ras stern can betp 7 
Tow ks peabbs id eiecghae ates Sac tam ee tot ees aes ; 
An buttons that given yeu @ feeling of in aed onal the ot tothe. Kadhons fh 
|” eine ts chat builing Maes. a | ‘ 
| " : 
| 
_ 
} 7 
| Bas, ag 
| Te ae 
cee ee Ee 
ola eae see 
Ran Sait. 
0 RR, AEN 
ey ee ws 
oe sea ieee 
oP. oye spl 
2 on pees 
be Sy ENTE 
its he eee 
| Sets eto, 
Sioa. = get Ga 
pie reas ee 
Sa he a ie ely oe 
is fowl 2 eal 
ene eee 
+ oe A 
| a ee 
| 
OS ae ae 
’ : Crt ripen eee 
fe ee 
neue ll? S, ps ieee sean Urea Oe eae Gino ie Bic ak en ey aa tic eC AD EGS rs aN) | galt er ar ee Misa" S gy ei Mey lbs CoM ES. ig inet Tig Prema SE iA aR 7 SregeR id Re ae ta on aa ergs — BSS Oy MB Soy cys... be Meo ames 
ee Th = A Been Sei cal SE ces gk URSIN ok BSC a SN eee et Ae ie Ge nee io cas OE ene ae e i 3 hp Noe os 3 ON aac set, 9y es PERS er ey eat rae el aes ng Soe er ee ee kaa ee 
oe igi bose Re ie ee Allan aaa Ree Ree a Ar ecto. <a Meenas aon EU at atk Som eee mente «9 ot a et ieee one ert 7 as : Ait eaenpiithicincenasensiicliamlamlt a ane Renate ohag AON Eon ae ae tana MT ie oF Oe a ak ge ate ee ee se eS 

7 it vee Rip oath Rega Se aT ce Me eae Sees ah Be AR AN a ere een ete i eee Bish ara Ik + ea piles Mie Bie 2 A ayer enerrEcrer enorme tii. oh i acs, Se eat eS y - ara ae Wee: oe 5 a Siena eae sas 
ie Se AA Fae ah a ele ga a eye ere Span ta ay eA Sey ethigtie yk cs Ta We kh on Ee RT Bese : eo mena ear se te CVE i) UM cyte: a aon rine re Beaty tee es aes ee C-\ se Rie an! ese eg a 
figs Oat Pe ees “ ons pois (aati 2 as 4 Neha ee Bonetti Sait 8, Wesel *oh Ble GS pe E ie age Rak: met om i eis : ena fe oar am is tee Baber Rives PC wy. pinto 4 Sia cae 


New Tax Ruling 
Hits Legitimate 
Ads, ‘Post’ Says 


PHILADELPHIA, June 17—The Sat- 
urday Evening Post this week ac- 
cused the Internal Revenue Serv- 
ice of assuming “the right to 
decide that American business or 
industry should be penalized for 
stating its case and defending its 
right to exist, in the face of gov- 
ernment-sponsored competition, by 
means of paid advertisements.” 

A Post editorial in its June 21 
issue says the IRS is “acting un- 
der a new interpretation of one 
of its own regulations, which de- 
clares that money spent on ad- 
vertising ‘for lobbying purposes, 
for the promotion or defeat of leg- 
islation or for the development or 
exploitation of propaganda’ can- 
not be considered ‘ordinary and 


reasonable expenses’ deductible 
for tax purposes.” 

The Post defended the right of 
America’s Independent Light & 
Power Companies to “promote the 
wider use of electric power and 
occasionally indicate a preference 
for investor-owned utility compa- 
nies as against government-owned 
plants supported by the taxpay- 
ers.” 


= The IRS announced in Febru- 
ary it would disallow deductions 
claimed by utilities which sup- 
port the independent group (AA, 
Feb. 24). 

“The net of the IRS’s ruling,” 
the Post says, “is that the private 
utility industry, already forced to 
meet tax favoritism and vast pub- 
lic appropriations for public pow- 
er, must jump over another hur- 
dle. 

“Surely if an electric power 
company may engage in propa- 
ganda against competitors who 
sell gas, or coal, or atomic energy, 
it ought not to be penalized for 
defending itself against competi- 


tion which threatens its ability to 
stay in business at all. 

“This is the crux of the situa- 
tion,” the Post editorial continues. 
“We have tax authorities, who 
are assumed to be raising money 
for public needs, undertaking to 
dictate to individuals and corpo- 
rations how they shall carry on 
their businesses.” 


= The magazine warned that 
“other types of business besides 
utilities live in jeopardy from the 
same ukase,” and said that “if 
people think American corpora- 
tions and individuals require gov- 
ernmental supervision of the way 
they state their case in open ad- 
vertisements, the way to accom- 
plish that dubious objective is to 
pass a law—not pass the buck to 
the Internal Revenue Service.” # 


Tom Doyle Joins D-F-S 

Thomas Doyle, formerly print 
media director of Parkson Adver- 
tising, has joined Dancer-Fitzger- 
ald-Sample, New York, as a senior 
media buyer. 
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Total 1957 linage, daily and Sunday, major 
newspapers in the Pacific Northwest. 


NEWS TRIBUNE ... . cc se eevee 
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m 21,931,683 


oeeeee . 16,334,359 


Four accounts follow Eugene Harrington 
from Fletoher D. Richards Inc. to Honig- 
Cooper, say they want to stick with ac- 
count execs who already know their 
operations Page i 


Liggett & Myers makes record buy of five 
NBC tv shows for next fall, four of 
Page 1 


them new s 


Philee Corp. opens consumer advertising 
campaign for its ty set line with a color 
spread in the July 14 issue of Life, two 
months earlier than set lines have been 
introduced in the past 


Baltimore advertising media present case 
in court against ad tax; court is told 
$379,915 has been paid to city and that 
many media have refused to pay..Page 2 


Schlitz and Pabst shift advertising themes. 
Schlitz drops Schlitzerland copy, re- 
places it with outdoor scenes and “Move 
up to quality—move up to Schlitz” 
theme. Pabst seeks compromise between 
masculinity of tv fights and ultra- 
feminine appeal with a “since 1844” 
theme Page 2 


Canada repeals special 20% tax on gross 
advertising revenue of special Canadian 
editions of foreign magazines 18 months 
after it went into effect 


Curtis Publishing Co. takes advantage of 
handiness of printing presses to editorial 
offices to create some new kinds of 
page folds, running gamut from full, 
half or quarter-page size to french 
folds or “dutch doors” 


Alden Rug Mills plans to make carpeting 
promotion history next fall when its 
advertising will appear on both the 
“Today” and Jack Paar shows on NBC- 
TV to boost its new line of carpets and 
rugs Page 2 


American Assn. of Newspaper Representa- 
tives urges greater activity on the part 
of the American Newspaper Publishers 
Assn.’s mechanical committee to im- 
prove r.o.p. color production. The reps 
say newspapers are losing color business 
because of poor and varied reproduc- 
tion Page 3 


Smokers used up a record number of 
cigarets in 1957 and the cigaret makers 
poured more money into advertising 
to achieve this, with the result that 
the average per carton cost for adver- 
tising cigarets in measured media in 
1957 was 5.7¢. Page 3 


Home furnishings industry may be going 
through agonies of the birth of a mar- 
keting concept, a design-to-sales con- 
sumer orientation, talk at the Interna- 
tional Home Furnishings Market in 
Chicago indicates 


Barbasol, last account in which Lou Wasey 
had a financial interest, leaves Erwin 
Wasey, Ruthrauff & Ryan to go to 
George J. Walsh Co. cccccccccccscssesevens Page 3 


Old Gold, Sano and Kent are the “safest”’ 
cigarets, Reader’s Digest says in July 
issue. Hit Parade alters advertising to 
take advantage of “latest method of 
testing’’ pat on back Digest gave 
it Page 6 


Public relations people seeking jobs can’t 
write good resumes or ads to sell them- 
selves and either overinflate or under- 
estimate themselves, says Mel Maw- 
rence Page 20 


Advertising Age, June 23, 1958 


Highlights of This Week's Issue 


White Rock Bottlers Ce. launches 13- 
week outdoor and radie “Bottle Fa- 
tigue”’ campaign to gain acceptance for 
its non-returnable bottles 


Mailed samples of a food product stimu- 
lated purchases by at least 35% more 
consumers than were moved by intro- 
ductory newspaper campaigns alone, 
Reuben H. Donnelley Corp. says..Page 32 


Measuring over-all influence of advertis- 
ing is “virtually impossible,” Lester R. 
Frankel, exec vp of Audits & Surveys 
Co., says Page 33 


Creative ad people need to be inhibited 
by research, Dr. Herbert Kay, research 
consultant to Walter Landor & Asso- 
ciates, says Page 36 


Cling Peach Advisory Board plans biggest 
cling peach and fruit cocktail promo- 
tion, tying in with Pet Milk, Quaker 
Oats Page 37 


American women prefer moderate men, 
survey financed by U. S. Brewers Foun- 
dations indicates 


Lifetime Heel Co. bets shoe makers they 
can’t break its heels, sets introductory 
consumer campaign in women’s maga- 
zines starting in August 


Harold (Rusty) Barnes offers Detroit's 
auto makers a 1958 model marketing 
philosophy tailored to meet the wants 
of the varied U. S. population ....Page 75 


« tal 


of tv fare demands 
networks try a little experimenting to 
find new formats, Eye Ear Man 
says Page 80 


William D. Tyler of Benton & Bowles joins 
Advertising Age’s Summer Workshop in 
Creativity in Advertising 


You Auto Buy Now should be You Auto 
Sell Now, J. L. Lenker, vp of market- 
ing of British American Oil Co., 
says Page 93 


Furniture advertising “divorces” the prod- 
ucts “‘from activity, from a sense of 
living, from associations with people,” 
Kroehler study shows. ........00+ Page 97 


Negro market still wide open to ad- 
vertisers, Rollins Broadcasting study 
shows Page 98 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Art Director’s Viewpoint 
Cc i 4 Conv ti 

Consumer Magazine Linage ... 
Creative Man’s Corner 
Drawthinks 
Editorials 
Employe C 
Getting Personal 
Information for Advertisers 
Looking at Radice & TV 
Looking at Retail Ads 
Mail Order and Direct Mail 
Merchandising Ideas 
Obituaries 
On the Merchandising Front 
Photographic Review 
Rough Proofs 
Salesense in Advertising ..................... 
This Week in Washington 
Voice of the Advertiser ....... 


What They’re Saying 


RETAIL SALES UP 
IN WINSTON-SALEM 


DHRONICLE .. 0. eek ee een cd FAS. IR SCSS ART 


Here’s how March 1958 retail sales } 
tax collections compare with March 
1957 in six major North Carolina cities 


Winston-Salem + 2% 


SEATTLE 
\, . Fre sa are eere se eo 


27,911,368 


sheville - Figures from 
POST-INTELLIGENCER .................19,825,806 Choro * i NC. Dept. 
ore RES ~ 5% } ng 
dehy be Durham 8% 


27,444,616 
......17,999,436 


OREGONIAN .. 
PORITIIORL, on cic we wb ew oe eletlen. 


Source: Media Records, inc. Group roto 
supplements and Sunday color comics deducted. 


It is obvious from these linage figures that most advertisers realize what we’ve 
been saying all along: TACOMA IS AN “A-SCHEDULE” MARKET. 


Remember Tacoma when making promotional plans for the Pacific Northwest. 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


JOURNAL 


AND 


SENTINEL 


. REP. KELLY-SMITH COMPANY 


CIRCULATION NOW 


’ 
Pub. Statement ending March 31, 1958 


JOURNAL, MORNING SENTINEL, EVENING 


Represented by SAW YER-FERGUSON-WALKER COMPANY, inc. 
New York * Chicago * Philadelphia * Detroit + Atlanta * Los Angeles * San Francisco + Seattle 
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Signs 


Theres nothing so p 


Better Homes & Gardens is a monthly parade of ideas about the 
wonder-world of things that interest home-and-family-centered men 
and women and their children. Ideas that lead them on and on, 
from one thing to another. 

_ Redecorating the girls’ room, for instance. BH&G sparks the idea 
in the first place. Which leads to how-to-do-it ideas. How to organize 
the beloved paper “‘litter’”’ that’s part of growing up. (Idea: a giant 
bulletin board.) Where to house a record player, records, radio. 


eee pean 


‘WOES Ban 


Idea power in action: BH&G inspires a roomful of ideas for teen-age sisters 


owertul as an idea ! 


(Idea: a window-wall with a built-in abundance of shelf and drawer 
space.) Ideas for curtains, bedspreads, slip covers, rug—and all from 
the pages of Better Homes & Gardens! 

BH&G’s readers literally “live by the book’”—and “the book”’ is 
Better Homes & Gardens. That’s what makes BH&G unique among 
all major advertising media as a showcase for any product that helps 
families to live better. Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BhaG the tamily idea magazine 


4,500,000 COPIES MONTHLY 
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Old Gold, Sano, 
Kent Are ‘Safest,’ 
‘Digest’ Reports 


Hit Parade Altered 
Copy Line on Learning 
of Magazine’s Appraisal 


New York, June 17—Reader’s 
Digest, which accepts no cigaret 
advertising, but which annually 
investigates the tar and nicotine 
content of cigarets, has found Old 
Gold straights, Kent, Sano and 


King Sano to be the safest smokes 
available. 

The July issue of the Digest 
will show Old Gold straights to 
have the least tar of any untipped 
cigaret, Kent with the least tar 
among filters and Sano (untipped) 
and King Sano (filtered) carrying 
the least nicotine. The Digest piece 
will indicate that all major cigaret 
makers except Reynolds (Win- 
ston) and Brown & Williamson 
(Viceroy) have introduced new 
filters since this time last year. 

“The development which may 
have the farthest-reaching effect 
on cigaret making,” the Digest 
will say, “is Lorillard’s reduction 
of the tar and nicotine in the 
smoke of plain Old Golds.” The 
improvement in Old Gold straights, 


as they are called, the magazine 
says, “has been achieved entirely 
by a change in the tobacco blend.” 

The Digest will add that “from 
a health standpoint, the tar and 
nicotine reduction in plain-tip cig- 
arets directly benefits the millions 
of smokers who have not switched 
to filter-tips.” 


® In addition to the good words 
for P. Lorillard (Old Gold and 
Kent) and U. S. Tobacco (Sano), 
the Digest will bestow an accolade 
on American Tobacco for its im- 
provement of the Hit Parade fil- 
ter, which “places Hit Parade sol- 
idly in the low-tar, low-nicotine 
class.” 

According to the Digest, cigaret 
advertising has confused consum- 


ers because of differences in lab- 
oratory methods employed in test- 
ing the tar and nicotine content 
of cigarets. American Tobacco’s 
new testing method, the Digest 
will add, is “obviously superior.” 
American’s method “traps and 
weighs the total smoke solids al- 
most as they reach the smoker’s 
mouth. It is a physical method 
and requires no chemical extrac- 
tion. Results are accurate, uni- 
form and can be reproduced by 
any laboratory that uses it prop- 
erly.” 

Hit Parade’s current advertis- 
ing hammers away at this point 
in these words: “Latest method 
of testing—the most accurate and 
uniform ever developed—proves 
it. The score on filter cigarets has 


| papers, 


Advertising Age, June 23, 1958 © 


changed. Now Hit Parade has 
America’s best filter.” This is the 
advertising that claims “over 400,- 
000 filter traps” and 12% to 43% 
“higher filtration than nine other 
filter brands.” 

Hit Parade inserted the words, 
“Latest method of testing—the 
most accurate and uniform ever 
developed——-proves it,” in its cur- 
rent advertising after it learned 
of the findings contained in the 
Digest article. 


= The Digest’s praise for Ameri- 
can Tobacco and Hit Parade may 
come as a pleasant surprise to 
American and to Batten, Barton, 
Durstine & Osborn, the agency on 
Hit Parade. Last July, BBDO 
abruptly resigned the advertising 
account of the Digest because of 
a “conflict” with American. (The 
Digest subsequently moved to J. 
Walter Thompson, an agency with 
no cigaret client.) The tobacco 
company had been “displeased” 
with a cigaret piece in the July, 
1957, Digest and “with the fact 
that BBDO placed ads promoting 
the piece.” 

Last July the Digest said filters 
offered little health protection 
and, in some cases, exposed a 
smoker to more tar and nicotine 
than plain tips. 

Hit Parade was rated by the Di- 
gest last July as among filter cig- 
arets that “rank highest in both 
tar and nicotine.” This year the 
Digest reports that Hit Parade 
shows a 51% drop in tar and a 
50% decline in nicotine from 1957. 


AANR Deplores 
Lack of R.0.P. 
Aid by ANPA 


(Continued from Page 3) 

gest stumbling block facing news- 
Mr. Sawyer said. He 
pointed out that last year, 60% to 
65% of all magazine ad linage was 


color; 50% of all advertising in 


|newspaper supplements was color 
}and only 3% of all newspaper ad 


space was r.o.p. color. 
“We will never get the amount 


|of color business that we are en- 


| titled to until we make more prog- 
|ress,” Mr. Sawyer said. “We have 
made some gains but we still have 


|a long way to go.” 


s Joseph Guenther, Branham Co., 
blamed agencies for much of the 
poor r.o.p. color reproduction in 
dailies. “Unless newspapers are 
provided with good mats and the 
right materials, reproduction will 
not be up to par,” Mr. Guenther 
said. 

| He maintained that it is very 
|important to educate agencies. Chi- 
cago agencies do a much better job 
with r.o.p. color than their New 
| York counterparts, he added. 


|# The members felt that the Third 
|Annual Newspaper R.O.P. Color 
Conference, to be held Sept. 15-17 
in New York, will do much toward 
acquainting New York agency peo- 
ple with r.o.p. color. “New York 
agency men can be born and die 
Ree tnt without ever seeing r.o.p. color,” 
ee Re |commented one AANR member. 
WRC.TV's Movie o4 belecs in Salles as hick as 18.3! Seay yg hy gt pe meee 
president of the 
AANR. He suc- 
ceeds Peter Ben- 
ziger, Ridder- 
Johns, New York. 
Other new offi- 
cers include Her- 
| bert Meeker, Sco- 
jlaro, Meeker & 
| Scott, New York, 
| YP; Thomas A. 
| Sinding, Johnson, 
|Kent, Gavin & 
Sinding, Chicago, 
| secretary; and Frank H. Carpen- 
ter, Jann & Kelley, New York, 


a wae where ‘it. 
ctu You 


; ‘the big es se i 
t miss with your sales message Rppearing 


Now Movie - 4 is available, through September, on any 
one of WRC-TV’'s low-cost discount plans. Call WRC-TV or 
NBC Spot Sales and make yourself a star on Movie-4! 


Charles Buddle 
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The revolutionary new Politz study of Ad Page Exposure is chang- 
ing a lot of old, pat notions about media. 

This new measure, done in consultation with the Advertising 
Research Foundation and validated by seven check studies, is 
the first and only measure of face-to-face contact between adver- 
tising page and magazine reader. 

It is not—like audience studies—merely a measure of 
. how many people “read or look at any of an issue’s edi- 
1), torial content.” It is not just a measure of editorial traf- 
fic. It is an accurate, bull’s-eye measure of how many 
times your advertising page is exposed to Post readers. 

The figures: 29,456,000 times to the readers of one issue... 5.8 
times to the readers of one copy. 

The Ad Page Exposure measure also gives the first recognized 
magazine-T'V comparison. Compare cost per thousand exposures: 

t 


The Saturday Evening 
POST 


...with 29,456,000 
proved 


reader exposures 
to your ad page! 


in the Post, it’s only 90¢.* For a 1:minute commercial on one of | 


the ten top-rated TV programs, the cost ranges from 14% more 


_to 131% more. For the average commercial minute on these pro- | 
grams, it’s 54% more. “This assumes that all the viewers are in 


the room during the commercial. The Post’s 29,456,000 ad page 
exposures are proved, not assumed.” 


Now you know why we say the Post gives your big idea the ’ 


best send-off. 


*Post cost based on readers 15 years of age and older to equate with TV audience figures based on 16 years and older, © 


Sell the 


POST FF INFLUENTIALS 
-they tell the others! 


The Saturday Evening 


POS! 


A CURTIS MAGAZINE 


Averaging over 5,700,000.copies weekly in 1958! -~ : 
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Liquor Sales Dip, but Price Hikes 


Boost Dollar Volume, Handbook Says: 


$4.95 Billion Sales 
Equal Those of Beer, 
Off from ‘56's $5 Billion 


New York, June 17—The liq- 
uor business, still nursing its post- 
war hangover, seems to have 
straightened out its sales prob- 
lems somewhat, subject only to an 
oceasional hiccup or careen. 

While the liquor industry has 
yet to hit again its 1946 crest of 
231,000,000 wine gal., it has man- 
aged to cross the 200,000,000 gal. 
mark for two successive years— 
215,300,000 in 1956; 212,100,000 in 
1957. 

What the recession will do to 
the industry isn’t yet certain. 
Sales probably will be down 
somewhat. 

These are some of the conclu- 
sions to be drawn from the 1957 
edition of the “Liquor Hand- 
book,” Davidson Publishing Co.’s 
annual compilation of statistics 
and analysis on the liquor indus- 
try. The book sells for $5 in a pa- 
perbound version, $7.50 with hard 
cover. 


= Some of the highlights of the 
book: 

e While fewer gallons of liquor 
were consumed in 1957 than in 
1956, price increases brought the 
dollar volume of the industry to 
$4.95 billions, up from $4.88 in the 
preceding year; the $4.95 billion 
volume equaled that of beer in 
1957—less a matter of having 
caught up with the brewers’ vol- 
ume than of the gently sliding 
curve of beer sales, which dropped 
from $5.05 billions in 1956. 


e The domestic market is still a 
spirit blend market—but the share 
of market held by neutral spirit 
blends declined to 32.8% of total 
in 1957, from 39.3% in the pre- 
ceding year. Straight whiskies rose 
from 21.8% in 1956 to 24.6% in 
1957, while bonds and blends of 
straights both declined infinitesi- 
mally. 

e In 1957 vodka sales were 14,- 


825,443 gals., 7% of the market, 
and now total more than bonded 


Record Sales Put 
Amana Workers on 
Nine-Hour-Day Pace 


Amana, Ia., June 17—Amana 
Refrigeration Inc. is a paradox in 
the home appliance field this year. 

While most white goods manu- 
facturers’ sales are off an average 
of 15% to 20%, forcing production 
cuts and lay-offs, Amana has an- 
nounced it has stepped up its 900 
union employes from an eight-hour 
to a nine-hour day with half days 
Saturdays. 

The increase is significant in that 
Amana has had the same number 
of people employed for the past 
year and a half and hasn’t laid 
anyone off since the recession 
started, according to George C. 
Foerstner, exec vp of Amana. 


s Actually there has been no re- 
cession for Amana, Mr. Foerstner 
said. Sales of its air conditioning 
units are up 48% over last year 
while freezer unit sales are up 
10%. And 1957 was a record year 
for them, he added. 

“Our inventories at the distribu- 
tor level are extremely low, which 
indicates that the consumer is be- 
ginning to purchase white goods 
items again, and that the down- 
ward trend for white goods and the 
appliance industry has reached 
bottom—and is on the way up,” 
Mr. Foerstner said. + 


whisky (5.6%). 


e The top ten states in order of 
per capita consumption in gal- 
lons: District of Columbia (6.7), 
Nevada (5.4), Connecticut (3.4), 
New Hampshire (3.3), Florida 
(3.3), Virginia (2.9), Delaware 
(2.8), California (2.7), New Jersey 
(2.5), Illinois (2.5). 


e The ten top states in order of 
consumption per $1,000,000 of in- 
come: District of Columbia (1,769 
wine gals.), Nevada (1,339), New 
Hampshire (1,121), Florida (1,- 
111), Virginia (940), Louisiana 
(892), Connecticut (786), Vermont 
(760), Maine (736), South Dako- 
ta (706). 

(The District of Columbia con- 
sumption figures testify not so 
much to the high life of the na- 
tion’s capital as its non-fair-trade 
status, which made it a mecca for 
liquor buyers from surrounding 
states.) . 


e The industry continues to 
shrink and concentrate. In 1957 
all but one class of companies 
holding permits from the federal 
alcohol administration were re- 
duced. Here are the mid-1957 fig- 
ures, with the change from 1956 
shown in parentheses: 239 distil- 
leries (—10); 279 warehouses and 
bottlers (—10); 175 rectifiers 
(—3); 480 wine producers and 
blenders (—32); 1,362 importers 
(+53); 4,199 wholesale liquor 
dealers (—127). 


e Profit margins of distillers, 
while shrunken from their post- 
war highs, seem to have stabilized. 
In 1957 they were 3.6%, down 
from the 7.2% of 1948, but better 
than the 3% of 1956. 


e It is still a highly seasonal 
business—about 23% of total liq- 
uor sales take place in the No- 
vember-December period. + 


Parrish & Co. Asks 
Reorganization under 
Bankruptcy Act 


NEw York, June 19—Amos Par- 
rish & Co., agency and retailing 
counselor which has been operat- 
ing under a creditors’ agreement 
for the past two years, has filed 
a petition for reorganization under 
chapter 11 of the Bankruptcy Act. 

The petition offers creditors 
100% payment in 16 quarterly in- 
stalments. A total of $126,000 is 
owed to 315 creditors, including 
about 30 publishers. 

In its statement, the company 
explains that its business “is now 
profitable” and that it wishes to 
continue in operation. “Its present 
embarrassment was caused by a 
drop in the gross business due to 
the recent recession,” the petition 
states. The company “expected its 
volume would return to normal 
more rapidly than has material- 
ized, hence it did not institute 
sufficiently large reductions in its 
payroll, with the result that the 
business operated at a loss during 
these recession months.” 


= Since June 15, however, the 
company has reduced its monthly 
expenses by $16,500 and expects an 
operating profit of $6,000 for the 
next 30 days. Liabilities are esti- 
mated at $622,934, with assets at 
$417,233. 

The petition also shows that 
operating expenses for the next 
30 days would include $5,625 of- 
ficers’ salaries, $51,903 additional 


payroll, $5,740 monthly office 
rental and $26,000 additional 
operating expenses. 


The company’s employes now 
number well under 100—less than 
half of the total a year ago. + 


| 
| 
| 


DONN SUTTON has been named di- 
rector of public relations and ad- 
vertising of Borg-Warner Corp., 
Chicago, a new post. Mr. Sutton 
joined Borg-Warner as pr counsel- 
or in 1946 and later became pr di- 
rector. G. A. Shallberg Jr. contin- 
ues as ad manager. 


50% of Retailers See 
Summer Sales Steady 
or Improving: BofA 


NEw York, June 17—Retail sales 
during June, July and August 
should equal or exceed those 
chalked up in the dog days of 
1957, according to a survey by the 
Bureau of Advertising, American 
Newspaper Publishers Assn. 

Polling 200 furniture, depart- 
ment and men’s and women’s 
wear stores in 152 markets in the 
U. S. and Canada, the survey 
showed that 50% of retailers ex- 
pect better business during the 
summer months as against 23% 
who forecast a decline. 

While about 70% of those sur- 
veyed indicated cautious optimism 
over summer sales prospects, only 
about 33% are increasing adver- 
tising budgets for summer promo- 
tions; 53% anticipate no change 
in their ad levels, and 12% plan 
to reduce advertising during the 
summer period. + 


Miles Gives Away 
Swim Pools in 
Push for Bactine 


ELKHART, IND., June 18—Miles 
Laboratories is giving away plas- 
tic wading and swimming pools in 
a promotion for Bactine on the 
West Coast and in Hawaii. 

The company is using tv partici- 
pations on stations in Los Angeles, 
San Francisco, Sacramento, Phoe- 
nix, Tucson, Portland, Seattle and 
Honolulu. The Bactine promotion 
is being introduced by local tv 
personalities who are the children’s 
favorites in each area. 

A total of 220 wading pools and 
nine swimming pools will be given 
away in the five-week promotion. 
Wade Advertising Agency, Holly- 
wood, is handling the campaign. + 


Biedler Joins Kemper 

Richard T. Biedler, formerly 
head of his own marketing com- 
pany in Boston, has joined Don 
Kemper Co., New York, as an ac- 
count executive. 


Macfadden Figures Corrected 

Macfadden Publications Inc., 
New York, has supplied corrected 
page and linage figures for June 
and January-June, covering pub- 
lications in its True Story Wom- 
en’s Group. Figures on the group 
in ADVERTISING AGE’s consumer 
magazine linage tables on Page 91, 
originally supplied by Macfadden, 
are incorrect, the publisher said, as 
the result of a clerical error. 


| 


| Jan. 1 of next year and turn the 


| 


om (now being made by Look Magazine. 


‘Look’ VP Sees Ike 
Retiring to Farm 
at End of This Year 


Cuicaco, June 18—A flat predic- 
tion that President Eisenhower will 
retire to his Gettysburg farm on 


Presidency over to Richard Nixon, | 


features the annual presentation | 


The prediction was made by | 


|| James Milloy, vp in charge of the| 
"|| Washington office of Look, one of | 
™|the three scheduled speakers on) 


the presentation circuit, which | 
started in New York last week and 
will ultimately involve about 20 
performances in eight or nine 
cities. 


s Mr. Milloy also predicted that 
the Democratic Presidential candi- 
date in 1960 will again be Adlai 
Stevenson. 

The other two featured speakers 
at the sessions are Gardner Cowles, 
editor and president of Look, who 
reviewed his latest findings on the 
European scene, and Vernon C. 
Myers, publisher, who made the 
principal presentation outlining the 
advantages of magazines as adver- 
tising media in general, and of 
Look in particular. + 


2 Struck Dailies in 
Philadelphia Area 
Resume Taking Ads 


PHILADELPHIA, June 18—Two 
area newspapers which curtailed 
advertising when struck by the 
Teamsters Union May 30, have 
started taking advertising again. 

The Camden Courier-Post start- 
ed by charging 10¢ a line, then 
boosted the rate to 15¢ as its cir- 
culation grew. It now estimates 
its circulation at 40,000. 

The Philadelphia Bulletin be- 
gan running ads in its June 16 
issue, which was 44 pages. The 
Bulletin is charging 50¢ a line 
open rate, which is slightly less 
than one-third its usual rate. Un- 
official estimates are that the 
Bulletin has topped 200,000 cir- 
culation. 

Schoolboys out for summer 
vacations are acting as street cor- 
ner salesmen for the dailies while 
the truckers are on strike. At the 
Courier-Post, ad salesmen and ex- 
ecutives are joining the newsboys. 

The Philadelphia Inquirer, which 
is being struck by the teamsters 
and the Philadelphia Newspaper 
Guild, is still not accepting adver- 
tising. 

The Philadelphia Daily News is 
the only daily in the area not af- 
fected by a strike, though its guild 
contract has terminated. 


= Downtown department store 
sales reportedly were off 15% to 
30% (AA, June 16), but WIP 
Radio in Philadelphia, in a press 
release, quoted one of its depart- 
ment store advertisers as saying 
there has been “a rise in depart- 
ment store sales generally in the 
Philadelphia area since the strike 
began.” 

WIP said the advertiser, M. 
Horowitz & Sons, reported its 
own sales were up some 15%. # 


Rawlings to Winius-Brandon 
Rawlings Sporting Goods Co., 
St. Louis, has appointed Winius- 
Brandon Co., St. Louis, to handle 
its advertising, effective Nov. 1. 
Winius-Brandon succeeds Charles 
W. Bolan Inc., which has han- 
dled Rawlings the past 14 years. 


Advertising Age, June 23, 1958 


Grey Adds Lion's 
Share of Mennen 
Line; Drops Tussy 


(Continued from Page 1) 
changes. The Mennen gain, effec- 
tive Sept. 15, is reported to be 
worth close to $1,500,000. Tussy 
has reportedly spent upwards of 
$1-$1,500,000 for all advertising 
in each of the past two years, al- 
though 1958 billings at Grey are 
believed closer to $700,000. 


s A staff memo by Grey Presi- 
dent Arthur Fatt read, in part: 

“We are to lose the Tussy ac- 
count after having served them 
for 15 years. This is a particularly 
bitter pill for many reasons. 

“1. We were of the impression 
that we were doing well with Tus- 
sy. 
“2. The distinguished advertising 
that is being run for Tussy is the 
cause of considerable acclaim in 
the beauty industry. 

“3. Twice in the past six months 
we were offered much larger ac- 
counts—and in both cases we 
turned them down.” 

In addition to the present Tussy 
line, Y&R will also handle several 
new products being readied for 
1959 introduction. McCann-Erick- 
son handles the proprietary and 
Dorothy Gray divisions of Lehn & 
Fink, and Robert E. Wilson Co., 
the professional products division. 


® The Mennen acquisition caps 12 
years of billings for the toiletries 
manufacturer. Total Mennen bill- 
ings will probably be more than 
$2,000,000. 

Mennen also took its Skin Bracer 
from McCann over to Warwick & 
Legler, plus a men’s cologne now 
in test, and left its spray and stick 
deodorants with McCann’s Mars- 
chalk & Pratt division. Warwick & 
Legler’s billings are estimated at 
more than $1,000,000, Marschalk & 
Pratt’s in the neighborhood of 
$1.250,000. 

Grey also becomes the agency of 
record for television; currently, 
Mennen’s only network effort is 
the Wednesday night fights over 
American Broadcasting Co. 

William Mennen Jr., exec vp, 
said the switch was being :nade be- 
cause “we feel that Grey can do a 
more personalized and aggressive 
job.” Leonard Colson, advertising 
director, said that Mennen “has 
been exceedingly satisfied with 
Grey over the past 12 years.” 


= The agency has been handling 
the baby line (lotion, powder, oil), 
Quinsana foot powder, pre-electric 
have, hair cream and Skin Magic 
for adults. To this it adds foam 
shave, tube shaving creams, Afta 
non-alcoholic after-shave and 
shave, tale and bath powders. 
Grey has also handled Mennen’s 
successful “lady-in-waiting” pub- 
licity program, now in its second 
year. Besides the local publicity 
values inherent in hordes of ex- 
pectant mothers gathering for a 
maternity fashion show, the “lady- 
in-waiting” program has been suc- 
cessful in getting Mennen baby 
products into department and ma- 
ternity store windows as tie-ins. 
Mennen advertising has had its 
share of wanderings through the 
advertising business. Much of the 
account was with Duane Jones 
Co. before that agency’s spectacu- 
lar 1951 resignation and subse- 
quent departure from the advertis- 
ing business. Kenyon & Eckhardt 


,| picked it up then, with Foam Shave 


subsequently going to Cecil & 
Presbrey. 

In January, 1955, McCann- 
Erickson garnered a share of the 
K&E products plus Cecil & Pres- 
brey’s share, and took the rest 


June June Jan-June Jan-June June dune Jan-June Jan-June 

1958 1957 1958 1957 1958 1957 1958 1957 
Photoplay 29.8 41.2 150.9 223.1 12,767 17,660 64,737 95,717 
True Experience 10.7 16.6 77.0 102.0 4,599 7,121 33,047 43,742 
True Love 10.3 16.8 71 101.3 4,426 7,198 33,072 43,478 
(formerly True Love Stories) 
True Romance 10.6 15.8 78.6 100.4 4,552 6,760 33, 43,063 
True Story 54.2 73.3 315.7 390.9 23,251 31,462 135,440 167,717 
TV-Radio Mirror 9.5 144 63.0 87.1 4,090 6,156 26,980 37,378 


from K&E 15 months later. + 
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“Advertising makes things cost more!” 


This is one of those statements. It takes a shred 
of truth and runs with it—in the wrong direction. 


If you're talking about the fraction of a percent 
advertising adds to the cost of a product, sure 
it’s true. 


But what would the product cost without advertis- 
ing? That’s the real question. 


Let’s suppose, for argument’s sake, there were no 
advertising. Now suppose you heard rumors about 
a newfangled invention called a refrigerator, and 
you decided you wanted one. But because very few 
other people knew about it, yours was practically 
a one-man demand. You can imagine what the 
price tag would be. Moral: Without advertising, 
without mass production, we'd probably still be 
living in the icebox age. 


Look at it this way. Advertising is primarily news 


and information. By letting people know about 


THE 23 CLIENTS OF BENTON & BOWLES, in order of our length of service to them: GENERAL FOODS CORP. . . 


new and useful products, it creates the desire that 
creates the demand. Not just demand by the 
handful, but demand by the millions. 


It is this mass demand that makes mass production 
not only possible but essential, bringing more and 


better things to more people—at /ess cost. 


ADVERTISING AS A SOCIAL FORCE 


“I am certain that it will be ideas rather 
than force that will finally succeed in 
showing the rest of the world what kind 
of people we are and thus eventually 
win them over to our way of living. In 
this process, American advertising . . . 
can play a vital part. It is an endeavor 
worthy of the best that is in us...” 


James A. Farley, Chairman of the Board 
The Coca-Cola Export Corp. 


PROCTER & GAMBLE CO... . 


PEPPERELL MANUFACTURING COMPANY. . 


Of course, mass production is more than machines, 
it is millions of people at work —consumers who 
can buy the products of their own (and other 
people’s) labor. 

The pattern is clear: By stimulating the desire of 
every American for a richer, more bountiful life, 
advertising helps maintain the balance between mass 
production and mass consumption. And so, in a 
very real sense, advertising is at the very heart of 


the astonishing American economic structure. 


* * * 


Advertising is our business, and we take pride in 
it. As one of America’s ten largest agencies, we are 
grateful to play a part, along with our clients, in the 


dynamic growth of the world’s economy. 


BENTON & BOWLES, INC. 
666 Fifth Avenue, New York 


Advertising and Marketing counsel to leaders in American business 


- ASSOCIATION OF AMERICAN RAILROADS . . . AMERICAN EXPRESS CO. 


AVCO MANUFACTURING CORP... . NORWICH PHARMACAL CO. . . . CARLING BREWING CO., INC. ., . PHILIP MORRIS, INC. . . . MUTUAL OF NEW YORK . . . CONTINENTAL OIL CO. ... H. C. MOORES CO. . . . RAILWAY EXPRESS AGENCY, INC. . . . INTERNATIONAL BUSINESS MACHINES CORP, 


$. C. JOHNSON & SON, INC... . FLORIDA CITRUS COMMISSION . . . GENERAL ANILINE & FILM CORP... . WESTERN UNION TELEGRAPH CO., INC... . BORDEN COMPANY . . . KENTILE, INC. . . . SCHICK INCORPORATED . . . ALLIED CHEMICAL CORP. ... THE EVERSHARP PEN CO. 


2 eee 8 eee ee eee? 5 ms et ae as Mik : ree fi pa aR & Se RS eet ae ee 
eieiied sees wee us Coa a . 2 “aye Pope a ie fi ee oe ee 2 ‘ a RN . : 
a ie ; See cae pe ” (Sane, = ana Fe ye re : oe ‘ ue 
ie. nal x 
i " 
i 
: 4 
i ; 
| or == 
| Pa ‘ ~ 
. 5 L » \ 4 — » 23 
. — v. gis. . 
—.. "ae | 
| ty ~ a al i 
— a: . a rapt ya — — : 
egal ; 's = a oF ae —* a 
5 a aa an vr ie a # a . “ : ae 
ee 7 et pe ~ aoe tee 
‘ ait Beit Le i ay Soret later ge 
‘fis - sige 4“ 4 OL gh os jibe 
ae a ee 2 Sf - aa ae 
# sk rea E ia - ~ 1 .. * i eo - 
aa ene hee 7 ff é 7 f r 
a coe . ~~ ; Y AB df di . 
+. ee a 5 wi i Sree olttt an 
bee ithe % ie Lis a We As i _—: en igcitiet ayes 
2 Pa a pte — i *F -_ ald t 
oa er b 7 2 ee 
aoe oe : —— ” q F bo: ae eae 
Py ee ge , ‘i ee 
a 2 
Bs eo Sah Be a ait rr ° en: ee ere 
Be ey ae Lees ck ae oe | aii 
ee my £ a = : é eae ome se 
Psce end Op ie Pets a RS a oo 
Th ri! tate y Teg een Te} Seer ae sf " io aaa 
ee ee ee oe % > s ‘ ae eee 
' ee ee Oe ae ee y *~ ‘ 4 i los 
Jiro eo esac <5 Se a ie ee lief et 2 Gi ae # oa ee ae. 
Se ee ae Ba) Sa re he K ete Sg 
ia pa the aes 1 NER ee 5 ae =A cae ; = ‘ tite 
es 3 CtaRe epee en Ss A oe F - a m we 
igs Be on ; eros ‘Boe ‘cela . a » F ? lie 
Fon. eee ii Pe, oe hes? ae P ; a ee i 
a oe oe ~ ss oa a , nae 
te ee eee: 2. ae * sy eae is 
eae oa —< . —— ‘ <n « i poi 
Sa ae 2 “ion * a 2 ae ong = 2 ‘ ioe 
a ) ait a <i le: cu ‘a a + ad rl hs a x v . ¢ ee on 
e te a: Oy ae + the ; ze Fe > 4 t pci rige. <7 
eo ho a Bh s. ‘ te ie eae AST CC Pee : a 4 rer. as: 
’ wake. 4 ae , in” —- “eae ee a: Seiten ee 
eS a mrs. a ey pel : 
oe —— [_ ~ i oy ae “tip Rey - 
Aigenca tage = ee ‘ > wae 
Cea" om a i ee 
Eo i a ey E * ee Z ; ee he i ‘ eager 
By ; mS ae Eee ‘ pe Nae 
bhatt 5a oul nee aan j 5 i a : ae 
} Wiener as ey —  . > : , " i ans 
\ Me i . he = 
- o ae ee ee ’ : ~~ Y i. 
f a ie a oe. Fas 
4 oe” iis; Fo re ™ ‘ Si ; 
Z : & ed Gates i ale as 
' * — > ge ae 3 “a e 
“ey 9 i ee BP a eee oe! 
Oe Mii sie Bie» —" . eet. eee 
} Re ree . eee a it £ - he He ee 
aes eee : ay a “4 AS eae rae 2 
h ai eae mE. 2 a ae ee i, ee 
Brey ee i 9c ‘ " aa ee a 
Sele oes etre ee ee ‘ 4 a f 4 bd 4 a BS) aie 
i ae a8 St ——" iy ae y 4 eee 8 
Se pee neta aul Sige i 4 by ae “eae 
eee Aer “ oe — , age aoa 
Se i Heck ea Oeabaetgs ¥ ig ae . er F i a 4 a oe 
pa | aia setae aes ‘ ’ 2a “a sig on sf 
ao: i . 
eo oe i. 
BO Ne ye Oe aes ” Fee ee eer ecto. 
Be ee ee a .-- > . ae c + : See 
aks st : 5 a ey. 2 ce il Saale Lp Sea 
tla oes Te arse = Oy! [a ign 7 seas 
Stade sa a Seabee iugeh taoe ; oe x ¥ > “ , : : 
i int c 2 , , . ‘ i: ay sei = =) ; 
: : ¥ 2 amr, 
_. : Ca ; 
ee ae a ry 43 aaa i > eo, 
Joe Bese Ac eames: a a, E a “ ; . hemes. 
Seoramm ge aE Hoy eae, Sa pee a ——- ‘ ¥* . eke 
t a siete ‘ ys ig WE aS ee Oe ie : eee Bite: i a ta * ae a" i Bike 
sag SSM ERIE, la SMCs NA Side MRE hg oo Sr age Sh: pe TR ly i al 
af A ee eee ae) a ew a . \ ae a peels) Dic ere 
nese eet ik hat asta MR er ne pa | re a er ay er a - Pe ee ye peat ae nee 
Ae eee aan ne ae Se ee aie let 2 a a ge vero eee 
. Ck gee on) * me ac} eee oo paws page < ol Sa ¥, iA 
. ngs & a - é, oe me a Bi 
atten 8 a eciemie ee F re seas Si Pay 
‘ Br oh: - ol ona AG , pie 5S ee 
eee : oe Basa ait oe Ae Tp peg a a papree: 
<= hoe, ‘ * 7 ee te a Se tm ee Dae os P etek er 2 
“— ed —_ wt -ce oa 4 a sae Pye eek i shi be 
“ Lt eee aca Nee ee = “Se f Rosine! 2) moe aig 
| sN eee Bs) oo OO ee a cae s ae 
x: a i Os aT Boga : é et a oS eel 
ae — a ree i Pei 5 eon eee ens 
(cpa pa ets ae Se RIED hs Reso 
“ pease % é : Ge ec js 
~ ee . Re ; ’ eae 
‘ = ae nt : Ane 
et? - a % 
eee ‘ 
am a 4 
dy! a} ze ; 
AY >: . ee 
a tae " i 
ne eens? x 
ae 
. 
\ : 
\ 
' ee 
Rurerrerene 
T a i 
se cee 
eee A So 
\ tant ee 
ee: ae 
on. ee 
eo betel, 
:* ” 
re Rees 
| ae ze 
Pa . 
Be, a pat os 
pas i 
ro 34 Adee 
! urs ees on 
( Sec a ee 
= Sons 
) PO eet 
me 
f je a 
by oem 
| Sees a 
Be Sis 
, 30 oa hie ah 
Bere ee 
Pe me ans , 
g>" ac 
ig 
s aoe 
BRCM eps 
ee, 
oe oe 
aga Saye, § 
} ce! eg 
\ sal a. 3 CS eer 
a Aciaet z os 
ae Sees 
bo wai see lac ae 
ie eae || 
ihe Lapa 
! Bee Wace tee 
\) Ee ae Y 
a |e ae ened 
as ans Desa 2 
OOS a a 
oyu ek aL 
<n ee 
, eNotes 
: ole o 
y . ‘ . ‘ ae ere 
Bay oe ag ee arial a sa, Ay Lc a PEN I hf A Vang, od aha, Uae eR HC IR PCRS oo OS I 22 ES eae ties CERIN 3 Rs eae coe edge ee Ae So REI Re CaeeS  .eIN se toe a hipaa) Ber es Se ad Sm imi og a at a RT A eee ET BR Saige be ‘ 
tt ee esis aes poh ae pag at 7 epee an al a Meal OI MEN CER, Bes pe met pri se i alles i la en eee FOR SL bcd amar ea lees re Si ok, 2 ee 2 eas Th uate oe tae oe ae mt oe ee ae ee 
rag si Sa Rt Ra PSOY | lec cae PR eM Sk | eee Deer, ae cee ne Aw mae coe eee ce i ae Fie ad Fe men ee haere ines 3 . ae ae eee weer on fom ae yee ger Seer Be rahe: (pt as See Tea ee Pee 
eae Eee ae: See oar ee ie SS a Se Ses tae oe ae ; Pace ie Rivne mee ae oe Pee: ee Gear ae aa ae ree Bee i ee a ‘ Bt rene ae * 


DAVE GARROWAY’S TODAY, 7:00-9:00 AM (EDT) MONDAY-FRIDAY 
THE JACK PAAR SHOW, 11:30 PM-12:30 AM (EDT) MONDAY-FRIDAY 


All year long Dave Garroway’s Today and The Jack Paar 


Show are network television at its effective, economical best. 


And from now to September, NBC’s Summer Dividend 


Plan adds even greater value to your advertising dollars. 


BIGGEST TWO-MAN 


During this period, dividends start with the purchase of as 


few as six participations and multiply rapidly thereafter. 


For example, you can buy a twelve week saturation sched- 
ule—30 one-minute participations running every other 
weekday and alternating between the two shows—for 


$148,000. Actually, you're paying for only 20 participa- 
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BAND IN TOWN! 


tions; 10 are dividends. And according to estimates based 


on established Nielsen performances, you get: 55% million 
home impressions . . . 108 million viewer impressions . . . at 


a remarkable $1.37 cost-per-thousand viewer impressions. 


Add up all the plus values for Today and The Jack Paar 


‘ Show—personal salesmanship, flexibility, association with 


two important news-making shows and personalities—and 
you've got a package that’s right in tune with the times. 
Your NBC Sales Representative would like to show you his file of success 


stories which prove how these programs have produced results for 
advertisers in all fields. 


NBC TELEVISION NETWORK 
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The Editorial Viewpoint... 


Blessing (?) Thrust Upon Us 


Higher postage rates on first class mail and on third class mail go 
into effect Aug. 1. As a result, the cost of one of the most important 
of all advertising media will rise sharply—unless greater efficiency 
can be achieved. 

We do not welcome the increased postage cost but there is often 
an opportunity to turn the lemons thrown at you into lemonade. And 
this may well turn out to be such an opportunity. 

Opponents of mail advertising have been calling advertising mail 
“junk mail,’”’ a term which we vigorously oppose. But unfortunately 
a considerable portion of advertising mail has deserved this appel- 
lation, because it has been poorly executed, badly aimed, and in many 
cases annoying. 

Now that the postage on all such mail is to be sharply increased 
in cost, two things may happen: First, there may be some decrease 
in the physical volume of such mail; and second, greater care and 
attention may be lavished on the remainder. 

If higher costs per piece, because of higher postage rates, induce 
more careful attention to detail, and more careful maintenance and 
pruning of lists, then maybe the increase in postage will be indeed 
a blessing in disguise—because it will indirectly result in more effec- 
tive mail efforts. 


Too Many Awards 


A correspondent complains about an advertising agency member 
of one of the advertising agency networks, who had a picture printed 
in the local press, showing half a dozen of his clients getting “awards” 
for their advertising. 

The awards were given at the meeting of the network, covering 
a wide variety of categories, so that every agency member walked 
off with half a dozen, or maybe a dozen, under his arm. We have 
seen some agency network award competitions of this character, 
and we must admit some sympathy for our correspondent’s view- 
point. 

We have felt for a long time that there are too many awards in 
this business—most of them meaningless—and we hate to see the 
award scattered around any more, as it frequently is by agency net- 
works which have so many classifications, and so many entries from 
each member, that what results is more in the nature of a mutual 
admiration society than anything else. 

In our humble opinion, advertising ought to get its meaningful 
awards at the cash register, or somewhere near the cash register, 
rather than in fancy ribbons pinned on by admiring constituents. 


Half a Tax Is All Tax 


We have been warning you in these columns that there would 
be much more to watch, and much more to say about, the Internal 
Revenue Service’s efforts to decide whether certain public relations 
advertising is deductible as a business expense for tax purposes. 

- The last time we talked about this, a couple of weeks ago, only 
the advertising of the electric light and power companies had been 
disallowed, and advertising of Timken Roller Bearing Co. and the 
Minneapolis Star and Tribune was being scrutinized. In the interim, 
all of the Timken advertising has been disallowed, and the Internal 
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Gladys the beautiful receptionist 


—Bill Arter, Byer & Bowman Advertising Agency, Columbus, 0. 
“He thinks sacks are all right for potatoes, but not for tomatoes.” 


Revenue people, in their infinite wisdom, have disallowed half the 
cost of the Minneapolis Star and Tribune advertising. 


This half-disallowance confuses Sen. Albert Gore of Tennessee, 
who pressed for the disallowance, just as much as it confuses us and, 
presumably, the Star and Tribune. We gather that half the advertis- 
ing was legitimate and half was “political” and therefore not a 
deductible business expense. Thus, in this case at least, the Internal 
Revenue people have made an idiot of old John Wanamaker, who 
once confessed he was sure half his advertising was wasted, but he 
could not tell which half. The Treasury can presumably tell which 
half, right down to the final decimal point. 

The people who are falling afoul of this unclear tax regulation 
are those whose advertising is complained about by certain members 
of the U. S. Senate. We say this is an intolerable situation, completely 
vitiating all democratic processes. And we say again that the Internal 
Revenue people must be willing and able to withstand pressures 
from legislators, from the administration, and from everyone else 


who wants to get into the act. 
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What They're Saying... 


Products of the Same 
Brainstorm Session? 

For this, in America, is the high 
tide of mediocrity, the great era of 
the goof-off, the age of the half- 
done job. The land from coast to 
coast has been enjoying a stampede 
away from responsibility. It is 
populated with laundry men who 
won’t iron shorts; with waiters 
who won’t serve; with carpenters 
who will come around some day 
maybe; with executives whose 
mind is on the golf course; with 
teachers who demand a single sal- 
ary schedule so that achievement 
cannot be rewarded, no poor work 
punished; with students who take 
cinch courses because hard ones 
make them think. 


—Charles Brower, president of BBDO, 
before Poor Richard Club, Nov. 19, 
1957, and the National Sales Execu- 
tives convention, May 20, 1958. 


Today, in this big, bountiful land 
of ours, everyone is looking for the 
Easy Way. For the snap course in 
college and the snap job after col- 
lege. Nobody wants to try too hard. 
Everybody wants to live longer. 
Laundrymen don’t sew on buttons; 


dry cleaners send your suit back 
with all the spots pressed in; and 
waiters bring you a big cup of cof- 
fee when you didn’t want a big 
cup, so you say, “But I ordered a 
demitasse,” and they say, “So 
drink half.” This is the age when 
the cap is left off the toothpaste, 
and the smile is left off the thank- 
you. 

—wWhit Hobbs, associate copy director 


of BBDO, before the Minneapolis Ad- 
vertising Club, March 27, 1958. 


Nothing for Something? 

The theory we subscribe to is 
the one that it is against human 
nature not to take advantage of 
something for nothing. Television, 
of course, is not free. Receiving 
sets, power and maintenance costs 
all eat up money. But once the set 
is bought and paid for, tv seems 
free. None of us divides a hundred 


‘hours of, viewing into the amount 


we've spent to get them. We turn 
the television set on as we turn on 
the kitchen tap, with not a thought 
about the expense of what comes 
out. 


—Editorial in the Union, Springfield, 
Mass. 


Advertising Age, June 23, 1958 


Rough Proofs 


Don Mitchell has been reminis- 
cing about the used beer bottles 
which started Pepsi-Cola on its 
| merry way. 

No wonder it had more bounce 
to the ounce. 


| o 


Monroe Dreher thinks direct 
|selling may come into its own 
during this recession. 

At least it may get its foot in 
the door. 


° 


“You’ll have ample opportunity 
)at Procter & Gamble, a company 
| with a strict policy of promoting 
from within,” the ad says. 

That’s right—at P&G you can 
start at the bottom and end up as 
Secretary of Defense. 


A classified advertiser offers 
“Beer Gimmick—novel plan with 
excellent potential for agency so- 
liciting a beer account.” 

Maybe it’s a pretzel premium. 


“U. S. has lion’s share of world’s 
autos, poll shows.” 

And also, it must be added, the 
lion’s share of the world’s traffic 
jams. 


Edwin Ebel says not to worry 
about what books and movies say 
about advertising, but about what 
it does to itself. 

He means advertising can’t be 
killed, but could commit suicide. 


“Skimping isn’t saving,” remarks 
Intaglio Service Corp. 

That’s right—a ga! doesn’t nec- 
essarily pay less for a bathing 
suit with reduced coverage. 


“Psychologists,” the headline 
says, “hit use of subliminal ads as 
‘unprofessional’.” 

And no one has been able to 
find an adman who thinks differ- 
ently. 


Colston Warne, of Consumers’ 
Union, is now taking package de- 
signers to task for dazzling the 
customers with “color hypnosis,” 
and a lot of the designers wish 
they were as good as he thinks 
they are. 


No one, it is to be hoped, will 
suggest that the litigation between 
Colgate and the maker of Rise 
over shaving containers will get 
the boys in too much of a lather. 


According to Internal Revenue 
policy as indicated in the case of 
Timken’s public relations ads, it’s 
all right to have opinions, as long 
as you keep them to yourself. 


The sports writers were conced- 
ing the American League pennant 
to Casey Stengel’s Yankees, but 
this was before they were shut out 
in both games of a doubleheader 
by those fierce Detroit Tigers. 


Copy Cus. 
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PLEASURE TRIP or business trip? There’scounsel __ the “‘added features” which make The Inquirer 
for both in The Inquirer! Traffic Guides which so readable and so thoroughly read. Another 
show the best way to get there; Fishing Guides; reason why advertisers have made The Inquirer 
and even complete Tours of The Week, out- their first choice in Delaware Valley for 24 
lining historical, interesting journeys through consecutive years! Certainly your advertising 
Delaware Valley, U.S.A. These are typical of belongs in The Inquirer. 
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home of 5,200,000 people... 
i 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. $460 Wilshire Boulevard : 
Mixray Hil 2-6898 Andover 38-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 Philadelphia is the hub. 
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The big news in media today is the 


tremendous growth 


and among all major magazines, 


LOOK has the biggest audience gain 


You hear it in media circles everywhere—the talk about the tremendous 
growth of magazine readership, as most recently evidenced by the new 
Look-Politz study, The Audiences of Nine Magazines. 


The tables at right, based on the 1958 study and Politz studies of 1956 and 
1954, present graphic proof of the dramatic increase in magazine read- 
ing. You will note that in each of the measured periods—1958 vs. 1956 
and 1958 vs. 1954—each magazine recorded a major gain in audience. 
And the bulk of the gains occurred in the last two years— revealing a 
sharp rise in the rate of that growth. 


Why are magazine audiences growing so much faster than the popula- 
tion .. . so much faster than the audiences of other media? One basic rea- 
son is people’s broadening interest in the world around them—an interest 
that finds fulfillment in the wide range of subjects, the depth of cover- 
age, the sensitive interpretation provided only by magazines. 


This mounting interest in today’s world . . . in what people are doing, 
thinking, feeling, wanting . . . helps explain the outstanding growth of 
LOOK, the exciting story of people. 

LOOK, with a current audience of 27,900,000, gained 7,560,000 readers in 
the past two years. Of the new LOOK readers, incidentally, 4,231,000 are 
females—representing a bigger gain in female audience than that of any 
two women’s service magazines combined. It’s significant, too, that in 
each survey year, LOOK has continued to attract its audience at a rate of 
over five readers per copy. 


The dynamic appeal to people through people is the reason why, in a 
period of record-breaking growth 
for America’s major magazines, the 


magazine with the biggest audience 


growth of all is Look. ~ READ BY 27,900,000 PEOPLE 
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magazine readership 
1958 vs 1956 


TRENDS IN MAJOR MAGAZINE AUDIENCES 


| RANKED BY ORDER OF GAIN AUDIENCE 1958 AUDIENCE 1956 AUDIENCE GAIN 
Look 27,900,000 20,340,000 +7,560,000 
Saturday Evening Post 21,950,000 16,876,000 +5,074,000 
Life 32,100,000 28,033,000 +4,067,000 
Reader's Digest 34,950,000 32,015,000 +2,935,000 
McCall's 12,700,000 10,680,000 +2,020,000 
Good Housekeeping 12,350,000 10,516,000 + 1,834,000 


Based on 1958 LOOK-Politz The Audiences of Nine Magazines and 1956 Reader's Digest-Politz Study of Seven Publications. Three magazines in 


the 1958 study — Time, Better Homes & Gardens and Ladies’ Home Journal —are omitted because they were not included in the 1956 study. 


1958 vs 1954 


TRENDS IN MAJOR MAGAZINE AUDIENCES 


RANKED BY ORDER OF GAIN | AUDIENCE 1958 AUDIENCE 1954 AUDIENCE GAIN 

Look 27,900,000 19,500,000 +8,400,000 

Saturday Evening Post 21,950,000 15,900,000 +6§,050,000 

Life 32,100,000 27,750,000 +4,350,000 

Ladies’ Home Journal 13,350,000 11,600,000 +1,750,000 

McCall's 12,700,000 11,400,000 +1,300,000 ‘. 
Better Homes & Gardens 15,950,000 14,700,000 +1,250,000 . 
Good Housekeeping 12,350,000 11,250,000 +1,100,000 


Based on 1958 LOOK-Politz The Audiences of Nine Magazines and 1954 LooK-Politz The Audiences of Nine Magazines. Two magazines in the 
1958 study — Time and Reader’s Digest — are omitted because they were not included in the 1954 study. 
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Potato Chips Launches Drive 
New Era Potato Chips, Detroit, 
has launched a three-month spot 
radio campaign using minutes in 
the majority of the company’s 
markets, ranging from Pittsburgh 


| Hartford Craftsmen Elect 


Stewart W. Beckett, production 


|manager of the Courant, has been 
}elected president of the Hartford 
|Club of Printing House Craftsmen, 


an affiliate of the International 


west to Chicago, covering portions| Assn. of Printing House Crafts- 


of Ohio, Indiana and lower Mich- 
igan. The spots, scheduled five 


men. Other new officers are Fred 
S. Lyford, Bond Press, vp; Rich- 


times daily, Monday through Fri-| ard D. Ranney, Travelers Insur- 


day, in most cities depict an army 
of potato scouts marching to find 


the best potatoes available for) 


chipping. New Era is a product of 
Nicolay-Dancey, which became a 
subsidiary of the Frito Co., Dallas, 
last April. Otto & Abbs Advertising 
Co. is the agency for New Era. 


Selling Farce or Selling Force? 


Your advertising got slipping sickness? 
Let Bott inject ‘‘sell-th’’ to regain its 
health. Chicago Phone HA 17-9187. 


po Fellow Bott fn 
Leo P. Bott, Jr., 64 E. Jackson, Chicago f 


|ance Companies, treasurer, and 
|Haige J. Garabedian, secretary of 


the Graphic Arts Assn. of Connect- 
icut, secretary. 


Wentzel, Wainwright Adds | 

Wentzel, Wainwright, Poister & 
Poore, Chicago, has been appointed 
to handle advertising for the Qual- 
ity Chekd Dairy Products Assn. 
Campbell-Mithun, Chicago, is the 
previous agency. Members of the 
association (consisting of more 
than 100 independent dairies) sell 
about $150,000,000 worth of Qual- 
ity Chekd brand products annual- 
ly. No billings figures were re- 
leased. 


NBC Promotes Three 

The research and planning de- 
partment of NBC, New York, has 
promoted Marvin W. Baiman, Jack 
B. Landis and William S. Rubens. 
Mr. Baiman, supervisor of sur- 
veys, has been named manager of 
research studies. Mr. Landis, man- 
ager of research projects, has been 
named manager of research de- 
velopment, and Mr. Rubens, super- 
visor of ratings, has been ap- 
pointed manager of audience 
development. 


Niagara NIAA Elects 

James C. Ritter, ad and sales 
promotion manager of R. P. Adams 
Co., Buffalo, has been elected 
president of the Niagara Fron- 
tier Advertisers Assn., the Buffalo 
chapter of the National Industrial 
Advertisers Assn. Other new offi- 
cers are W. L. Conner, Comstock 
& Co., Ist vp; McG. Wilson, metals 
processing division of Curtiss- 
Wright Corp., 2nd vp; J. R. Owen, 


Fad 


it oo 


Buffalo Business, treasurer, and 
R. O. Faller, Morrison Steel Prod- 
ucts, secretary. 


Borden Markets Liquid Bremil 

Borden Co. will introduce liquid 
Bremil nationally on July 1. An 
infant food formula, it will be a 
companion product to powdered 
Bremil, marketed by Borden in 
1950. Borden calls the product 
“the closest approach to breast 
milk ever developed.” It will be 
sold through drug stores, with 
advertising directed to physicians, 
pharmacists and nurses. Paul 
Klemtner & Co., Newark, will 
handle the advertising. 


Thrash to Arndt, Preston 

Cecil O. Thrash, formerly as- 
sistant public relations director of 
the Pontiac division of General 
Motors Corp., has joined the New 
York public relations staff of 
Arndt, Preston, Chapin, Lamb & 
Keen. 


KRON is TV in SF 


San Franciscans are sold on KRON- TY 


AVAILABLE 
MIKE HAMMER 
A.R.B, 12.4 
(coincidental 5/21/58) 
Alternate Wednesdays 
10.30-11:00 PM 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


Advertising Age, June 23, 1958 


Kogan Book Gives 
190-Year Chronicle 
of ‘Britannica’ 


Cuicaco, June 17—“On any day 
or night of any week there is an 
‘Encyclopaedia Britannica’ sales- 
man sitting or standing in a living 
room, a kitchen, a study, a den, 
jan office, or in some less conven- 
| tional place, with material from 
| his sales kit spread before him as 
jhe ‘tells the story’ to a potential 
| customer.” 

This is the picture of how one 
of the most renowned reference 
works in the English language is 
sold today, as described by Her- 
man Kogan in his new book, “The 
Great E B: The Story of the En- 
cyclopaedia Britannica” (Univer- 
sity of Chicago Press, $4.95). 

Though one chapter is devoted 
to how it is sold, the book is pri- 
marily a chronicle of the life and 
times of the encyclopedia, this 
year celebrating its 190th birth- 


~|day. Included in the book is the 


first full story of the transfer of 
ownership of the encyclopedia 
from Sears, Roebuck & Co. to the 
University of Chicago in 1943. 
The force behind that move was 
William B. Benton, onetime ad- 
man, then university vp and now 
publisher of “Encyclopaedia Bri- 
tannica.” 


= Unusual is the fact that the 
Britannica, which did a $61,109,- 
000 volume last year, is sold pri- 
marily by the door-to-door sales- 
man. Many leads come from 
magazine ad coupons and names 
supplied by satisfied owners. The 
aim is to sell the “Encyclopaedia 
Britannica’s” ten-year education- 
al program, which includes the 
set of 24 volumes, plus supple- 
mentary material including the 
Britannica Library Research Serv- 
ice. + 


Roach Heads Canadian 
Ad Research Foundation 

H. D. Roach, exec vp of McKim 
Advertising Ltd., Toronto and 
Montreal, has been elected chair- 
man of the Canadian Advertising 
Research Foundation. R. E. Merry, 
| director in charge 
of marketing re- 
search of Lever 
Bros. Ltd., was 
elected vice- 
chairman, and 
B. E. Legate, 
Assn. of Canadi- 
an Advertisers, 
was chosen sec- 
retary - treasurer. 

New members 
of the founda- 
tion’s board of 
directors are T. W. Kober, market- 
ing director of Vickers & Benson 
Ltd., and W. H. Wilkes, president 
ef Tandy-Richards Advertising 
Ltd. 


H. D. Roach 


Training Film Section Moves 

Carter & Galantin has moved its 
training film production to Chica- 
go offices at 710 W. Jackson Blvd., 
where film will be produced for 
its New York, Los Angeles, De- 
troit, Atlanta and Dallas offices. 
Durwood Walters has been named 
promotion director. 


Arsenault Joins ‘RISS’ 

Alfred J. Arsenault, formerly 
with the Metropolitan Sunday 
Newspapers Group, has joined the 
advertising sales staff of RISS, na- 
tional publication for resident 
physicians, internes and _ senior 
medical students, published by 
Medical Economics, Oradell, N. J. 


Tall Corn Network Elects 

Glen Stanley, KBOE, Oskaloosa, 
has been elected president of the 
| Tall Corn Network of Iowa. E. M. 
| Horning, KSIB, Creston, was 
|named vp, and Leo Mayr, KCIM, 
Carroll, was elected secretary. 
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Construction 1s America’s biggest 
consumer...devouring 1/3rd of the 
copper, 1/6th of the iron and steel, 2/3rds 
of the lumber and 9/10ths of the cement 
used in the nation. It requires an army of 
machinery and tools...an ocean of 
lubricants and fuels...and could fill that 
ocean with all the other equipment and 
building products it uses. Construction’s 
roaring along at a billion dollar a week pace 
Gon an-W's 77,000 ...and still growing! Most direct access to 
apes os ig this market is EN-R...whose readers plan, 
ENGINEERING ; : , 
NEWS-RECORD design, build or influence practically 
men nee Anes Oh. tear oe 00 every major construction job in the world. 
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LOOK AT THESE UP-TO-THE-MINUTE FACTS: 


eee 
W777 


First two months, ‘58 over same period, '57 January, February, '58: $94,027,252.00 
Total, '57:........000e... $640,444,795.00 


RETAIL SALES UP 3.19% (Based on State Sales Tax Collections) 


First 5 months of '58 models 
over same period for '57 models 
AUTOMOBILE UNIT SALES UP 5.2% First ® months of 58 models: 5,235 
First quarter, ‘58 over same period, '57 '58 first quarter residential: 
RESIDENTIAL oil 
CONSTRUCTION UP 33% §11,104796.00 


April 1,'58 over same date, '57 


SAVINGS WP 6.0% '58 savings as of April 1: $245,351,425.78 


Air freight outbound up 25% 
Airline passenger loading up 24.2%, 
Air express outbound up 33% 


AIR FREIGHT 52 flights daily by 5 scheduled airlines: 
American Airlines, Inc. 
INBOUND UP 21% Braniff International Airways 
Central Airlines 
Continental Air Lines, Inc. 
Trans-World Airlines, Inc. 
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business picture is good in 


ELROPOLITAN OKLAHOMA CITY 


oe 1 
STILLWATER Cg gh 


anno ak | OKLAHOMA CITY 


- 


SEMINOLE 


100 UV/M 
90.1 miles 


EDGAR t. BELL 


General Manager 


see pee 720 Fifth Ave 235 Montgomery St. 41 Marietta St, NW. 1446 Natl. Bank 
JACK DeLIER sae Judson 6-5536 = Yuko 2053, Jackson ites Woodward sg 


Sales Manager © 


Whitehall 4.6869 Dunkirk $6394” Miaka Bates. 


CITY belongs on VOUR MARKET LIST 
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Reach, influence and sell 


Canada’s leaders with 
The Financial Post 


Sell the men your salesmen are seldom, if ever, able 
to see. When you advertise in The Financial Post, 
you talk directly to Canada’s most influential ex- 
ecutives. 

When you advertise in The Financial Post, you 
register and emphasize the role of your company, 
product or service in the development of business 
and industry across the nation. You reach, influence 
and sell Canada’s biggest buyers. 


THE FINANCIAL POST Canada's foremost business newspaper 
481 University Avenue, Toronto 2, 1242 Peel Street, Montreal 2 


West Coast representative in the U.S.A. Duncan A. Scott & Co., San Francisco and Los Angeles 


Pees see ee ee sees ee eee 


Advertising Age, June 23, 1958 


Network Gross Time Charges 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


replacing Robert H. Deibler Asso- 
ciates, Los Angeles. 


TASTES LIKE BEER!” 


{ Jel THIS BEER REALLY 


He’s taste-testing a product he saw advertised on WGN-TV. And he’s sold! The 
program he saw was Sea Hunt, where he and 929,700* other viewers watch 


—and buy as a result—every week. (*March, 1958 ARB Rating) 


Viewer enthusiasm for top-rated shows is what you expect and get on WGN-TV. 


That’s why Top Drawer Advertisers use WGN-TV. 


Let our specialists fill you in on some exciting case histories, discuss your sales 


problems and advise you on current availabilities. 


Chicagoans watch Channel 9 


The station that puts GEE!” in your Chicago sales! WGN “TV 


NETWORK TELEVISION 
April April % Jan-April © Jan-April % 
1957 1958 Change 1957 1958 Change 
BBE smn $ 6,682,786 $ 8,739,456 +308 $ 26,422,703 $ 35,752460 +353 
CIB ees 19,385,098 20,716491 + 69 78,097,833 83,432,317 + 68 
NBC ........ 15,154,388 18,283,379 +206 63,241,934 72,287,402 +143 
Total .... $41,222,272 $47,739,326 +15.8 $167,762470 $191,472,179 +14.1 
1958 NETWORK TELEVISION TOTALS 
ABC cas NBC Total 
Jonvary $9,168,609 $22,094,015 $18,344,111 $49,606,735 
SED: <aeititaanadiileais 8,441,988 ‘19,410,741 16,785,315 44,638,044 
ene: 9,402,407 «21,211,070 ‘18,874,597 49,488,074" 
thine aiaiatibaanaass 8,739,456 20,716,491 18,283,379 47,739,326 
* Revised as of June 5, 1958 
‘Thompson & Clark Adds ‘News'| PR Job Seekers 
Thompson & Clark Co., Los An- 
geles and San Francisco, has been| Oversell, Undersell 
appointed ad representative on the 
West Coast for Automotive News,| Selves: Mawrence 


Cuicaco, June 17—The major- 
ity of people seeking jobs in the 
public relations field can’t write 
good resumes or ads to sell them- 
selves, according to Mel Maw- 
rence, director of “Job Marts.” 


Pr people either overinflate or 
underestimate themselves in pre- 
paring material to sell themselves 
to a prospective employer, Mr. 
Mawrence said. He attributed this 
paradox to the fact that pr peo- 
ple are in the habit of sublimat- 
ing their own egos and person- 
alities to build up the egos of 
their clients. 

“Job Mart,” a public service of 
the Publicity Club of Chicago, is 
a monthly listing of jobs and ap- 
plicants in the publicity field. Fol- 
lowing are other gleanings by Mr. 
Mawrence based on issues of “Job 
— from last November through 

ay. 


e The recession has not hit the 
pr field. Over the seven-month 
period, there were 118 jobs and 
163 applicants, a “normal” ratio. 


e The most. prevalent salary 
range for pr assistants was $7,500 
to $10,000. Pr directors demand 
from $10,000 up. A new section of 
“Job Mart” to be devoted to top- 
flight executive jobs—$15,000 to 
$40,000—is being organized. The 
publication previously featured 
jobs only up to $18,000. 


e Account executive jobs were 
generally advertised from $6,000 
to $12,000. 


e Seven out of every 10 appli- 
cants for pr jobs were men. 


e Employers are taking more 
time—from one to three months 
—in hiring candidates for jobs, 
particularly in top bracket posi- 
tions. # 


Sperry-Rand Sales, Net Dip 

Sperry-Rand Corp., New York, 
reported net sales for the 1958 
fiscal year, down $5,053,939 from 
1957. Net sales of products and 
services in 1958 totaled $869,707,- 
026, compared with $874,760,965 
reported in 1957. Net income be- 
fore taxes in 1958—$44,381,239— 
slid $40,981,113 from the 1957 total 
of $85,362,352. 


Huseman Elected President 

Frank C. Huseman, art director 
of Henry J. Kaufman & Associ- 
ates, Washington, has been elected 
president of the Art Directors’ 
Club of Metropolitan Washington. 
The club comprises 130 art direc- 
tors representing agencies, stu- 
dios, publications and government 
departments. 


Swatford Joins WCBS 

Thomas J. Swafford, formerly 
account executive at CBS Radio 
Spot Sales, has been appointed 
sales manager of WCBS, New 
York. Mr, Swafford replaces 
George E. (Buck) Hurst, who has 


moved to CBS Radio as a network 
account executive. 
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The New Yorker settinghelps make a difference in sales results 


“for many advertisers large ang small, i many fi 


Year more thar 
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2 pea ete ; } Betas, ol Pe Rca er rae OM, Re on a et a oe Be Cay ae Pe Wee i ae Shure eee Oo eel ber SRE? nog ley Rees RSE, e ; Saag a alle eee 
F Serr oe So ea) Dre pe Se ae hs ye Ua sy iy po : aor : rs - le une <e. SL tai a ia) Sete Coton « Pads Fie ee Fares e 
: GATES e ite Se ka ee es gust a gts \ cae a sae a uAaN ae i. ti 
Lo ei x = —_ ae ae ; P Beas pad ¥ i : eee 4 i ala _ aa 
' 
| 
| erie Get 
Cle. nee 
bn he. ee 
ree 3 res 
; S id Ps at NY) fh a he Renee ee : P pty 7300 hae : Pepa es sins eae ee 
es : 1 cobdee eres. a eee se es cae Piet, oe Rett Nas ct ta aa oe ee et be ‘ 
3 Br sot Oeics oi are Ste en eens Pag ae or te SE ce tee gee eae ae) oe 
INS ahaa” ioe a pth ‘ a : Pee a " ae fg pee are ey A: ea 
Bn = LA = mee mh ol py . - = ae es 2p E “ oY fies . org” ane 
A : ° f aoe Py is “ie oar a oar ri ee anja * 
: lek 5 eeete Sacreosn ye ame =e ¥ a, CL Galt ile ke eed ie 
-— . , ? 7 Ree - r ; ete eters etc ree one : ae ge ee 
; . : ms patel P ; 5 ao et Sexe? @ Ics BS # ‘ 
s : : mis aa j : Fa 
a e' F. As 4 : as ~ oF 5, Seon we A 
: ing > tt ge eat Ma ee : : is : i a Sag” ees 
ie 6 a ewes = : : ‘ at a ; i ) ap tee 
; : cae ie ss i er ae gt oe ’ Age = hoe Re Geek hr So Be RE ce 
‘ Pe Pot i: — a eee os, se ane eo) olin oe. Saeco 8 Br no cay te eae 
: aden ; ee RR ins Shad > te aeghae a Sram : VsBpee get aE ae, th at eae ated SP ee de CSO Delve te seater Re. ee ieee 
cen art ural FO OR nk ee eos ee TESST OO Re ERE + SIE oe ane mg Mele cmon hse en a ad 
‘ ¥ sap x 'S Ancoleaptects 2 Oe: eee car” whos Pag a ‘ oe “ 4, % x r eo 2 ¢ BS ae 
a ; , e wee hee: Lie +: Pat eee Le es ie a ewe eae Ze ae Cae 
. 3 3 ; nai : Dae Ott : Le pied Ss ah : BS, i 
eas were se ee a : 
; or ; eae : pe : 
2 - ‘a a s b Bei dees a 
ae ; x a | le foc oF 
; ji . : ae : : 
. * 4 eh i, u aad i 
is X a i with oe oy 
: “a x9 i — : ee OW F tee Bite 
Pope 5M Ny : oe ‘ fs TS omen capone bets aie pre oki, <a a 
> * eo. se 8 wg | ar rr Me, een cee pee Paes: SET age tee rane be erie : : ae * aaa 
tte 4 eb tacos ; é 4 we: é i eal Rae | 
A ee peal Betis Why Sie Ee ne of eR Se ea 4) - ise oe ea & ne eal naa tite ae oe te 
: ‘ : s . ia te are Shr Sirk ures 
A . 4 Since Ba rie nee Pr ie maar Pe 
EH Wee. ca = A eg : eee nen 
? inet Fu hed a, a a 
; Bremer Sey Con eer ai = oe 
Re eat OT aa voc <i Le eh, ey = ae nacre 
te Bes ne Noe NP queers Teas es 
: boats age 6 Sg aatetlare iene a eta ema Cale iat eh oer 
f : as ; et 
E Se . : tt ee Ca 
f vats 2 aig os 
f = @ ‘ rer3 ad é . * ates ge : Fee San 
¥ 3 P ? x ved aoe tag ‘3 
? pre 4 vy ee eee ieee ty rs Ne" 7 ee oe i ae : 
ee 1600 Advertisers used ne New Yorner as ; 
. : idel : if wiict : ae 
; be a aeart TSE 4 423 PES Peete MPI ict. : 2a 
wat WiGel ly Syvcrsinca PO cts. ae 
d ‘ p - ; ae 
: yore i ro - to Dice Be a Rei, 
: * nee <a oe See See ak ie 
ee ‘ ia i Meee Y SERRA S ig al i as | AR et a ee eae fee ee eae 
7 ia ee See ES ee Sa ee. 
: ; as ; eee na Pree 
%y ghee ae . ae caer so 
= a8 x, A f eS take 
: ¢ Fre se 
: F ‘ ; ‘ ee 
‘ . agate ; Pics tee eae nea e date ae PG) care deere yet re Ee ae Saige shes tats Lire ae ee 
: = q = sp a A a (heglnt Sapaes Racgeeabe a 2 Se i Le eet ie Whe 5 Fie nNg bree Pape ee ae Mee ety gee es irc ce ah ee 
2 ne e Mi | rant a ape oc . “Py eee. ee ee "Ea ale a ay OR el ee ey ea eco ss a rae ea rah tas 
Se y Sen wy bea rts watienhtil iduade-aeanaai : eZ saul, * ia sa) ed Tg STEP ge eee ry ba alloc Let he ee mg ne nie Ry ee Tite h oe 
Se ages iia hee Oat Sa aS ee ee Pe. 2p eng ci rs ORES Pan (eee . foe Me ee a pe Re eee ate pease ee Mat Swit) welt See gies eh 
: eae el Batis “PR ital ea es Rit sees oe ert : eK eet Pic eure a ed if sean see Pree 
oes eee : Per Se ae Mesa a meh Pere et yd be EA She Ce dhe: awe oT aes ey (Sine toad ins 
; = eS ae 2 : eee 0 Sen i 
2 4 baer ce ; 
: "g 5 hs 
e ms _ sane 3 . r is 
he | iia ‘ Be 
oe vata es aii nc i anil 
- “US SES Are ee ae ear te one Ce aire et Se : 
iia. eae sh 
; i Path * ate ere - 
: ‘ OTe , Sea eas ee ie, ii lik 
é ‘ 4 ; ‘ ey RO «allie : ae Say eae. ag eRe ae 
ees ie ee ets “ite eo ea, ee. Bie 
<< é f : pee ieee er een ee ne “ a - SNS a Rene ; oe Bes : id arson Seugtat oe cee 
: : te so rans Ge ice ea ates - ; 2 ae 
2 ‘ ; i, i. : A rue tare ai Mee i 3 * en at Bhat Ce eae 
* ; pongel ae ng Wise ‘ . ; : ed “ch | sida cea mae 
z ken os 2 tee ae os : 4 i hoe ic ae Cea teh 
: ue ee cee a Be Si y os. xia ce came oth ater Bo ri ts 7 oe iS eee Or ess Booch eh 
: te : : ' ari flees ee Sel Oe «geet ae Sa ae eure s- : , pene Te hy . fs 1 ate 3 Soe ae 
x E : See Sree SAR Shee eS Gb aftermath oan 4 Mar abe Sone Peer ka Re ts gk ee i se Cra c , os Ee ia 
: pay ee Se ie . ees See se et ah Deceetenes 8) leak a G2.) St ees a pi hae Here Se TE Reet ck 
ae week ea ee. oe gs Ree es Ceci: ; ee, rc er ee ne AL in ee Na er eal“ een < | inde eee ec Tk o ees 
aS ee Mate we - oa aed ’ ae Ts Tar Spee rg | SSS" it eat. Seger eee ihe he : re EL ci 2 ‘ ear ee : vs ae 00 Mii lilt eal 
Wg 4 ‘ | fe, ae R se ane res) Ma en ‘ae a ar ae pice fy ah es ae a o 
a cyetee ay : : ; ere 
, is ‘ * ae 
; EO a ce ce ‘ Selene 
; ye is ae er ie. 
< i tie ; 4 ° ae z 
i a #5 er i Amey - A AS ee ON 
Sy - © as ‘ ' + a Ces 3 - i, Aiea ca, eer i 
es See at Ay, Ie a ee alee iiay ie CS ee en BO Coe eee cece ee re eee 
. ee : ar, Ree See 5 Psi te, So al ee he . : Mime 5 CAE Riedy teas Bat eek atest st a, eateaeagpiageam Sr GN eae Soe 
Sti La a a ae: Dit 5 Neh co sige 3 ee : so eee Rao i le NR EEN Ae err, LOE a BOC So ma Sa 'e 
r io es Bi f : 
! oe 5 te 
pk - 
met = ‘ ‘ss 
' 4 i. 
ere pe 
| 4 Poet V ‘ PE hee : ‘ " oma e Cac Gare ohare ae 
‘ 2 ; aE, ‘ ¥ bd F ae hs, eal Ee Wea 
e r 4 ; Dig : pm Rites eee rates SAE ae % ae te aie Le: oe 
F We aes Rie te roses s 4 : 32 cea ee eS devil yeaa Rec ee ese Sa gil Ee is Glas ES a a Meeks (hoe 
as Zt ‘i i <a 2 A sapere os A pene pert eae re ek lente aay hog eee 
‘ Dlg ee P e : 2 ie 5 eae eg ae Str one Soe ae 
° : “> eaihs Yi 5 y + ey R ee ones ites = ere Toe Mae aes " 
k ay : # x $i no Peete pee =. 
i 3 Ate x ; Eb ai spe et ae ess rol, Ale 
‘ ap : (Sys Na ee ae: Saar Re ees 
: ae I, 0 Angeles, Filaxta, London fie Bees tes: “ie eam 
? tbe x i Pray: ’ x emer. es ie ort a ee 
ee ~ a het ere aaa, SD mk 4 5 eee sore 2 TM coal ta Eis Beal Sy Ae a ag ee ees é Rost 57, Se ae Pantin J * ‘ ae oF dee ops 6 hy 
views Sais So Serre ero Shomer ET ot ete eee <a eae : ee ace & ota Mabe fai eee 
alm na an i Se ced aS ee ae 5 Bs alee re Foidete®, = tera Sh AE OTHE Ss ea et IN in AO Mg: SE: cae Serr ? er, ee ee ae ae 
ee sheen ee fae oe Foe SOS Soy ay ae a Bisel oe: ater 
: ’ ea, Preis pega oe a ‘ : Ke Kees R ; : a8 . ig le a: tice Fst ECE er Cea 
‘ a = Watt baie ake ee et ea a te, oe tee Mat “ © eee arn ire “ - ; SRE Sgtal ere i cee, A a pe Tipit S slgcade Rr al att aes 
% ' : SOG TAM eS : ee Petters fee 2 aaa 
: : re ee é f aiese b Py ip ee 
. f et (Obata 5, . : arene ea Fie i te eer re ees, ee ea he dee Sia % Lae Nie est chee 
(er . sn ase Ras irk 2p 0 eg if EE ee eee, : tase een! aaa tn Se . SS OG Tee eR tae. 5 ee ai aig Beas 
har aie anes pane hs t Spe as ; Bie 2 i, BL Wee ate oe Ee ara ge i ea a pies es 8 : fee : a “ ate = Seite pees ik eR ses. AN 
abs “a 7 i Ne : ‘ i 7 Seer ork) . e Seret Fates Het ae Tones chica eee re a g seen ig Aca: ‘inn 
ce ee 
BOS it ere 
tig, o. 2 ee ie 
come 
oo ati 
Bas es By 
eri oe 
Mes ofits, Se oan, 
See teen: 
(ee oe eee 
oe ON et 
ae Be 
AD Me, Skt me 
oo Pe ae 
pone as Re kage 
nage ae 5 
z ee eR 
ee ee te eS 
ee athe ior fe) Me tae Sea Geta emer ae See Bos oot Seep i ee ef adlom AS ae meres : Eger Beene ar mas 
ey ce ae ee iis) ac Be ec Ok oat re eM ee tear oes." 9 Sie gee 3 i Rs est SN eee | a Fae ek eal tg arene ee Ren Ne i ateh Sah ty Se ha a eh ere ene” OG ae a ee ae egg eyes 3 ieee ares a pie Re 
re ese Poaceae oma Oe NR aera Shu Rie Sa eee Bete Ser i mee Sa pe a one logit aN ae eed eee eM n ei Wee ee EW Tee | eee ne Semen GemeRe sk se, i 
SS et Me ee ee Fees 2 | seen nen emu euae emeitm se t  (2 po es ee, ee Ce ea ru eee eet SN lg le er ies ee ne: Ro i -! < eae: ie RSG gOS ie ar 38 
aes : Reet a! Pe ieee a “ ge ee Decal Te aan ae: 4 agua oot. 25 Seine tte cre Ai ato Uae ee i ee er Si ie eee BB eae eee ee Loa ap Png aa a 4 
ier : oe rage WR hero 21 eae ey) ee i Ey sae eae ae uae ee By foe a or ee be Cain: ceetmegees Seiee Se SMe Migs a a = (En on aR ee a mL : op 


22 


Don’t miss the big parade 
in Honolulu World-famous Aloha Tower over- 


looks the Crossroads of the Pacific 


And we don’t mean the parade of sun wor- 
shippers on famed Waikiki Beach. Let’s head 
towards town and see what’s going on here: 


Since 1950, population has jumped over 25%... 
buying power has shot up nearly 50% ... and 
retail sales show a big 33.2% increase. 


How do these figures shape up with the rest of 
the U. S.? In per family buying income, Hono- 
lulu ranks ahead of New York City, Pittsburgh, 
Philadelphia, Boston, Dallas and Los Angeles! 
In total retail sales, Honolulu ranks ahead of 
Trenton, Des Moines, Spokane and Youngstown. 


fer sent of temilige reaches 


POST......... 5% 
LOOK. ere! 4 sae ose 2 


Manufacturers in this area include Swift 
meats, Simmons mattresses, American Can 
products and many others. Construction is at 
an all-time high: in the first eight months of 
1956, Honolulu building permits amounted to 
over $45 million! Plans for a $30 million oil 
refinery, a paper plant and a steel mill in the 
Islands point up the confidence of Mainland 
investors in the future growth of this area. 


If you want your share of Honolulu’s big boom, —- 
the Saturday Star-Bulletin and PARADE will give Parade 
it to you. Each Saturday and Sunday they call q 
on nine out of every ten homes in the city. 
Each Monday they begin to move goods off 
dealers’ shelves. If you have weak spots in the 
Islands, this strong selling team may help, 
materially. 


PARADE...The Weekend Magazine section 
of 59 fine newspapers covering some 
2900 markets...with more than 16 million 
readers every week. 


Sisnentall nationally by O’Mara é Ormsbee, ‘Ine. 
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The New York Gimes 


Raymond Service Moves to New Quarters 


"MOVE PRESAGES ECONOMIC UPTURN" 
SAY PUBLIC RELATIONS EXPERTS 
New Address - 36-40 37th Street, Long Island City 


NEW YORK, June 9 — 
Traffic on lower Fifth Avenue 
as far north as 59th Street, 
was diverted for six hours late 
yesterday as vans and armored 
cars transferred the equipment 
and files of Raymond Service, 
Inc. from its former headquar- 
ters at 160 Fifth Avenue (if 
the doorman knew you, you 
could also enter thru the 
freight entrance at 1 West 
21st) to its palatial new build- 

in Long Island City. 

fore ymond occupied 
the premises of 13,000 square 
feet they have just vacated, 
they were located at 80 East 
ll Street, where since the 
summer of 1921, Henry Bern, 
its president through the years,| cei 
sublet the ground floor tele- 
phone booth from which he 
was doing business and later 
furnished 30 square feet on the 

floor near both washrooms./| the 
In its new building the firm|men 
will oceupy 50,000 square feet, 
complete with built-in wash- 
rooms on all 3 floors. 


Bern Wires Clients 


Clients from coast to coast, 
also north and south, are re- 


coach; Bern's option on the 
Pony Express was taken up| 
by Fargo’s. Many of these 
clients have been on the books 
of Raymond Service since the 
firm was organized. 

“Indeed we have one client,” 
said Mr. Bern, when inter- 
“who has been on our 
books since the day we opened,| 
and who will remain on our 
books ‘till he pays his bill.” 

Henry Bern, who was a Ser- 
geant Major in World War I, 
attached to Military Intelli- 
gence, is a specialist in the 
mechanics of promotion and 
a. relations programs, in 

oie operation. emg ood 

and ~ ay - rr a 
Legion of Merit 
Award from leaders in many 
fields of endeavour. (List dn re- 
quest, can’t risk competitors 


a ee which has and is spon- 

—- a Sculpture through- 
out the ool systems of the 
country, thus contributing tre- 
mendously to the development 
of art 


lucation and appreci- 
ation among the youth 


of the 


Tn their new premises com- 

ising a completely air con- 

itioned building of 50,000 
square feet and many other 
improvements such as 18 foot 
electric overhead doors; hy- 
draulic loading platform; self 
service elevator, etc.—the firm 
is pledged to services that will 
even exceed those of the past 
for — they are justly fa- 


To. assure this Pledge, mer 
innovations will utiliz 
among them their , & - will 
be equipped with short wave 
radio, which will facilitate and 


it.) He has worked with 
the ‘0.8. and foreign govern 


ih Continued Service 

Bern, who has been active 
in many of the most important 
diversified and largest cam- 
paigns, has among other key 
undertakings been for the past 
3 decades Director of 


wer and truck 
pick ups and deliveries. 

A special feature will be the 
induction of Raymond Bern (a 
chip off the old Plock) as exec- 
utive vice president who will 

vor to take over many of 
his father’s duties in order to 
lighten the old man’s burden 


ceiving the news of the move 


Sculpture Com- 


give him more time to 
igalavant around the country. 


by teletype, courier and stage| National Soap 


—Not reprinted from the New York Times 


STRICTLY IMAGINARY—In the lower right corner of this mailing piece, 

reproduced nearly original size, is a line of type which says, “Not 

reprinted from the New York Times.” So why make it look as 

though it were—complete with an actual reprint of extraneous mate- 
rial from the New York Times on the reverse side? 


Four A’s Appoints 
Committee Chairmen 


NEw York, June 17—The Amer- 
ican Assn. of Advertising Agencies 
has appointed the following to head 
its six national committees for 
1958-59: 

Ernest A. Jones of MacManus, 
John & Adams, Bloomfield Hills, 
Mich., chairman of the committee 
for advertiser relations. Vice-chair- 
man is Edward A. Cashin of Bat- 
ten, Barton, Durstine & Osborn, 
New York. 

Chairman of agency administra- 
tion committee is Lawrence R. Nel- 
son, Campbell-Ewald Co., Detroit; 
vice-chairman is John A. Cairns of 
Anderson & Cairns, New York. 

Reappointed chairman of the 
committee for agency personnel is 
Raymond F. Sullivan of Sullivan, 
Stauffer, Colwell & Bayles, New 
York. Reappointed vice-chairman 
is Ray O. Mithun, Campbell-Mith- 
un, Minneapolis. 

Reappointed chairman of the 
committee for government, public 
and educator relations is Otto 
Kleppner, Kleppner Co, New 
York. Vice-chairman is A. E. Ave- 
yard, MacFarland, Aveyard & Co., 
Chicago. 

Reappointed chairman of the 
committee for improvement of ad- 
vertising content is Edwin Cox, 
Kenyon & Eckhardt, New York; 
Robert E. Allen of Fuller & Smith 
& Ross Inc., New York, was re- 
appointed vice-chairman. 

Chairman for media relations is 
Robert E. Lusk of Benton & 
Bowles, New York, with J. Ken- 
neth Laird, of Tatham-Laird, Chi- 
cago, appointed vice-chairman. + 


Campbell-Mithun Names Four 

Four new vps have been ap- 
pointed by §Campbell-Mithun. 
They are Robert D. Blegen, account 
supervisor, and Frank B. Stull, sen- 
ior account executive, both in 
Chicago; James E. Smith, account 
executive in Minneapolis, who is 
shifting to Chicago, and Ralph F. 
Wittgraf, senior account executive, 
Minneapolis. 


Meldrum & Fewsmith Names 3 

Meldrum & Fewsmith, Cleve- 
land, has elected three new vps: 
Niles A. Nilson, director of re- 
search, has been appointed vp-re- 
search; Bruce F. Stauderman, tv 
director, has been named vp, tele- 
vision-radio-film, and William F. 
Jordan, supervisor, has been ap- 
pointed vp and account supervisor 
for Republic Steel Corp.’s basic 
product divisions. 


Doner Appoints Rudden 

The Chicago office of W. B. Do- 
ner & Co. has appointed John 
Preston Rudden account supervi- 
sor for the Atlantic Brewing Co. 
account. Atlantic brews Tavern 
Pale beer. Mr. Rudden formerly 
was vp and account executive of 
Garfield Advertising Associates, 
Detroit. 


Weber Names Parks 

Largent Parks Jr. has been 
elected president and board chair- 
man of Weber Inc., Dallas, oper- 
ator of outdoor painted bulletins. 
The company said it is at present 
expanding its outdoor operations 
as well as entering other adver- 
tising media. 


Hearst Appoints Miller 

John R. Miller, vp and circula- 
tion director of Hearst Magazines, 
New York, has been appointed 
assistant general manager of the 
company, a new post, effective 
July 1. 


McIntyre Appoints Smith 

Melville H. Smith, formerly with 
A. C. Nielsen Co., has been named 
branch manager of the new Phil- 
adelphia office of O. E. McIntyre 
Inc., New York direct marketing 
company. 


Fraser Promotes Dolan 

Andrew F. Dolan, formerly of 
the advertising staff of Fraser Pa- 
per Ltd., New York, has been 
named advertising manager. He 
succeeds Mary Reinmuth, who has 
retired. 
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*Clem W. Kohlman 
Advertising Manager 


Industrial Chemicals Division 
American Cyanamid Company 


In planning an advertising campaign introducing a 
new product, Clem Kohlman wanted to use repeat 
ads whenever practical in order to hold down costs. 
McGraw-Hill’s Laboratory of Advertising Perform- 
ance told him this: 


When repeated, an ad is seen and read by at 
least an equal number of new readers or read- 
ers who do not recall seeing it before. This 
holds true regardless of frequency of insertion 
in either a weekly or monthly publication. 


Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a bet- 
ter understanding of how good advertising in good 
business magazines helps create more sales. 


Your advertising, concentrated in the McGraw- 
Hill magazines serving your major markets, is one 
of your most effective sales stimulants. 


McGraw-Hill Publications @ 


McGRAW-HILL PUBLISHING COMPANY, INC,, 


“How many times 


CLEM KOHLMAN* 
HAD TO KNOW 


Can an 


advertisement 


be repeated ?” 


— GENERAL EFFECT OF REPEATING AN ADVERTISEMENT — 


ten yr a 


Original First Second Third 
Insertion Repeat Repeat Repeat 


New readers or readers who do not [) Accumulated recollection of 
recall seeing previous insertion previous appearances 


From Laboratory of Advertising Performance Sheet 3040: 2,865 
subscribers and pass-along readers of both a weekly and monthly 
magazine were covered by McGraw-Hill Research field interviews. 
This was first done in 1947, and the original findings confirmed by 
additional analyses made in 1953, 1954 and 1955. In a series of 
thirteen surveys, readership information was gathered for all ads 
in each particular issue. In addition to showing that, on the aver- 
age, an ad attracts an equal number of new readers each time it is 
repeated, the study reveals that ads repeated at four-week, or 
longer, intervals in weekly business magazines, and four-or-five 
month intervals in monthly publications have approximately the 
same effect as the original insertion. For your copy of the several 


Laboratory Sheets covering repeat advertising, contact your 
McGraw-Hill office. 


. 
* 
< 
° . 
re bs 


330 WEST 42ND STREET, NEW YORK 36, N.Y, 
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Sether to ‘American Press’ 
J. Wendell Sether, formerly | 
publicity director of Newsweek, 
has been appointed assistant pub- 
lisher of The American Press. 


Daily Appoints Budd Co. 

| John Budd Co., New York, has 
| been appointed national advertis- 
ing representative for the Daily 
| Times, St. Cloud, Minn. 


EL PASO 
Leads 128 cities in advertising linage 
gains for April, 1958. (Media Records) 
—and both retail and total advertising 
for May, 1958, are highest in history. 
Business is Good Here—'‘EL PASO is 
on the GO.” 


The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 


Silverman Joins ‘Glamour’ 

Herbert Silverman, formerly 
with Harper’s Bazaar, has joined 
|the advertising sales staff of 
| Glamour, New York. 


Bayley Joins Rockmore Co. 
Sue Bayley, formerly with Bat- 
ten, Barton, Durstine & Osborn, has 


CAPITAL CITY 


The Fabuhus ‘Aho 


as a fashion stylist. 


|Meldan Names Small Agency 
| Meldan Furniture Co., Hyde 
|Park, Mass., has appointed the 
William J. Small Agency, Boston, 
to handle its advertising. 


CHANNEL J] 


Pittsburgh 


-»...1S ON THE MOVE 
to its new» TELEVISION CENTER 


Pittsburgh's finest and most complete studio and production facilities 


ER JUNE 30, 1958 
OUR NEW ADDRESS =. BE : 
341 Rising Main Stree 


PA. 
NORTHSIDE. PITTSBURGH 14, 


FAirfax 1-8700 


AFT 


| joined Rockmore Co., New York,|~ 


Advertising Age, June 23, 1958 


toy mae ae peng agit pent 
White Rock Gottiers Co. - 2151 E Skat St. Les Angetes (581 - Pr Ludiow 2.6121 


NO RETURN—This trade ad promotes 
White Rock Bottlers Co.’s poster 
campaign on “Bottle Fatigue.” 


White Rock's ‘Bottle 
Fatigue’ Ad Motif 
Pushes Throwaways 


Los ANGELES, June 17—In a 
strong effort to develop public ac- 
ceptance of no-deposit, no-return 
bottles, White Rock Bottlers Co. of 
Los Angeles last week began an 
intensive 13-week campaign in 
outdoor and radio, using a new and 
copyrighted theme, “Bottle Fa- 
tigue,” to point out the inconven- 
ience of returnable bottles. 

The emphasis on no-return bot- 
tles is largely economic. The cost 
of returnable bottles to the bottler 
is considerably more than the tra- 
ditional deposit of 2¢ on small bot- 
tles and 5¢ on large bottles. Yet, 
a return of less than 80% is not 
unusual. In addition, for years 
there have been many grumblings 
from food store operators about 
the bother and breakage involved 
in their handling of returnable 
bottles. 

No-deposit, no-return bottles are 
not new, but they have not received 
general acceptance. The two big- 
gest bottlers nationally use return- 
able bottles. 

White Rock’s objective in Los 
Angeles is to make people con- 
scious of the heavy load they carry 
back to stores for just a few cents 
refund. Visually, this idea will be 
projected via 400 outdoor boards 
during the next three months. Lo- 
cated adjacent to markets, the 
boards will show a perspiring gent 
returning his empties, with the 
headline, “Bottle Fatigue?” 


# A 13-week radio campaign calls 
for 75 spots per week on nine Los 
Angeles stations. These will be 
jingles in “White Rock ’n roll 
style.” Vocals will be accompanied 
by the sound effect of White Rock 
“musical bottles.” 

Burke Dowling Adams, Los An- 
geles, is the agency. # 


Toledo Sales Club Elects 
Gilbert C. Templeton, district 
manager of the Metropolitan Life 
Insurance Co., has been elected 
president of the Toledo Sales Ex- 
ecutives Club. Other new officers 
are Gordon W. Collier, Ohio Fuel 
Gas Co., Ist vp; Robert Shaul, Ohio 
Plate Glass Co., 2nd vp; C. C. 
Penske, Meilink Steel Safe Co., 
treasurer, and J. C. Imboden, 
Roach-Reid Co., secretary. 


Promenade Boosts Huebsch 
Promenade Magazine Inc., New 
York, has appointed Charles G. 
Huebsch secretary and treasurer 
of the corporation. He succeeds 
Carmen P. Weyant, who retires. 


CBS Radio Names Riggio 

CBS Radio, New York, has ap- 
pointed Louis J. Riggio, sales con- 
sultant for the network, to the 
new post of director of sales ad- 
ministration. 
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Advertisers are able to reach young mothers 
through TRUE CONFESSIONS because 85.1% 
of our adult readers are married and 5 out of 10 
families have children under 5 years of age. 


They are generous in their budgets for baby foods 
and other infant needs—allocate a greater share 
of their income than usual for this purpose. 


5 out of 10 buy baby cereals 

5 out of 10 buy strained fruits 

4 out of 10 buy strained vegetables 
9 out of 10 buy baby oil we 
9 out of 10 buy diapers 
9 out of 10 buy baby powder 


(a 
mS 


Our families have an average of 1.8 children— 
54.3% above the national average—most of 
them in the very young brackets. 


You can put your brand name firmly in their buying 
minds by advertising in TRUE CONFESSIONS. 


Sources: Starch Consumer Magazine Report, June, 1957 
Fawcett Women’s Group Infants’ & 
Children’s Foods and Products Survey, 1957 
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A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 


TRUE CONFESSIONS CHICAGO * DETROIT * HOLLYWOOD * LOS ANGELES * MIAMI * SAN FRANCISCO 
now on N.B.C. Radio, 


5S days a week 1 4 3 oO oO x oO O O CIRCULATION GUARANTEE 
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Fletcher, Mitchell Buy KCBC 
Jonathan M. Fletcher and James 


PONTIAC, MICHIGAN 


Cou 
pb — daily paper and * no other evening newspape 


IN SALES PER HOUSEHOLD 


Sales per household averages! 


PONTIAC Michigan U.S. PONTIAC 
Sales ...... $7,627 $4,319 $5,881 Apparel ....... 765 2 38 
ans 1,621 1,077 Home F 
Drug... 262 175 126 lome Furn. ... 620 237 211 
Gen’| Mdse. 1,222 481 421 Automotive ....1,329 1,009 767 
(Source: 1/1/58 SRDS market estimates) 
Brat sscond Tergter te siliigak Wess cariee Savataiaes inter tee, Caplend 


Larter I. Mitchell have bought KCBC, 
Des Moines radio station, from 
Majestic Broadcasting Co. Mr. 
o Fletcher is president of the Home 
Federal Savings & Loan Assn. of 
Des Moines and Mr. Mitchell is vp 
and general manager of KPIG, 
Cedar Rapids radio station. The 
ome two also own KLIN, Lincoln. 


Hoppe Names Chittick Co. 
Frank A. Hoppe Inc., Philadel- 
phia, maker of Hoppe’s No. 9 rifle 
cleaning compound and other 
firearms care products, has ap- 


pointed Walter S. Chittick Co., 


Philadelphia, to handle its adver- 


PONTIAC PRESS 


PONTIAC e MICHIGAN ~ 
& Scott, New York, Philadelphia, Chines 


Doyle & Hawley, San Francisco and Los Angeles 


tising. George H. Pierre, Philadel- 
phia, is the former agency of rec- 
ord. 


Hutzenlaub to McGavren-Quinn 

Roger Hutzenlaub, formerly 
with Young & Rubicam, has joined 
the sales and research department 
of McGavren-Quinn Corp., New 
York. 


It’s a Don Loughnane 
Noon, Too! 


Noon to 2... . Don talks to 
53% of all the men and women 
who listen to the top 4 Kansas 
City stations. This remarkable 
record may be attributed to 
Don's deep, resonant, easy-going 
air voice and the professional 
air approach which character- 
izes everything WHB does. 


Sure, WHB is consistently and 
dominantly first in total audience 
every hour of the day.* But you 
want to know about men and 
women? Great! 


Of all the men and women who 
listen to the top 4 Kansas City 
radio stations . . . 51.7% listen 
to first place WHB. (Nielsen, 
Nov.-Dec., audience composition 
analysis, 6 a.m.-6 p.m. average.) 
And every hour of the day more 
men and women listen to WHB 
than to any other station. 


Talk to a Blair man . .. or WHB 
General Manager George W. Arm- 
strong about WHB’s tremendous 96- 
county coverage plus fantastic audi- 
ence appeal. 


*Whether you're taiking about Metro Pulse, Nielson, 
Trendex or Hooper .. . Area Nielson or Pulse. 


WHB 


10,000 watts © 710 Ke. 
Kansas City, Missouri 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO, 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO, 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


Advertising Age, June 23, 1958 


Drug, Toiletry Ads 
Rose 14.1% in ‘57, 
‘Drug Trade’ Finds 


New York, June 17—Drug and 
toiletry manufacturers spent a to- 
tal of $475,411,000 in consumer 
media last year, a gain of 14.1% 
over the 1956 expenditure, accord- 
ing to the current issue of Drug 
Trade News. 

Expenditures in five of the sev- 
en major media studied by the 
business paper in its 1957 brand- 
by-brand analysis were ahead of 
1956, and in the two media where 
a drop was noted—newspaper sec- 
tions and network radio—the de- 
crease was smaller than 10%. 

The study breaks down expend- 
itures in consumer media with an 
alphabetical listing of brands under 
32 basic product categories. All 
brands promoted in two or more 
markets with expenditures of 
more than $15,000 are reported 
in the compilation. 

The total expenditure is ex- 
ceeded only by the food and gro- 
cery field, where some $1.11 bil- 
lion were spent for advertising. 

On the basis of figures supplied 
to Drug Trade News by the Station 
Representatives Assn., the more 
than $27,000,000 spent in spot ra- 
dio represented the highest per- 
centage gain (25.2%) of any me- 
dium. 


@ Magazines received $89,960,000, 
up 19.5%; newspapers $54,800,000 
(11.2%); network television $168,- 
880,000 (18.5%); spot tv $88,665,- 
000 (15.9%). The $18,980,000 spent 
in newspaper sections was a drop 
of 7.9%, and the $22,080,000 net- 
work radio estimate represented a 
9.7% drop. 

In addition to the above ex- 
penditures, Drug Trade News es- 
timates that an additional $5,000,- 
000 was spent in outdoor, car 
cards, movies and other forms of 
consumer advertising. + 


Reuben Donnelley Buys 
Harvey & Howe 

Reuben H. Donnelley Corp., Chi- 
cago, has purchased Harvey & 
Howe, Chicago, publisher of 
What’s New in Home Economics 
and home economics counselor. 
Curtiss E. Frank, Donnelley presi- 
dent, said Harvey & Howe will 
become a Donnelley affiliate. Wil- 
liam S. Harvey and Eleanor Howe, 
founders of Harvey & Howe, will 
continue as publisher and editor 
in chief, respectively, of What’s 
‘New in Home Economics. All the 
company’s personnel in Chicago 
and New York will be retained, 
Mr. Frank said. 

George Borrowman, of Donnel- 
ley, has been named assistant to 
Mr. Harvey. Edward B. Winter- 
steen, executive manager of Don- 
nelley’s business papers division, 
will be in general charge of the 
new publication, which becomes 
Donnelley’s 10th business publica- 
tion. 


FAAG Sets Convention; 
Accepts Cabell Eanes 

The Foulke Agency, Minneapo- 
lis, will host the 30th annual con- 
ference of the First Advertising 
Agency Group at the Hotel Leam- 
ington, Minneapolis, June 30 
through July 3. Jason Silton, exec 
vp of Silton Bros., Boston, is pro- 
gram chairman. 

FAAG has also accepted for 
membership Cabell Eanes Inc., 
Richmond, Va. 


Dickerman Gets Two 

Elgen Mfg. Corp., New York, and 
Commack Shopping Center, Com- 
mack, N. Y., have appointed Dick- 
erman Advertising Agency, New 
Hyde Park, to handle advertising 
and promotion. Elgen is a supplier 
to the metal working industry. 
Neither advertiser has a previous 
agency of record. 


——— 
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THE HOUSTON CHRONICLE... 


LARGEST CIRCULATION 
IN TEXAS 


DAILY 


CHRONICLE - 218,986 


POST —- 216,209 


SUNDAY 


CHRONICLE - 245,460 


POST—225,374 


aN 


ADVERTISERS SELLING THE HOUSTON MARKET DEPEND 


ON THE CHRONICLE FOR Ful / 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 


ee 


THE HOUSTON CHRONICLE 
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KBAB Appoints Simmons Sa a 
KBAB, San Diego, has appoint- | iy ¥ ; ‘ 
ed Simmons Associates, New York, 
as its eastern and midwestern 
8 sales representative. The radio 
station’s previous representative 
Chasiegion Bi n Baily Mail in those areas was Branham Co. 
KBAB will continue to be repre- 
Sunday sented in Los Angeles by James 
Gazerre-Mau. . : Gates and in San Francisco by 
CHARLESTON 30, W. va. . Ted Hall. 


CHARLESTON, West Virginia’s State and Industrial Displaycratt Bows 
Capital, is enjoying solid, substantial growth. " Displaycraft, new company 
There have been two recent testimonials to that headed by Milton Gottlieb, has 
fact. Standard Rate and Data Service accorded Charles- opened offices at 166 W. Middle 
ton a City Zone population of 166,700 beginning with its Turnpike, Manchester, Conn. The | 
June edition. company will make industrial ex-| 
ABC effective June 15, 1958, places the City Zone " Fen hibits such as sales displays, in- | 
population at 169,281. The 1950 figure was 149,610. ne teriors, animations, silk printing 
Charleston is of course only the backlog of the te productions and murals. 
Real Charleston Market. Write for a newly printed 


8-page folder that gives a wide variety of facts on y : * ’ 

Charleston—West Virginia’s No. 1 Market. is Séconoaey Two Join ‘Young New Yorkers 
Alan Halstead, formerly with | 

PUBLISHERS: NEWSPAPER AGENCY CORP. : ’ : , INC, Charm, and Ira S. Garey, former- 


ly with The California Girl, have 
joined the advertising staff of 
Young New Yorkers. 


engin, 
and portocrmanas a> advanced a8 
8 Americas ae See pathapsiesoe s+ 


~eheesd today, sctiing the pace for 
femorrow. .. By the ovekers of D-* 
uivecasing Mots: Fue 


STARTER—D-X Sunray Oil Co., Tul- 
sa, begins its first consumer maga- 
W d zine schedule with this two-color, 
eve ot owa half-page im Life, June 20. The ad 

ties in with D-X’s newspaper lay- 

outs. Potts-Woodbury, Kansas City, 


IN is the agency. 


Council Elects Coffin 
Dr. Thomas E. Coffin, director 


of research of National Broadcast- 
ing Co., has been elected presi- 
dent of the Radio & Television 


Research Council, New York, suc- 
ceeding George Blechta, vp of A. 


: - : . C. Nielsen Co. Mrs. Mary McKen- 
i! R "3 e “AC K AGE j na, director of research and sales 
eee development of WNEW, was 
ee -— ltt ifs. waite - 7 4 
ae £ ae 


elected vp of the council. 


a f Conahay Gets Glover Co. 

: ahs ee j H. Clay Glover Co., Hempstead, 
; ai ~ oe a N. Y., has appointed Robert Con- 
7 ahay Inc., New York, to handle 
40 OF AMERICA’S 200 dest farm counties advertising for its hair and scalp 


products and various animal me- 


oe : Aer are in Iowa! They’re the cream of American dicinal preparations in selected 
vumank : . . markets. Roberts & Reimers Inc. 
, agriculture — help give Iowa farmers an pebevisasl: tend ths eecmaet, 
A gs ee aie average income of $11,800 per year. Yet 
: “ahs ae ce 8 ; wid sell Canada Railway Names Rep 
; " OTE oe ae NON-agricultural income accounts for Canadian National Railways has 
<4 e ge ~ 74.5% of lowa’s total! appointed Universal Publications, 


Quebec, advertising sales repre- 
sentative for its monthly maga- 


WHO Radio reaches practically ALL of zines, Keeping Track and Au Fil 
sana q 5 og ‘ Du Rail. The rail»ray said the two 
pe lowa’s 826,100 rural AND urban families—is publications have « bilingual cir- 
: 7 | “heard regularly” by more lowa families than ee 
pete : eee the next four commercial stations combined! Simoniz Appoints Cluck 
* > Donald E. Cluck, formerly gen- 
eee BA pane i H eral sales manager, has been 
ae” Ce cee ie Unless you Save rahe or worked in Iowa, pcs am aca. alae A 
ee you can hardly imagine the impact that this Co., Chicago. During his 12-year 
: . . association with Simoniz, Mr. 
ERTIES < e Senes  eau unique radio operation has on our entire Cluck served also as a division and 
Oe ee regional manager in Cleveland and 
State. Let PGW tell you! New York, respectively. 


Ketchum Appoints Two 
Edwin W. Hall has been ap- 


pointed managing art director of 

Ketchum, MacLeod & Grove, Pitts- 

burgh. Mr. Hall joined the agency 

WHO Radio is part of Central Broadcasting Company, which also owns in 1956. At the same time, Arnold 

and operates WHO-TV, Des Moines; WOC-TV, Davenport M. Varga, who joined KM&G in 

for wa Affiliate 1953, was named creative art su- 

lo PLUS! pervisor. 
Des Moines . . . 50,000 Watts 

: Creamer-Trowbridge Elects VP 

Col. B. J. Palmer, President dn Peters, Griffin, Woodward, Inc., National Representatives J. Howard King, an account ex- 
P. A. Loyet, Resident Manager ecutive of Creamer-Trowbridge } 
Co., Providence, R. I., has been ' 
Robert H. Harter, Sales Manager cselend a0 oF nw aaa | 
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New York is a new building. New 
York is a new suburb. New York is 
5 million families growing, wanting, 
needing, buying. New York is The New 
York Times. New Yorkers live by it. 


It serves them with the most news. It 
sells them with the most advertising. 
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The median income of the Elks 
Magazine households is $6,636. 


THE 
52nd 


STARCH 
CONSUMER 
REPORT 
REVEALS 


94.2% own one or more automobiles. 
31.2% bought a new car in the 
last 12 month period. 


In the ownership of household 
appliances and expenditures for food, 
clothing, and services adding up 

to better living, the Starch Report 
demonstrates conclusively that 

Elks are a top market. 


- To sell this market of 1,204,000 Elks — 
advertise in The Elks Magazine. 


THE MAGAZINE 
New York Los Angeles 
Portland, Ore. Chicago Ee ene ae ae inne 
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*IN THE 75-COUNTY PIEDMONT NORTH CAROLINA AND VIRGINIA MARKET REACHED BY WSJS-TV 


CALL HEADLEY-REED FOR THE BIGGEST, RICHEST 
MARKET IN THE SOUTHEAST 


{ WINSTON-SALEM 
Or ee Pow 


APPILIATE 


Advertising Age, June 23, 1958 


Getting Personal 


Parents’ Magazine publisher George J. Hecht has been elected 
vp of the International Federation of Periocical Press, head- 
quartered in Paris, and will represent North American magazines 


QUICK PiC—Paul Dean of the New 


. York sales staff of the Chicago 


Tribune takes time out for a photo 
with his wife during their Carib- 
bean jaunt. They were grand prize 
winners at a ball of Advertising 
Women of New York, which in- 
cluded three days at the El Bar- 
ranquitas Hotel, Puerto Rico. 


at the federation’s next con- 
vention, scheduled for next 
spring in West Berlin... 

Harrison Davis of Fielder, 
Sorensen & Davis, San Fran- 
cisco transit advertising agen- 
cy, is recovering at his home 
from an operation for bur- 
ate... 

Michael H. Wren, promotion 
director of the Journal-Cour- 
ier and Evening Register, New 
Haven, is recipient of an 
award from the New Haven 
branch, American Cancer So- 
ciety, in recognition of his 
three years’ service as Cancer 
district campaign chairman .. . 

Two Rochester, N. Y., ad- 
men were honored at the an- 
nual awards banquet of the 
Rochester Junior Chamber of 
Commerce, which picks 12 
men each year for outstanding 
service to the Jaycee program. 
Honored were Tom O’Brien, 
copywriter with the Rochester 
Gas & Electric Corp., and Irv 
Baldwin, production manager 
of the Claude Lewis Advertis- 
ing Co... 

Richard S. Jackson, assistant 
publisher of the Evening Reg- 
ister, New Haven, has been 
elected a director of the Gay- 
lord Farm Assn., Wallingford, 
Conn., and chairman of the 
nursing council at New Ha- 
ven’s St. Raphael School of 
Nursing .. . Richard J, O’Bri- 
en, managing director of Ra- 
dio Station WCNX, Middle- 


town, Conn., has been named 
chairman of the public relations division, Middletown’s 1959 United 
Fund Campaign .. . Gerald E. McLaughlin, editor of the Reporter, 
Springfield, Vt., has been elected to his second term as president 
of the Connecticut River Watershed Council .. . 
Edward Adams, vp and secretary of Peck-Adams Inc., Hartford, 
Conn., agency, has been elected vp and subscription manager of the 
Hartford String Orchestra... 


Se 


GUYS AND DOLL—When the ladies of Stromberger, LaVene, McKenzie, 
Los Angeles, unanimously adopted the sack dress, despite remarks 
of the men, the men decided to register a protest. Hence, one recent 
day, SLM men, in this guise, set forth for lunch at the Los Angeles 
Press Club, there to be met by the women, this time wearing turn- 
of-the-century bathing suits. The contest was a draw? The men 
are back in 1958 attire, and so are the women. They’re wearing 
sack dresses. Pictured are: Bill McRae, Kaye Courtier, Hank Ham- 
ilton, Frank McKibben, Joe Franz, Duane Gordon, Walter Berk, 
and seated, Ted Stromberger, agency president. 


John R. Callahan, ad director of the Hartford Times, was honored 
at a testimonial dinner marking his 30th anniversary with the news- 
paper. Elliott J. Barnett, local ad manager, was emcee... 

Frederick C. Noyes, Noyes & Co., Providence agency, has been 
elected president of the Greater Providence Chamber of Com- 
merce... 

E. S. Nuspliger Jr., vp and group account manager, G. M. Basford 
Co., New York, has been named “Agency Man of the Year’ by the 
New Jersey chapter of National Industrial Advertisers Assn. It is an 
annual award given by the chapter to publishers’ advertising sales- 
men... 


During the first 4 months of 1958 


a 


retail advertisers gave 
The Washington Post and Times Herald 


a gain of 67,700 lines of 


| retail advertising compared with 


| the same period of 1957 
while the Star lost 450,000 lines 


and the News lost 105,624 lines— 


Media Records 


i) 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, 
Seattle; Joshua B. Powers, Ltd. —London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and 
Montreal, Canada; The Hal Winter Co., Florida Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel 
and Resort adv. rep.— West Roxbury, Massachusetts; Lou Robbins, New York; and New Jersey Hotel cind Resort adv. rep.-—1265 
Broadway, N.Y., N.Y.; Puck The Comic Weekly; A. R. Lerner—Paris, France; Robert S. Forley —Financial Representative in New 
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Mail Samples Hike 
Acceptance of New 
Product: Donnelley 


Cuicaco, June 17—Mailed sam- 
ples of a food product stimulated 
purchases by at least 35% more 
consumers than were moved by 
the introductory newspaper cam- 
paign alone, according to a test 
report by Reuben H. Donnelley 
Corp., Chicago. 

Donnelley mailed sample pack- 
ages of a new chocolate milk 
powder mix to 2,000 middle- and 
upper-income families in a mid- 
western city and subsequently 
questioned them as to their famil- 
iarity with the product and pur- 
chases of it. | 

These results were compared | 
with questionnaires sent to 2,000 
comparable addresses to which no) 
samples were sent. All 4,000 ad- 
dressees had been exposed to the 
same newspaper advertising. 

47.8% of the sample recipients 
and 46.6% of non-recipients re- 
sponded. 


= The results: 74% of the sample | 
recipients said that they had heard | 
of the product while 53.1% of the) 
non-recipients said they knew of | 
the product. | 

Of these affirmatively answering 
people, 13.9% of the sampled | 
group said they had bought the) 
product once and 19.8% said that | 
they bought it twice or more. In| 
the non-sampled group, 9.6% had | 
bought the product once and 15.8% | 
had bought it twice or more. 

“It was apparent from the study 
that public awareness of the prod- 
uct was boosted by the sample 
distribution,” according to A. M. 
Anderson, Donnelley exec vp. 

“Then the fact that about 34% 
of the sampled householders re- 
ported at least one purchase, 
against about 25% in the other 
group, indicated,” he added, “that 
the sample mailing also increased 
consumer purchase of the product 
to a substantial degree.” # 


Dallas Design Shop Opens | 

Robbins, Caver, Page & Assoei- 
ates, advertising design and illus- | 
tration agency, has opened offices | 
at 3114 Fairmount St., Dallas. The | 
owners, Martha Robbins, Joe S. 
Caver and Jerald O. Page, for- 
merly operated art studios in | 
Dallas. 


READERSHIP 


The Buffalo Courier-Express is the 

type of complete family newspaper 
which insures careful editorial 
readership by both men and 
women. And insured editorial read- 
ership, together with a clean, un- 
cluttered format, means insured 
advertising readership for your 
sales messages. 

ROP COLOR available both daily 
and Sunday 


Member: Metro Sunday Comics 
and Sunday Magazine Networks 


Buffalo Courier-Express 


Western New York’s Only Morning 
and Sunday Newspaper 


Representatives: 
Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 


RCA Victor Breaks Drive 
for ‘Jet Tested’ TV Sets 


and September. On the television 
ad schedule are the Bob Crosby 


Elected eastern vice-chairman 
was Wallace W. Elton, vp of J. 


RCA Victor will break its new show, “The Investigator,” “Price is| Walter Thompson Co., New York, 


campaign for “jet tested” portable| Right” and “Monitor,” all over) 


with John Mather Lupton, presi- 


tv sets with a color spread in the| NBC-TV. Kenyon & Eckhardt is|dent of the New York company 


July 12 Saturday Evening Post. 


The ads will show the receivers 
getting a good picture in a Boeing 
707 jet airliner at altitudes of 35,- 
000 feet and up to 180 miles from 
the transmitter. 

The test will be featured in full 
line ads on tv and in magazines. 
New b&w and color sets will be 
introduced in the Aug. 2 Post, and 
in Ebony, Extension, Farm Jour- 
nal, Life, Progressive Farmer and 


Sunset Magazine during August) 


the agency. 


4A‘s Elects Webb, Cominos, 
Other Regional Officers 

The American Assn. of Adver- 
tising Agencies has elected James 
D. Webb, board chairman of C. J. 
LaRoche & Co., New York, chair- 
man of its eastern region. James G. 
Cominos, vp and radio-tv director 
of Needham, Louis & Brorby Inc., 


Chicago, has been named chair-| 


man of the central region. 


bearing his name, elected eastern 
secretary-treasurer. Named central 


Wherry, president of Wherry, Ba- 
ker & Tilden, Chicago. Reelected 
;central secretary-chairman was 
Alexander H. Gunn III, vp of J. 
Walter Thompson Co., Chicego. 


U. of Texas Has ARF Section 
The journalism library of the 

University of Texas has set up a 

' special section on the Advertising 


region vice-chairman was Larry | 


Advertising Age, June 23, 1958 


Research Foundation. The section, 
marked by a plaque and separate 
shelf, starts out with 97 books on 
various aspects of advertising re- 
search. The ARF collection was 
presented to the library by Alpha 
Delta Sigma, professional adver- 
tising fraternity. 


Canadian Cottons to Desharats 

Canadian Cottons Ltd., one of 
Canada’s major primary cotton 
textile producers, has named Desh- 
arats Advertising Agency, Montre- 
al, to handle advertising for all 
its divisions. James Lovick & Co. 
Ltd., Montreal, is the previous 
agency. 
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THE GREATEST | 
SCHOOL BUILDING | 
MARKET IN 
HISTORY? 


Bogalusa High School, Bogalusa, La. 
Architects; Burk, Lebreton & Lamantia 
Photographer: Frank Lotz Miller 
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Over-all Ad Influence 
Measuring Still Is 
‘Inadequate’: Frankel 


New York, June 17—Lester R. 
Frankel, executive vp of Audits 
& Surveys Co., last week told the 
marketing workshop of the Amer- 
ican Marketing Assn. that measur- 
ing “over-all influence” of adver- 
tising is “virtually impossible.” 


Mr. Frankel said that despite ad-|. . 


vanced statistical techniques and 
electronic computers, current at- 
tempts to measure advertising’s 
influence are “inadequate” and 


“extremely difficult” because of 
the “complicated structure of the 
advertising mechanism.” 

This does not mean, he said, that 
market researchers should abandon 
the use of measurement aimed at 
determining the influence of ad- 
vertising. 


s “We are in a position where we 
can measure all of the influence 
of advertising part of the time... 
part of the influence all the time 
-but we cannot measure all of 
the influence of advertising ail of 
the time.” 

Mr. Frankel suggested that by 
“breaking advertising down into 
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component parts” and by measur-| William M. Regan, who has been| Ford Int’] Reorganizes 
ing each part “separately” re-| elected president. Richard Galla- Ford Motor Co. has reorganized 
searchers may discover an effective | van and Edward Lucke, exec vp its international division. The divi- 
means of determining advertising’s and vp of sales, respectively, will | sion’s general marketing office has 
influence on the consumer. + | continue in those positions. ‘been redesignated the sales office. 
R. N. Conn, formerly general mar- 
National Electrotype Co. Sold | Hickerson Adds Six Accounts |keting office manager, has been 
National Electrotype Co., New) J. M. Hickerson Inc., New York named general sales manager, and 
York, jointly owned by Mrs. | and Des Moines, has added six new | Nelson F. Bowe, formerly sales 
Katharine Heins, board chairman, | accounts, all in Des Moines. They | manager, has been named his exec- 
and James K. Zolotas, president,| are Sanders Motor Co., automobile | ytive assistant. R. P. Foley was 
has been sold to Thomas F. O’Neil, | dealer; Seven-Up Iowa Co., soft|appointed sales promotion and 
president of RKO Teleradio Pic-| drink bottler; American Republic! planning manager and will be re- 
tures Inc., and a vp of General) Insurance Co., hospital and health sponsible for advertising, sales 
Tire & Rubber Co. Associated with | insurance; T. C. Henderson & Co., promotion and sales planning. 
Mr. O’Neil in the new ownership| investment securities; Iowa Guar- | 
are William J. Mahon, who has|antee Inc., finance company, and Russell Named A.M. 


been elected board chairman, and| Skelly Oil Co., oil distributor. | Jay M. Russell, formerly adver- 


For ten straight years school construction has scored 
a new all-time high. This notable uptrend is expected 
to continue in 1958. There has never been a better 
time to sell architects and engineers who plan over 
99% of the nation’s schools. And never before has 


@ magazine been so well prepared to help you as 
Architectural Record. 


Contracts for school construction in April totaled 
$235,000,000, up 4% over April 1957. 


This gain brought 1958’s four-month school volume 
to $940,000,000—less than one per cent off last year’s 
record-setting pace. 


Clearly, there is no recession in school construction, 
and F. W. Dodge Corporation has estimated further 
gains in 1958. 


The same pressures that have boosted school con- 
struction throughout the postwar period—to an all- 
time high of $2.94 billion in 1957—are still operat- 
ing strongly: 

e Accumulated classroom shortages are variously 
estimated at from two to four years’ construction 
at the current rate. 

¢ Soaring enrollments in elementary and secondary 
schools require a 20% plant expansion by 1965. 

¢ College facilities, already under pressure, must be 
almost doubled by 1970 to accommodate a steadily 
increasing flow of applicants. 

e Existing schools are being rendered obsolete in 
large numbers by changing educational programs 
and methods, better designed buildings and new 
building products. 


Here are six good reasons why Architectural Record is 
in a unique position to help you take full advantage of 
your sales opportunities in 1958's great architect and 
engineer planned school building market: 


1. Editorial leadership. In the past five years Archi- 
tectural Record has published 40% more pages on 
school design than any other magazine. (By a margin 
of better than 2 to 1 architects and engineers have 


= — - i eet eh aac Por 7z 
Sit Hae ee TG RR HSA F 


named Architectural Record the magazine supplying 
them with ‘“‘the most helpful information on school 
design’’.*) 

2. Preferred readership. Architects and engineers 
have voted Architectural Record their preferred 
magazine in 113 out of 124 studies SPONSORED BY 
BUILDING PRODUCT MANUFACTURERS 
AND ADVERTISING AGENCIES. 


3. Largest architect—and engineer—circulation. 


4. Top market coverage. 88% of the total dollar 
volume of all architect-planned building—including 
94% of all school construction is verifiably in the hands 
of Architectural Record’s own architect and engineer 
subscribers. 


5. Lowest cost per page per 1,000 architects and 
engineers. 


6. Advertising leadership—by a margin of 77% more 
advertising pages than the second architectural 
magazine (5 months 1958). 


Ask for full information on Architectural Record and 
all the markets it serves in time to take advantage of 
our August issue featuring a major study of 
SCHOOL DESIGN! *Advertising agency study available on request. 


sf] 


ARCHITECTURAL 
R E CO ik 119 West 40th Street 


New York 18, New York 
Oxford 5-3000 
NOTE: A well-rounded sales program for most products in the 
new school market must fl de the school administrator, focal 
feed for the formulation of educational programs and school 
uilding needs. 

Arehiieste and engineers specify; school administrators approve 
a uy 

A combination of Architectural Record and The Nation's Schools 
will give you top coverage of architects, engineers and school 
administrators at the lowest cost. Ask for details. 


tising and sales promotion man- 
ager of Grand Union Co., East 
Paterson, N. J., food chain, has 
been appointed advertising man- 
ager of Chock Full O’ Nuts, New 
York restaurant chain. Mr. Rus- 
sell’s appointment will allow Sam 
Ostrove, vp, to devote his attention 
to other executive responsibilities 
within the company. 


Would You Use This? 
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If you needed 7’, 
real coverage. 


It’s the same with markets. 


San Bernardino (California, of 
course) is a rich, growing, inde- 
pendent market, more than 60 
miles from Los Angeles. It is the 
largest market in California’s 4th, 
the Pacific Coast’s 6th, and the 
Nation’s 29th largest Metropoli- 
tan Area. And the San Bernardino 
Sun-Telegram is the only daily 
and Sunday newspaper in this out- 
standing market. Only .0066% 
of the total circulation of the Los 
Angeles metropolitan newspapers 
reach this profitable market. 

If you don’t want skeleton cover- 
age, call Cresmer & Woodward and 
get the details on this amazing 
market and our full coverage. 


t>/SAN BERNARDINO 
SUN and TELEGRAM 


San Bernardino, California 
ay teerwanph nationally 


yy Cresmer & Woodward, Inc. 
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The American Weekly’s ad linage increase 
for the first half of 1958 is more than twice 
the combined gain of its two closest competitors! 


Magazines, like horses, fall into three 
groups. Some are for show. Some are for 


work. Some, like the Percheron, are for 
both. 


The American Weekly is the Percheron of 
any media stable! 


It has the audience size to blanket key 
markets. It has the editorial pull to hold 
reader attention. It has the merchandising 
muscles to dig out every potential sale 
that’s in your advertising campaign. 


Merchandising, to The American Weekly, 
is a partnership which begins where adver- 
tising ends. And individualized merchan- 
dising is an American Weekly specialty. 


No two American Weekly merchandising 


campaigns have ever been alike. Every plan 
is tailor-made for the individual advertiser 
—and carried into the trade by the finest 
merchandising staff in its field. 


Effective merchandising is the result of a 
solid partnership between publication and 
advertiser. It can make the most powerful 
advertising still more productive. It’s 
another reason why The American Weekly’s 
ad linage is up 11.1%...in a tight market! 


We'd like to sit down with you and estab- 
lish such a merchandising partnership. 
We'd like to demonstrate the undeniable 
advantages of harnessing the Percheron. 
We’d like to do it soon. 


How about it? 


| GAIN IN AD LINAGE JAN.-JUNE, 1958 COMPARED TO SAME PERIOD, 1957 | 


THE AMERICAN WEEKLY BRxCR Xi eS Se 6) 
+2,435 (+0.5%) 


+15,477 (+4.1%) 


g Source: Based on Media Records, Inc. reports, except for June, 1958, which is from Publishers’ Estimates. | 


All Sunday magazines are up for the first half of '58...and The American Weekly's 
linage increase is more than twice the combined gain of its two closest competitors! 


The Kir RICAN WEEKLY 


THE AMERICAN WEEKLY * 63 VESEY STREET, NEW YORK 7, N. Y. 
Atlanta ¢.Boston ¢ Chicago « Cleveland * Detroit « Los Angeles * San Francisco 
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A Bigger Spender than 54 Standard Metropolitan Areas Is 
Gary, Fastest Growing Metropolis 
Within 750 Miles of Chicago 


Gary, Indiana and Wichita, Kansas are the two fastest 
growing northern cities in the nation according to a recent 
Metropolitan Life Insurance Co, study of all cities over 100,- 
000 having recent reliable data. 

Per family effective buying income in Gary is more than 
$1,000 higher than in any er fast growing big city in the 
nation . . . which explains why city zone Gary spends more 
than 54 Standard Metropolitan areas. 

About the only minus in Gary is the dwindling circulation 
of Chicago newspapers. Perhaps the time is here, now, when 
you, too, need mass media advertising in Gary. 


THE GARY POST-TRIBUNE 


Offers Full Color Daily and Sunday REMINDERS—Miss Summer Showboat, Miss Keep Cool with Del Monte 
and Miss Homemakers Holiday remind retailers of California Pack- 
ing Corp.’s three summer promotions for its Del Monte products. 


one of these readers has the opportunity to see every advertisement 
in the newspaper. Only a few of these people can be reached by any 
radio, television or magazine message. 


Unlike television and radio, newspaper advertising is always ready 
and waiting to suit the time, place and convenience of the consumer. 
The newspaper is always selling—and always selling to more people 
than any other medium. 


THE DAILY NEWSPAPER. . . because 88% of America’s 
families get a newspaper every day. That’s national coverage! 
Over 100 million people read a newspaper on an average day. Every 


If you want to sell more products to more people, use the daily news- 
paper—the one true national advertising medium! 


Sponsored by: AMERICAN ASSOCIATION OF NEWSPAPER REPRESENTATIVES +» BUREAU OF ADVERTISING, ANPA 
NEWSPAPER ADVERTISING EXECUTIVES ASSOCIATION 


Research Curbs Are 
Needed by Creative 
Admen, Kay Asserts 


OAKLAND, CAL., June 17—Crea- 
| tive people who complain that re- 
‘search inhibits their creative urges 
| ought to understand that they need 
|occasional inhibiting, and research 
'is well qualified to do it, a re- 
searcher told the Oakland Adver- 
‘tising Club here last week. 
| Dr. Herbert Kay, research con- 
sultant to Walter Landor & As- 
sociates, San Francisco industrial 
design organization, said that ad- 
equate research on the subliminal 
advertising idea for example, 
|would have quickly revealed the 
|'weaknesses of the _ subliminal 
\technique and obviated protracted 
|pondering and speculation over it. 
“Research,” Dr. Kay asserted, 
“is the most trustworthy method 
available for determining what the 
_theme of the advertising message 
'should be and how effectively the 
|message itself has been communi- 
|cated. In that sense,” he said, “re- 
|search should inhibit. . .” 


|= “But,” he continued, “I’m in 

| complete sympathy with the crea- 
tive person who resents being 
hamstrung by research recommen- 
dations which are too specific and 
too creative.” # 


Henry Corp. Appoints Edwards 
Joe W. Edwards, formerly with 
Animations Corp., Hollywood, 
Cal., has been appointed branch 
j/manager of the new Chicago of- 
‘fice of the Edgar M. Henry Corp., 
|New York contest judging com- 
pany. Mr. Edwards will also rep- 
resent the Henry Corp. in Mil- 
waukee and St. Louis, with offices 
in Chicago at 221 N. LaSalle St. 


Narup Opens New Agency 

William J. Narup, formerly mar- 
keting vp of Marvin E. Tench 
Advertising, Oak Park, IIl., has 
/opened his own agency, William 
J. Narup & Co., at 400 W. Madison 
St., Chicago. The agency will serv- 
ice both consumer and industrial 
accounts and plans to concentrate 
on clients with marketing and dis- 
tribution problems. 
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Cling Peach Drive 
Ties In with Pet 
Milk, Quaker Oats 


San FRANcisco, June 17—Plans 
for the biggest cling peach and 
fruit cocktail advertising and pro- 
motion program in its history have 
been formulated for 1958-59 by the 
advertising committee of the Cling 
Peach Advisory Board. 

According to H. H. Benidt, gen- 
eral manager for the board, the 
program, which was adopted fol- 
lowing study by a special re-evalu- 
ation committee, will involve ex- 
penditures in excess of $1,500,000. 

The kick-off promotion, “Har- 
vest Moon supper,” will break in 
October and will be sponsored 
jointly by the Cling Peach Ad- 
visory Board, Pet Milk Co. and the 
Quaker Oats Co. 

Stanley Plumb, advertising and 
merchandising manager, said the 
three organizations will spend 
about $500,000 in advertising sup- 
port for this one event alone. 


® Page color ads will appear in 
American Weekly, Better Homes & 
Gardens, Family Circle, Family 
Weekly, Ladies’ Home Journal, 
Life, Look, McCall’s, Modern Ro- 
mance, Parade, This Week Maga- 
zine, True Confessions, True Story, 
Western Family and Woman’s Day. 

Tv commercials are scheduled 
for the “Red Skelton Show,” “Edge 
of Night,” “Love of Life,” “The 
Verdict Is Yours” and “Secret 
Storm” programs, and on a 100- 
station radio network. 

Extensive point of sale and dis- 
play materials will be placed in 
retail channels. by the three co- 
sponsors. 

In addition, the committee has 
decided on a more flexible pro- 
gram designed to “achieve a great- 
er number of tie-ins and more ad- 
vertising messages,” and has asked 
its agency, Batten, Barton, Dur- 
stine & Osborn, to attempt to ar- 
range five or six additional tie-ins 
of a nature similar to “Harvest 
Moon supper” for cling peaches 
and four or five tie-ins for fruit 
cocktail. + 


Bernarducci Named Head 
of New International Group 
Frank Bernarducci, National Ex- 
port Advertising Service, New 
York, has been elected president 
of the new International Media 
Buyers Assn. Also elected were Pat 
Petrino, Robert Otto & Co., vp; 
Karin Hirot, Foreign Advertising 
& Service Bureau, secretary; An- 
nette Young, Fuller & Smith & 
Ross, treasurer, and Henry Gor- 
dillo, Joshua B. Powers Inc., hon- 
orary chairman. The association 
will hold its next meeting in Sep- 
tember. 


Live Better Electrically 
Merchandising Book Published 

Live Better Electrically, 239 
Great Neck Road, Great Neck, 
N. Y., has issued a 24-page “Retail 
Promotion Handbook,” giving de- 
tails of successful local promotions 
by dealers, electrical leagues, dis- 
tributors and department stores. 

In addition, the brochure pre- 
sents a checklist of 12 retail pro- 
motion ideas and a 13-point plan 
for Live Better Electrically com- 
munity-wide programs. The book- 
let is 10¢ a copy. 


Meldrum & Fewsmith Boosts 2 
Raymond J. Nason has been 
named vp of production, and Dud- 
ley R. Martin has been named vp 
of art of Meldrum & Fewsmith, 
Cleveland. Both are M&F veterans. 


Teentform to Leber & Katz 

Teenform Foundations Inc., 
New York, has moved its adver- 
tising account from Ritter, San- 
ford & Price to Leber & Katz, 
New York. 


Find out what’s going on in the 


Marketplace 


End the wondering and get current on-the-spot 


market information about your product. Put your 
questions to: Western Union Survey Service and get 
the answers fast .. . in one or many markets. 


Experienced interviewers in 1671 offices coast-to- 
coast will gather the information on anything you 
want to know about advertising effectiveness, shelf 
facings, use of promotional material—anything to 
help you do a better marketing job. You get the 
facts fresh as tomorrow’s news headlines for your 
evaluation and analysis. 


Simply provide Western Union with your questions, 
sample to be surveyed, where and when. Our inter- 
viewers take it from there at surprisingly low cost. 


Get full information without cost or obligation—fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New York 


SURVEY 
SERVICE 


Put trained personnel in 1671 Western Union offices to work for you! 
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Quality of mind makes all the difference. 
It is the mark of men on the move. 


It obliges FORTUNE’s editors to write to their 
readers’ capacity to comprehend serious and often 
complex business problems. 


It assures FORTUNE’s advertisers that their messages 
will be read by management men with the ability 
to understand, and the authority to act. 


Why else would three out of four FORTUNE advertisers 
coupon their ads or request some specific reader 
response? These advertisers know that... 


aes ayh Beet i ts 


FORTUNE ‘gets results. 
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CAPPER’S FARMER, That's Who! 


In 1957, unchallenged as the authority on power 
farming, it was only natural that the 1,500,000 high- 
income farmers in Mid-America looked to Capper’s 
Farmer for guidance in making their purchases. 


Ask any of our sales representatives to show you a copy of 
our current subscriber report, “1957 Management Decisions.” 


capPper’s FARMER 


The Family Magazine For TODAY’S FARMING 
A Stauffer-Capper Publication 

Published by America’s Leading Agricultural Press, who also 

edits and publishes Kansas Farmer — Missouri Ruralist — Michi- 

gan Farmer— Ohio Farmer — Pennsylvania Farmer. 


1,000 


Henrikson 


: 


Phelps Kahl 


HEAD MAN—Carl H. Henrikson, vp and general manager of Crossley 

S-D Surveys Inc., is congratulated after his election as president 

of the New York chapter of the American Marketing Assn. by D. 

Maynard Phelps, national president of the AMA, and Robert E. 
Kahl of the Borden Co., outgoing president. 
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people are spending bigger in Columbus 


Retail Sales in this great, new metropolitan center average $4,522 
per household. 


644,882 


and still growing 


If your sales don't measure up where the potential is so great, 
Columbus, Ohio, has experienced Col 


umbus Dispatch coverage can bring extra volume. Read in 


astonishing growth. In re Say hd more than 4 out of 5 Columbus homes daily . . . more than 9 out 
years alone . . . population gaine of 10 Sunday. 

° j i d 
30.1% . . . sumber of a, seme Test new products in the Columbus market where people ore 
. npaaiel aia spending. Bite deeper in this ‘dollar-ful'’ market with The Dispatch. 


jumped 45.9%. 


Size, growth, prosperity . - - 
DISPATCH market studies make Co- 
lumbus a_ preferred Test Market. 
Many famous brand names were in- 
troduced first in Columbus. Write 
today for our Test Market Booklet. 


and 


Che Columbus Dispatch 


OHIO’S GREATEST HOME NEWSPAPER 
Represented By: O'MARA & ORMSBEE, INC. 
New York Chicago Detroit San Francisco Los Angeles 


‘Golden Wedding, 


| Melrose Set Drive 


NEw YorK, June 17—The Mel- 
rose division of Schenley Distillers 
Co. is launching a new campaign 
for Melrose Rare and Golden Wed- 
| ding blended whiskies and Melrose 
| gin in 63 newspapers in ten eastern 
states and the District of Columbia. 

Melrose name brands are han- 
dled by Peck Advertising Agency, 
and Golden Wedding is serviced 
by McCann-Erickson. 

William Sederbaum, president of 
the Melrose division, in announc- 
ing the new campaign, said that the 
advertising budget of Melrose 
brands has been increased 79% 
over 1957. 

Mr. Sederbaum reported that the 
special $4.99 quart price promotion 
launched two months ago for 
Golden Wedding has more than 
tripled sales of the brand. + 


Johnson & Lewis Names 3 

Johnson & Lewis Advertising, 
San Francisco, has added three 
new art directors to its staff. They 
are Edward J. Hamilton, from 
Compton Advertising, New York; 
George S. Kossman, from Mac- 
Manus, John & Adams, Detroit, 
jand Robert E. Watkins, from the 
Charles E. Cooper Studio, New 
York. Mr. Hamilton and Mr. Wat- 
kins have been assigned to the 
Bank of America service group 
and Mr. Kossman to the American 
President Lines group. 


Typographers to Advertise 

New York members of the Ad- 
vertising Typographers Assn. of 
America are preparing a _ joint 
advertising program on the impor- 
tance of effective typography in 
successful advertising. Business 
papers and direct mail will be used. 
Martin K. Speckter Associates is 
the agency. 


Hooker Adopis New Name 

Hooker Chemical Corp., Niagara 
Falls, N.Y., is the new name adopt- 
ed by Hooker Electrochemical Co. 
Shea Chemical Corp. has been con- 
solidated into Hooker, and Vincent 
H. Shea, formerly president of 
Shea, has been elected a director 
of Hooker Chemical Corp. 
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Femmes Like ‘em 
‘Moderate,’ Brewers’ 


Survey Indicates 


New York, June 17—Ameri- 
can women prefer moderate men. 

That’s the finding of a word 
study, designed by Dr. James E. 
McClellan, professor of educational 
foundations at teachers college, Co- 
lumbia University, and partici- 
pated in by 1,600 men and women 
in different parts of the country 
in a survey financed by the U.S. 
Brewers Founfation. 

Groups participating included 
women’s clubs, men’s _ service 
clubs and members of church, 
professional and labor groups. 
The study was conducted with 


a checklist of 300 adjectives as a 
part of the program during busi-|/ 


ness and social meetings. 

The definition applied to the 
current concept of “moderation” 
was shown at several points of 
the study, the report says. Ad- 
jectives checked to describe both 
the “moderate” and “admired” 
man included such words as hon- 
est, friendly, sincere, dependable, 
intelligent, agreeable and good- 
natured. 


@ The man most often described 
as “moderate,” the report says, is 
college-educated, a professional 
worker and about 43 years old. 
Mrs. Moderate is about 43, col- 
lege-educated and a housewife. 

Moreover, 62% of the men 
queried and 45% of the women 
think men are more “moderate” 
than women. 

Analysis of the words used to 
describe “moderate” and “ad- 
mired” individuals still continues. 
The ultimate objective is to find 
out the meaning and value of 
moderation to different kinds of 
people. 


eer ee 


41 


Don Heaton Associates Bows | relations business, Don Heaton As-| Tennyson Named Agency VP | Tom Carroll Named VP 

James J. Tennyson, a copy group; Thomas Carroll, account execu- 
head at Sullivan, Stauffer, Col-|tive at Radio-TV Representatives, 
well & Bayles, New York, has been|New York, since 1953, has been 


elected a vp of the agency. appointed vp of the company. 


Don Heaton, director of public|sociates, which will have head- 
relations of Vapor Heating Corp.,| quarters in Chicago. It will serve 
Chicago, for the past 10 years, has| medium-size manufacturing com- 
resigned to start his own public| panies and associations. 


Interest in the subject on the 
part of the Brewers Foundation | 
was explained by Edward V. La- 
hey, president, as being due to| 
the fact that “the brewing indus-| 
try has traditionally stood for 
moderation as a way of life.” 

Whether any advertising use of 
the survey will be made by the 
foundation has not been decided, 
it was said. + 


Hill Voted President 


Robert G. Hill, Columbia-Gen- |= 


eva steel division of U.S. Steel 
Corp., has been elected president 
of the San Francisco Advertising 
Club for the 1958-1959 season. 
Other officers are J. G. Motheral, 
Batten, Barton, Durstine & Osborn, 
vp; Patricia Russell, Aames Bureau 
of Employment, secretary, and 
Harry F. Borden, Borden Printing 
Co., treasurer. Miss Florence 
Gardner is executive director, and 
Edwin Frediani, attorney, is coun- 
sel and director. 


Frozen Food Prices Down 
Frozen food prices are running 
contrary to the inflationary trend, 
Quick Frozen Foods, New York, 
reports. A study by the magazine 
reports retail costs of food, exclu- 
sive of frozen foods, have risen 
15% since March, 1953, while av- 
erage prices of frozen foods have 
declined 18% during the same pe- 
riod. The study is based on U. S. 
Bureau of Labor Statistics data. 


NBC Names Bernstein 

Lester Bernstein has resigned as 
associate editor of Time, New York, 
to become director of information 


of National Broadcasting Co., New| | 


York, effective July 14. Mr. Bern- 
stein replaces Michael Horton, who 
resigned to handle public relations 
for CBS News. 


Charles Brocker to Katz 
Charles A. Brocker, formerly 

associate media director of Len- 

nen & Newell, has joined Joseph 


Katz Co., New York, as director of | = 


media. 


> SAN DIEGO: A BIGGER MARKET 


With 1957 sales of lumber, building materials and hardware totaling $60,691,000.00 
the San Diego market ranks 26th among the nation’s 280 Metropolitan County Areas... bigger than — 


PHOENIX, ARIZONA . $57,199,000 PORTLAND, OREGON $56,341,000 
SEATTLE, WASHINGTON $57,044,000 COLUMBUS, OHIO . $52,555,000 


To sell San Diego . . . to capture this alive and thriving market . . . advertise in The San Diego Union and Evening Tribune. 
Combination daily circulation: 202,242! 84.4% readership — unduplicated. 


SALES ESTIMATE: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION FIGURE: 6 MONTHS ENDING MARCH 31, 1958, AS SUBMITTED TO ABC. 


The San Diego Union - AVENING TRIBUNE 
aes “The Ring G of Truth’ =m 


es 15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 

oF Los Angeles... served by the COPLEY Washington Bureau and the COPLEY News Service 

_ REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 
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Information for Advertisers 


Newsweek has four market data 
studies available free to advertis- 
ers and agencies. “How Liquor 
Advertisers Spent Their Magazine 
Advertising Dollars in 1957” is an 
analysis of ad spending and space 
by Clark Gavin Associates. Tables 
include advertising pages and rev- 
enue for distilled spirits, wines and 
beers as listed in all PIB maga- 
zines. “The Market for Imported 
Distilled Spirits” is an analysis of 
total imports and apparent con- 
sumption of imported distilled 
spirits in the U.S. 

“A Study of the Truck Tire 
Market in the U.S.” presents 
characteristics of magazine read- 
ers in this market. The Newsweek 
“Survey of Capital Appropriations, 
Report No. 1,” conducted by the 


We've got “Southern 
Smorgasbord,” a bal- 
anced diet of URBAN 
and RURAL with liberal 
portions of permanent 
MILITARY bases and 
COLLEGES. Second 
Helpings? Why sho’nuff. 
Wet CHANNEL 9/CBS-ABC 

GREENVILLE, N. C. 


A. HARTWELL CAMPBELL, GEN. MGR./REPRESENTED NATIONALLY BY HOLLINGBERY 


National Industrial Conference 
Board, reports and analyzes quar- 
terly, the capital appropriations— 
the actual management decisions 
—authorizing expenditures for 
new plant construction, plant mod- 
ernization, etc. Copies of these 
studies may be had by writing 
the Newsweek advertising research 
department, 152 W. 42nd St., New 
York 36. 


e The 10th annual “Consumer 
Analysis” of buying habits of the 
greater Salt Lake market has been 
completed by Newspaper Agency 
Corp., agent for the Deseret News 
& Telegram and the Salt Lake 
Tribune. The survey shows the 
brand preferences of the consum- 
ers for foods, soaps and cleaners, 


$100, 000, 000 on expressways 
to grow with Oklahoma City! 


Source: 1958 and 1955 Survey of Buying Power 


An impressive network of expressways is 
taking shape in Oklahoma City this year — 
the first part of a $100 million master plan 
to be completed within five years. 

This highway construction investment is 
just one of many being made in Oklahoma 
in order to meet the needs of a growing 
population. The Oklahoma City area, located 
at the crossroads of the nation, has prompted 


by 1975! 


market. 


~~ 35% or greater 
family coverage. 


15% to 35% 


family coverage. 


Bi Less than 15% 
family coverage. 


OKLAHOMA 


THE DAILY OKLAHOMAN 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 


TY TIME 


experts to estimate her population, already 
around the half-million mark, will double 


The Oklahoman and Times gives adver- 
tisers unequalled coverage of this growing 
Are you getting your share of this 
growth? Schedule your advertising in The 
Daily Oklahoman and Oklahoma City Times 
to achieve best sales results in Oklahoma! 


Advertising Age, June 23, 1958 
drugs and toiletries, etc. 


e The degree to which complete 
kitchen contractors now sell wall 
and floor coverings is the subject 
of a new market survey completed 
by Kitchen Business. The survey 
reveals that 82% of 12,000 kitchen 
contractors sell floor coverings, 
and 80% handle wall covering ma- 
terials. Studies of installation, 
buying and specific breakdowns by 
material type are included. Copies 
are available free to advertisers 
and agencies from Kitchen Busi- 
ness, 75 W. 45th St., New York 36. 


e Four studies of the variety 
department store market are avail- 
able from Variety Store Merchan- 
diser. They are “27th Annual Cen- 
sus & Analysis of the Variety 
Department Store Market,” a re- 
view of sales of variety department 
store chains in 1957; “Store Mod- 
ernizing & Expansion Review and 
Forecast,” a study of the growth 
and modernization of the variety 
store chains and a report of the 
field’s expansion plans for the 
years 1958, 1959 and 1960; “How 
Big Was Your Share of the Vari- 
ety Department Store Market?” a 
compilation of the earnings and 
scope of the vast variety depart- 
ment store industry, and “Chain 
Variety Store Map,” a marketing 
map giving the locations of head- 
quarters and buying offices of 
chain variety stores operating 10 
or more units. Copies are avail- 
able free by writing Robert F. 
Bennett, assistant advertising man- 
ager, Variety Store Merchandiser, 
419 Fourth Ave., New York 16. 


e Madison Newspapers Inc. (the 
Capital Times and Wisconsin State 
Journal) has issued two guides for 
food store sellers. “Madison Food 
Store Route Guide” is an updating 
of the old route list. It shows retail 
and wholesale outlets, along with 
allied businesses such as rack job- 
bers, and “MRA Grocery Buyers’ 
Guide” lists the names and prod- 
uct lines of members of the Man- 
ufacturer’s Representative Assn. in 
Madison. Copies are available from 
Karl Eisele, manager, general ad- 
vertising department, Madison 
Newspapers Inc., 115 S. Carroll St., 
Madison 1. 


e “Buffalo & Suburbs—1,054,535 
Customers Within 15 Miles of City 
Hall” is designed to give the latest 
available details on the growth and 
distribution of population within 
the most highly concentrated por- 
tion of the Buffalo market. The 
brochure is free on request to Ed- 
ward J. Fitzmorris, market re- 
search department, advertising de- 
partment, Buffalo Courier Express. 


e Smiths Advertising Agency, 
London, has published a report on 
the European common market and 
free trade area plans, explaining 
how they would work, summariz- 
ing national! attitudes toward them 
and assessing their impact on such 
activities as advertising, publish- 
ing and distribution. Illustrated 
with maps and tables, it is avail- 
able at 70¢ a copy from Smiths 
(296-302 High Holborn, London 
WC 1). # 


Guild Names Mrs. Anderson 

Retta Anderson, office manager 
of the Hollywood branch of Guild 
Films Co., New York, has been 
appointed assistant to John J. Cole, 
president of the tv film producer- 
distributor. Mrs. Anderson will 
have headquarters in New York, 
where she will act as liaison be- 
tween Guild Films department 
heads and the president. 


‘Industrial Medicine’ Moves 
Industrial Medicine & Surgery, 
which has been published in Chi- 
cago since 1932, will move its of- 
fices July 1 to 400 S.W. 69th Ave., 
Miami 44. All top personnel with 
the monthly will make the move. 


bd 
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Poster designed by N. W. Ayer & Son, Inc. Winner of Kerwin H. Fulton Award 


Photo by H. Armstrong Roberts. 
biiad as best poster of 1957, New York Art Directors Competition. 


“Because Outdoor Advertising delivers our 


. : message to motorists at the most opportune 
Richard Borden, moment—when they are driving and likely 
Advertising Manager, to need gas or oil—this medium has been 
The Atlantic Refining Company, says: an important and successful part of our 


advertising program for the past 30 years.” 


8 out of 10 people remember OUTDOOR a 


Standardized Outdoor Advertising, 24 and 30-sheet Posters—and Painted Bulletins. sae a ag 


OA I 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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Meredith Moves in N. Y. 


Meredith Publishing 


Co. 


has 


moved its New York offices to 
larger quarters at 750 Third Ave. 


IN NEW 


SELL THEM 
Tune 


POPULATION 


ABC CITY ZONE 


Canada Repeals 
Tax on Import 
Magazine Ads 


(Continued from Page 2) 
of Commons with reference to the 
magazine tax: 

“TIT turn now to the so-called 
‘magazine tax’ which imposes a 
20% levy on the advertising rev- 
enues of special Canadian editions 
of foreign magazines. [As applied, 
the net tax was 13.9% (AA, Dec. 
31, °56).) 

“During the past 12 months the 
government has received numer- 
ous representations regarding this 
tax and regarding the general po- 
sition of Canadian magazines. Ca- 
nadian publishers have stressed 
that they are encountering un- 
usually severe competition. This 


THE MAN THE PUBLISHERS FORGOT 


(... 0 woul) 


He’s the farm store owner. Now a 
new magazine, FARM STORE 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 


shouldn't forget in BPRD Classifi- 
cation 44A or by writing to . . 


a a ee eS See ee Pee oy 


FA: 


' 
' 
' 
b---+ 
' 
! 
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S: 
MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67, Minneapolis 40, Minn. 


more about the market advertisers | 


competition takes many forms: 
“Competition for circulation and 
for advertising revenues, competi- 
tion from magazines published 
abroad, from Canadian daily news- 
papers and their weekly editions, 
from radio and from television. 


s “The government has a sympa- 
thetic interest in the problems 
confronting Canadian magazines. 
We believe that Canadian maga- 
zines are contributing to the qual- 
ity of our national life. But this 
interest does not blind us to the 
opposite side of the house. We 
warned repeatedly that this tax 
would prove to be both unjust and 
ineffective.” 

As expected, Canadian maga- 
zine publishers reacted strongly 
to this sudden disappearance of a 
protectionist measure. 


= Floyd S. Chalmers, vp of Mac- 
lean-Hunter Publishing Co., 
charged the decision opens the door 
for a full scale invasion of Canada 
by the so called Canadian editions 
of American magazines. ‘All Cana- 
dian advertising media—radio, tv 
and the daily newspapers as well 
as magazines—will undoubtedly 
| suffer from the diversion of Cana- 
|dian advertising dollars to these 
newcomers,” he said. 

Walter W. Hitesman Jr., man- 
aging director of the Reader’s Di- 
gest Assn. (Canada) Ltd., an- 
nounced that his company will 
|continue its legal suit against the 
Canadian government which seeks 
to invalidate the ad tax, and that 
the ad rates of RD’s Canadian edi- 
tion would be lowered to where 
they were before the ad tax law 
went into effect. 


s Meanwhile, Argosy announced 
that it would launch a Canadian 
section of 32 or 48 pages with its 
November issue, which will carry 
Canadian editorial material and 


advertising. 

Edgar R. Baker, managing di- 
rector of Time Life International, 
said, “We are naturally pleased at 
this reaffirmation of Canada’s tra- 
ditional adherence to the principles 
of free international commerce as 
expressed in the General Agree- 
ment on Tariffs & Trade.” 

Mr. Baker also indicated that the 
10% increase in advertising rates, 
instituted by Time when the Cana- 
dian tax was first imposed, would 
be eliminated. Time had promised 
advertisers that the 10% increase 
would be canceled whenever the 
tax was repealed. 

Family Circle, which met the 
Canadian tax bite that started in 
January, 1957, by eliminating its 
western Canada edition and sub- 
stituting copies of its U. S. edition 
in that area, said today that it 
“will certainly act as fast as pos- 
sible” to launch a Canadian edition. 
Family Circle, which now has sev- 
en regional editions, will thus add 
an eighth edition. Its Canadian 
circulation currently (with U. S. 
edition copies) is 300,000. The 
magazine said the new edition 
might reach Canadian supermar- 
kets with the October number. 

Woman’s Day, which withdrew 
its Canadian advertising facilities 
in January, 1957, because the tax 
meant “astronomical advertising 
rates,’ today said it was “studying 
the changed Canadian situation.” 


= When Canadian magazine pub- 
lishing men discussed the impos- 
ition of the advertising tax two 
years ago, many made a point 
that—no matter what the effect on 
Time and the Canadian Reader’s 
Digest—it would at least deter 
other U. S. publishers from estab- 
lishing new editions in the Domin- 
ion. The most frequently-men- 
tioned publisher was Newsweek, 
which had been carefully investi- 
gating the Canadian market. 


oe 


Advertising Age, June 23, 1958 


This week in New York Gibson 
McCabe, publisher of Newsweek, 
was noncommital about the future. 
“Naturally, we are most interested 
in the recent decision. As most 
people know, we had taken a hard 
look at Canada two years ago. We 
are now reexamining the poten- 
tials of doing something along 
these lines. It’s too early to make 
a decision, but we’re certainly 
interested.” 


s During 1957—the first full-year 
operation of the tax—advertising 
pages in the 14 leading Canadian 
magazines were off about 11%. 

Contrary to the expectations of 
tax supporters, Canadian maga- 
zines showed no visible benefits 
from the levy. The only magazine 
to record an advertising page gain 
in 1957 was the English edition 
of Reader’s Digest, which moved 
up slightly, from 1,013 to 1,032 
pages. 

The biggest decline was shown 
by Saturday Night, off from 436 
pages in 1956 to 309 pages in 1957. 
Next biggest loser was Time, 
which skidded from 2,509 pages in 
1956 to 2,095 pages in 1957 


= Canadian Home Journal (now 
combined with Chatelaine) de- 
clined from 456 to 416 pages. Chat- 
elaine was off from 524 to 434 
pages; Revue Populaire dropped 
from 305 to 229 pages; Maclean’s 
was off slightly, from 1,142 to 1,- 
121 pages. 

Advertising pages in Maclean’s 
declined from 448 in the January- 
May, 1957, period to 381 in the sim- 
ilar period this year. Time declined 
from 580 to 534 pages in the first 
four months of the year. # 


Lewel Sets Fall Drive 

Lewel Mfg. Co., New York, 
makers of Lewella bras and foun- 
dation garments, has scheduled a 
fall ad campaign to appear in 50 
regional editions of TV Guide. 
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* Jack Flanagan, Vice President, McCann-Erickson, Inc. 


P.S. So can you—when we tell you how. Any day now. 
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AND BUY 


YOUR 


ADVERTISING 


A 


BUSINESS 


SUIT! 


ON’T see you around the locker room as much these days. 
Or relaxing at banquets. And you forgot all about that 
Florida vacation last winter, didn’t you? 

Good-bye, “‘come-easy” years! Right now, you’re strictly 
business with a capital “B.” Management is sitting on costs 
like a mama hen — plant, office, everywhere. Every sales ex- 
pense, especially, must stand up and be counted. 

The trick: Out-sell the competitor without out-spending 
him. Your good judgement tells you to spend less on entertain- 
ment, more on travel... to make fewer social calls, more sales 
calls. And now is the time to demand the same business-like 
performance from your advertising. 

Is your business or industrial advertising tipping its hat 


VOU'RE SO RIGHT WHEN YOU RECOMMEND BUSINESS WEEK ... WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


to housewives, loitering in barbershops, boring bus drivers, 
sitting in doctors’ waiting rooms? Is it clothed in “relaxation” 
media? Buy your advertising a business suit ... well-wearing, 
strictly-business Business Week. 

“For management only,” cover-to-cover ... not one copy 
sold on newsstands . . . the most business news . . . the max- 
imum management readership per advertising dollar among 
all general, general-business, and news magazines. 

Each precious advertising dollar travels farther in Busi- 
ness Week ... makes more bonafide business calls. Knowing 
this, the hard-headed, business-like professionals of advertis- 
ing have made Business Week the advertising leader for 
seven straight years. Check the boxscores! 
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THE TOP 10 MAGAZINES 
Total Advertising Pages 


1951 
BUSINESS WEEK 4,836 
The Saturday Evening Post 4,362 
Life 4,053 
Time 3,809 
The New Yorker 3,619 
Newsweek 2,900 
Vogue 1,956 
Better Homes & Gardens 1,725 
Good Housekeeping 1,722 
Collier’s 1,718 


1952 
BUSINESS WEEK 6,602 
The Saturday Evening Post 4,194 
The New Yorker 3,921 
Life 3,815 
Time 3,562 
Newsweek 3,049 
U.S. News & World Report 2,264 
Popular Mechanics 1,789 
Vogue 1,691 
Better Homes & Gardens 1,616 


1953 
BUSINESS WEEK 6,766 
Life 4,294 
The Saturday Evening Post 4,186 
The New Yorker 3,971 
Time 3,561 
Newsweek 2,962 
U.S. News & World Report 2,569 
Popular Mechanics 1,868 
Better Homes & Gardens 1,820 
Fortune 1,770 


1954 
BUSINESS WEEK 6,469 
Life 4,197 
The New Yorker 4,186 
The Saturday Evening Post 3,687 
Time 3,268 
Newsweek 2,819 
U.S. News & World Report 2,760 
Vogue 1,697 
Popular Mechanics 1,690 
Fortune 1,673 


1955 
BUSINESS WEEK 65,663 
The New Yorker 4,529 
Life 4,398 
The Saturday Evening Post 3,687 
Time 3,302 
U.S. News & World Report 3,021 
Newsweek 2,954 
Vogue 1,709 
Popular Mechanics 1,655 
Fortune 1,638 


1956 
BUSINESS WEEK 5,864 
The New Yorker 4,937 
Life 4,655 
The Saturday Evening Post 3,508 
Time 3,450 
Newsweek 3,251 
U.S. News & World Report 3,204 
Fortune 2,034 
Vogue 1,799 
Sunset 1,720 


1957 

BUSINESS WEEK 6,024 
The New Yorker 4,984 
Life 4,218 
Time 3,361 
Newsweek 3,350 
The Saturday Evening Post 3,301 
U.S. News & World Report 3,084 
Fortune 2,244 
Vogue 1,851 

1,765 


Source: Publishers Information Bureau 
(Excludes trade, technical and indus- 


trial publications). 
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Baltimore Media Tell Woes, Blast 
Discrimination; Ad Tax Trial Begins 


(Continued from Page 2) 
total advertising taxes, Mr. Cleve- 
land said. 

Miscellaneous advertising, which 
includes outdoor signs, car cards, 
taxi cards and the classified tele- 
phone books, accounted for a total 
advertising volume amounting to 
$5,334,220. Of this $199,163 would 
have been paid out for the adver- 
tising tax, and $100,764 for the 
gross receipts tax. This accounts 
for almost 15% of the total adver- 
tising taxes, according to Mr. 
Cleveland. 


® Accounting for 41.47% of the 
total volume of local advertising 
were direct mail, point of purchase 
advertising, consumer magazines, 
and American Weekly and This 
Week Magazine. These media pay 
no advertising taxes, since they are 
published outside the city, and at- 
torneys for the plaintiffs used this 
fact to allege that the ad taxes 
are discriminatory. 

Also introduced as part of the 
evidence by media were the actual 
tax receipts for the first three 
months of 1958. The total gross ad- 
vertising receipts for newspapers 
amounted to $5,985,785, or 66.29% 
of the total gross receipts. They 
paid out $216,244 on the advertis- 
ing tax and $114,334 on the gross 
receipts tax, amounting to some 
87% of the total tax paid. 

Total gross receipts for the two 
tv and nine radio stations were 
$2,452,048 or 27.15% of the total. 
They paid out $16,304 for the ad- 
vertising tax and $7,927 for the 
gross receipts tax, amounting to 
over 6% of the tax paid. 

Total receipts from the miscel- 
laneous advertising were $592,540 
or 6.56% of the total. They paid 
out $18,258 on the advertising tax 
and $6,849 on the gross receipts 
tax, amounting to some 6% of the 
total tax paid. 


s All told, out of $9,030,373 spent 
on local taxable media during the 
first three months, $250,806 was 
paid out on the advertising space 
and time tax, and $129,109 was 
spent on the gross receipts tax. 
The data is based on detailed re- 
ports furnished by the budget di- 
rector of Baltimore. 

Noting a national average loss 
in newspaper advertising linage of 
some 7.8% for the first three 
months of this year over the first 
three months of last year, attorneys 
revealed that the Baltimore News- 
Post and Sunday American suf- 
fered a loss of 9.49% and the Sun- 
papers are 12.98% below 1957. 
Attributing the 7.8% to the gen- 
eral business recession, the plain- 
tiffs argued that the higher losses 
in Baltimore are a direct result of 
the ad taxes. 

Witnesses for the A. S. Abell Co. 
testified that 76.80% of the news- 
paper’s revenue comes from ad- 
vertising. In addition to having to 
absorb added expenses estimated at 
almost $270,000 for the year be- 
cause of the extra bookkeeping in- 
volved in computing the ad taxes, 
the Sunpapers revealed that a 
number of advertisers have refused 
to renew space contracts because 
of the taxes, and some agencies 
have refused to pay the taxes. 

15 agencies have been refusing 
to pay the advertising tax on the 
advice of their attorneys. George 
T. Bertsch, business manager for 
the A. S. Abell Co., said he has 
repeatedly attempted to collect the 
money. However, in the hopes of 
winning this case, the Sunpapers 
have paid the taxes themselves 
rather than sue the agencies or 
lose the accounts. 


= Agencies refusing to pay the tax, 
according to Mr. Bertsch’s testi- 


mony, are N. W. Ayer & Son; Cun- 
ningham & Walsh; Grant Advertis- 
ing; Honig-Cooper, Harrington & 
Miner; Lando Advertising Agency; 
Lennen & Newell; Metropolitan 
Advertising Co.; Miller Advertis- 
ing Agency; Emil Mogul Co.; Mau- 
rice Mullay Inc.; Pace Advertising 
Agency; Pacific National Adver- 
tising; Roche, Rickerd & Cleary; 
Sweeney & James Co.; and Weight- 
man Inc. Some local advertisers 
also are holding back payments. 

National advertisers have also 
indicated that they will not adver- 
tise in the Baltimore market in 
taxable media. Some 21% of ad- 
vertising linage in the morning 
Sun is national, 12.7% in the eve- 
ning Sun is national, and 4.6% in 
the Sunday Sun is national. 

Purchasers of space in the Sun- 
papers during 1957 who refused 
to renew in 1958 because of the 
ad taxes include Chase & Sanborn, 
Tender Leaf tea, Blue Bonnet mar- 
garine, Hood bleach, King Edward 
cigars, Liberty Mutual Insurance 
Co., Realemon Co., Formfit Co., 
Manpower Inc. and Beltone hear- 
ing aids, the court was told. 


= Joseph Sherbow, attorney for 
the Hearst interests representing 
the Baltimore News-Post, Sunday 
American, WBAL radio and tv, 
showed newspapers paid some 86% 
of the tax to prove that newspa- 
pers constitute the most discrimi- 
nated against medium, and that 
the taxes are an undue burden for 
newspapers. 

He also pointed out that local 
newspapers reaching the growing 
suburban market can’t compete 
with the untaxed county media, 
and that the tax discriminates be- 
tween advertisers and other busi- 
nesses as well as between advertis- 
ers themselves. 


s H. James Gediman, exec vp of 
Hearst Advertising Service Inc., 
reported that his organization con- 
ducted a special survey on adver- 
tising taxes and found that no city, 
state or county in the nation has 
instituted such a_ discriminating 
tax which singles out advertising 
alone. 

Using its 187 national space 
salesmen to test reaction to the 
Baltimore ad taxes, Hearst reports 
revealed many resulting cancela- 
tions or reduced advertising in the 
Baltimore market. Few national 
advertisers were willing to increase 
their budgets to absorb the taxes, 
Mr. Gediman said. 


s Representatives of Baltimore’s 
Retail Merchants Assn., in plead- 
ing their arguments against the 
validity of the city’s tax on adver- 
tising, contended that they have 
had to reduce the amount of 
their advertising and thus penalize 
newspapers because of imposition 
of the tax. The 16 leading Balti- 
more retailers argued that this in- 
creased cost in advertising was 
putting them at a competitive dis- 
advantage with shopping centers 
and county merchants having 
greater resource to news publica- 
tions outside the city. 

Since broadcasting and telecast- 
ing is interstate rather than intra- 
state by its very nature, the Bal- 
timore taxes on radio-television 
advertising gross receipts are a 
clear invasion of interstate com- 
merce protective regulations, ac- 
cording to the broadcasting com- 
plainants. 


= Attorney Frank B. Ober, rep- 
resenting Donnelly Advertising 
Co., which operates 1,630  bill- 
boards, 75 painted units and 100 
painted walls in the city, not only 
argued that the taxes were un- 
constitutional, but pleaded that the 
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added financial burden imposed 
by the gross receipts tax alone 
would financially break the bill- 
board company. 

Mr. Ober also represented Mus- 
selman Canning Co., which dis- 
tributes a variety of apple products 
in more than 40 states. Saying 
that Musselman technically does 
not do any local advertising but 
has a contract with an agency 
for national advertising which in 
turn makes individual contracts 
with media, he asserted that Bal- 
timore is in effect attempting to 
illegally tax beyond its borders. 
Such a tax, Mr. Ober said, be- 
comes confiscation and violates 
both the due process law and Ar- 
ticle 23 of the Maryland declara- 
tion of rights. 


s The Sunpapers’ attorney, Wil- 
liam R. Marbury, pointed out that 
the outcome of this case is of ut- 
most importance to newspapers in 
tax-hungry communities. 

Following with the contention 
that the power to tax is the power 
to destroy, Mr. Sherbow com- 
mented: “Any tax which singles 
out advertising is a special tax 
and fetters the press. It starts 
out as a small tax, but it isn’t 
its size that counts. It’s what it 
may do.” 


s Hugh A. Ricciuti, deputy city 
solicitor, reflected the mayor’s and 
city council’s opinion that al- 
though the ad taxes were passed 
in poor judgment and will be re- 
pealed as of the year’s end the 
taxes are nevertheless legally val- 
id and must be paid. 

Circuit Court Judge Joseph L. 
Carter has stated that he will ren- 
der his decision regarding the val- 
idity of the advertising taxes in 
July. The complainants and the 
city both state that they will 
definitely take the case all the 
way to the Supreme Court, if nec- 
essary. 


# In all probability, the coming 
election results will decide how 
high the advertising tax case will 
go. Mayor D’Alesandro is running 
for the office of U. S. Senate. If 
defeated, he will retain his pres- 
ent office, and his administration 
will back the tax case to the high 
court. If elected, as he is expected 
to be, he will vacate the office 
of mayor and will most likely be 
succeeded by Theodore R. Mc- 
Keldin, who ends his term as gov- 
ernor and who has indicated a de- 
sire to again serve as mayor of 
Baltimore. Gov. McKeldin has op- 
posed the ad taxes all along, and 
he is not expected to press the 
city’s case for the taxes in court. 
Nevertheless, the case is expected 
to reach the court of appeals be- 
fore election time, probably in Oc- 
tober. # 


‘Life’ Boosts Dunn 

James J. Dunn, formerly St. 
Louis branch advertising manager 
of Life, has been promoted to as- 
sistant advertising manager in 
New York, a new post. 


Nate Spingold, Ad 
Exec of Columbia 


Pictures, Dies at 72 


New York, June 17—Nate B. 
Spingold, 72, vp and director of 
Columbia Pictures, died at his 
home June 14 after a long illness. 

Mr. Spingold studied at the Kent 
College of Law before becoming a 
reporter on the Chicago Examiner, 
Chicago Record Herald and Chi- 
cago Tribune. Becoming interested 
in show business, he moved to New 
York, joining the William Morris 
talent agency in an executive posi- 
tion. Subsequently he worked for 
the Shubert organization, then re- 
tired temporarily from show busi- 
ness to set up a couturier house, 
Madame Frances, named after Mrs. 
Spingold. 

He joined Columbia Pictures in 
1932 in a public relations capacity. 
He was named to the board of di- 
rectors in 1940, and in 1943 he 
was appointed vp in charge of 
advertising, publicity and exploita- 
tion. He was promoted to a gen- 
eral vice-presidency in 1954. 


FORREST L. GLASCO 
ATLANTA, June 17—Forrest L. 
Glasco Sr., 


June 11 in a private hospital here. 
Mr. Glasco suffered severe body 
burns in an accident at his home 
June 8. 

Mr. Glasco, a native of Rich- 
mond, Va., worked on the adver- 
tising staffs of the old Atlanta 
Georgian, WMJM, and the Cordele 
Dispatch and the Columbus Ledg- 
er-Enquirer before joining the At- 
lanta Constitution’s advertising 
staff in 1942. When the Constitu- 
tion merged with the Atlanta Jour- 
nal, Mr. Glasco worked for both. 
In 1953 he joined the Tom O’Ryan 
Advertising Co. here as an ac- 
count executive. 

Later he was associated with 
WGST, Atlanta radio station, be- 
fore returning to the Atlanta Jour- 
nal-Constitution, where he was in 
the display advertising department 
at the time of his death. 


CARL RIORDAN 

MONTREAL, June 17—Carl Rior- 
dan, 82, founder and first president 
of the Canadian Pulp & Paper 
Assn., died June 12 in a hospital 
here. He was president of his own 
company, Riordan Pulp & Paper 
Co., before becoming a director of 
Canadian International Paper Co. 
when that company absorbed Rior- 
dan. 


RAYMOND T. MILLS 

AUBURN, ME., June 17—Raymond 
T. Mills, 68, head of his own agen- 
cy here since 1924, died today of 
a heart attack. He managed the 
1948 and 1952 political campaigns 
of Sen. Frederick G. Payne and 
handled industrial advertising for 
the Maine Development Commis- 
sion. 


49, veteran Atlanta | 
newspaper advertising man, died | 


Advertising Age, June 23, 1958 


Charles Chapelle, 
Market Research 
Veteran, Dies at 62 


Cuicaco, June 17—Charles C. 
Chapelle, 62, head of C. C. Chap- 
elle Co., died yesterday in his 
home in Evanston. 

From 1932 to 1936 Mr. Chapelle 
was director of research of 
Blackett, Sample & Hummert, and 
from 1936 to 1940 he was vp of 
H. W. Kastor & Sons. 

In 1941 he founded the manage- 
ment consultant in marketing com- 
pany which bears his name. The 
company has offices here and in 
New York. 

Mr. Chapelle was a former 
president of the American Mar- 
keting Assn. and had served as 
lecturer in marketing, retailing, 
marketing research and advertis- 
ing at Northwestern University, 
Drake University and the Univer- 
sity of Wisconsin. 


JOHN BIEDENKAPP 


ENGLEWOOD, N.J., June 17—John 
H. Biedenkapp, 37, eastern adver- 
tising manager of the Wall Street 
Journal, died of cancer June 13 at 
Englewood Hospital. 

A 1943 graduate of the U.S. Mer- 
chant Marine Academy, he served 
in the Navy in the Pacific in World 
War II, leaving the service as a 
lieutenant (j.g.). 

He then was employed by the 
American Bankers Assn. and in 
1947 joined Barron’s Weekly. He 
joined the staff of the Wall Street 
Journal in 1948, became advertis- 
ing manager of the Pacific Coast 
edition in 1953, and was named 
eastern advertising manager in 
1956. 


Reinhold Switches Drumm; 
Promotes Three Others 

H. Victor Drumm, formerly ad- 
vertising sales manager of Chem- 
ical & Engineering News, has been 
named advertising sales manager 
of Progressive 
Architec 


ture, succeeding 
David B. Hagen- 
buch, who _ re- 


signed to start a 
new building 
products publica- 
tion (AA, June 
16). A. Stuart 
Powell, formerly 
assistant, moves 
up to ad sales 
manager of 
Chemical & Engineering News. 

Reinhold Publishing Corp., New 
York, also has named David B. 
Hoopes to the new post of assist- 
ant advertising sales manager of 
American Chemical Society pub- 
lications, for which Reinhold is 
advertising sales management, and 
Thomas N. J. Koerwer, to adver- 
tising sales manager of Analytical 
Chemistry and Journal of Agricul- 
tural & Food Chemistry. A suc- 
cessor to Edward J. Fregan, who 
resigned as advertising sales man- 
ager of Automatic Control to join 
Mr. Hagenbuch in the new venture, 
is expected to be named later. 


H. Victor Drumm 


Watson Book Changes Name to 
‘Metal Forming & Fabricating’ 

Watson Publications Inc., Chi- 
cago, has changed the name of 
Modern Industrial Press, monthly 
specializing in the metal forming 
and fabricating industry, to Met- 
al Forming & Fabricating, effec- 
tive with the June issue. The pub- 
lisher also announced that effec- 
tive with the January, 1959 issue, 
a new franchise circulation pro- 
gram will go into effect which will 
more than double present circula- 
tion. Franchise distribution ar- 
rangements have been made with 
leading steel and raw material 
supply warehouses throughout the 
country, David R. Watson, pub- 
lisher, said. 
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; WET ....t0 get action...to move 


people...to sell goods 


. HE CHICAGO DAILY NEWS 


ran more new car advertising 
in the first five months of 1958 
than any other Chicago paper, 
morning, evening or Sunday. * 


In 1957 the Daily News was first in new car linage 
among Chicago papers, morning, evening or Sunday. 


USE THE POWER OF THE “NEWS” 
N CHICAGO 
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Vowell Named Promotion Head 

Dave Vowell has been named 
promotion manager of TV-Radio 
Life, Los Angeles. He was pre- 
viously in the editorial department, 
and has been with the magazine 
since February, 1957. Mr. Vowell 
replaces Earle Bradley, who re- 
signed to join Joe Leighton & 
Associates, Hollywood. 


SiMPSON-REILLY, LTD. 
Publishers i agg: age 


OS LIBURTON BLDG. 
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Stapling Machines Co. Wires Know-How, 
Minimum Cost to Create Co-op Ad Gains 


Rockaway, N. J., June 17—A 
new twist is being given to the 
meaning of cooperative advertis- 
ing by the Stapling Machines Co., 
manufacturer of machinery for 
making wirebound boxes. Essen- 
tially, it is a program of helping 
customers’ customers. 

As explained to ADVERTISING 


| AcE by Herbert S. Warmflash, ad- 
|vertising manager, the company 
|allocates a part of its advertising 


budget to cooperative advertising. 
“By this we mean,” Mr. Warm- 
flash explained, “helping our cus- 
tomers, and also helping their 


Whether i's 
_ PRINTED 

BROADCAST 
TELECAST 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 


REINSURANCE 
CORPORATION 


New York, 107 William St 
Chicago, 175 W. Jackson 


San Francisco, 100 Bush St 


customers, to do a more effective 
job of advertising. 

“We feel that as our customers’ 
customers prosper, so will our 
customers. In other words, as our 
customers increase their share of 
the market, so will we.” 

As a practical illustration, Mr. 
Warmflash gave details of what 
was done in the case of Cayuga 
Producers Cooperative, King Fer- 
ry, N. Y., which specializes in 
growing, packing and shipping 
snap beans, peas and sweet corn. 

John Baker, general manager of 
the cooperative, first phoned Mr. 
Warmflash the latter part of June, 
1957. 

“He wanted us to cooperate in 


|sharing the expense of a page in 
|the Packer and perhaps one in 


Produce News,’ Mr. Warmflash 


21 W. Tenth, Kansas City, Mo | said. 


s “I reminded him that our poli- 


Well, there is a meeting this afternoon 
to plan that schedule in the Cincinnati Enquirer.”’ 


No question about it. A giant is growing in Solid 
Cincinnati. Proof: The Daily Enquirer's City Zone 
circulation now tops the second daily by more than 
20%. Its 2,983,300 lines of Retail Display Linage 
for the first 4 months of 1958 overshadow the 
second daily by 542,600 lines. You name it. You're 
almost sure to find the Daily Enquirer's ead getting 
more gigantic every month. Why not check? Call 
Moloney, Regan & Schmitt, Inc. 


A GIANT is growing in Solid Cincinnati! 
... It’s The Cincinnati Daily Enquirer. 


Solid ao} reads the Cincinnati Enquirer 


Lewis T. 


Beman Manager, General Advertising 


Here's Why 


OUR BEANS SELL FIRST | 
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Advertising Age, June 23, 1 
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CAYUGA PRODUCERS G0-0P., Ine. 


uancucgmanten.-S00e bt AR of ads reprinted from The Packer and 
Produce News was prepared and distributed to a selected list of 
produce buyers by Stapling Machines Co., Rockaway, N. J., manu- 
facturer of machinery for making wirebound boxes, for Cayuga Pro- 
ducers Cooperative, King Ferry, N. Y., one of the machinery maker’s 
customer’s customers. Total cost of the ads was $1,100 which, the 


manager of the cooperative said, 


“was worth closer to $11,000” on 


the strength of the returns received. 


cy prohibited paying for any part 
of his ‘space,’ but that we would 
be glad to give him advice and 
assistance with his layout and 
copy, and that we would assume 
the cost of such art and engrav- 
ings as were concerned with wire- 
bound containers. 

“T also told him that we prob- 
ably would be interested in circu- 
lating copies of such an ad to our 
mailing list of chain store produce 
buyers and merchandisers, and 
other receivers. 

“After he agreed to accept our 
help on the actual construction of 
the ads, I got certain facts perti- 
nent to his operation, learning 
that his season extended about 
three months,” Mr. Warmflash 
said. 

“For that reason, I advised him 
against single-page ads, and sug- 
gested instead two half-page ads 
in each publication, followed by a 
mailing of the ad reprints. This 
let us extend our efforts over a 
greater period of time, and also 
let us put emphasis on the beans 
immediately, and on the corn just 
prior to the start of shipping of 
that commodity. 

“Mr, Baker ‘accepted these sug- 
gestions, so I spent some time de- 
veloping bean and corn ads,” 
Warmflash said. “Because it was 
necessary to have the first ad in 
almost immediately, to tie in with 
the first bean shipments, I flew 
up to Ithaca and went over my 
copy and layout with Mr. Baker. 
We made a few additions and de- 
letions, and agreed on the dates 
for the ads to run. 

“The space in both publica- 
tions cost Cayuga about $1,100. 
We paid for artwork and engrav- 
ings and my trip to Ithaca. 


= “The results? Mr. Baker ex- 
plains them in a letter he sent me 
last September. Remember, after 
the ads were run we sent out a 
special mailing to a selected list, 
and this really paid off. 

“ ‘To give you an idea of the 
pulling power of this circular,’ 
Mr. Baker wrote, ‘we have been 
oversold each and every day since 
the beginning of the ads. The 
White Stores, in Knoxville, Tenn., 
received the circular and called 
for some of our corn. The Horn & 
Hardart restaurants in Philadel- 
phia and New York both became 
customers through the circular, 
and we have sold many thousands 
of dollars’ worth of fresh beans to 
them and are still doing so... 

“‘T personally believe that this 
circular gave our deal the impetus 
needed to make for us the most 
successful year in our 17. Many 
people whom we have regularly 
served in the past were impressed 
and mentioned receiving the cir- 


cular of the double ad. 

“*To say the least, we are an 
will be ever grateful for the be: 
result-getting piece of advertisin 
in our experience.’ ” 


= Incidentally, Mr. Baker tol 
Mr. Warmflash later that the re 
sults he got “were worth closer 1 
$11,000 than to the $1,100 sper 
for the promotion.” 

“From our point of view,” M 
Warmflash said, “the Cayuga ac 
should be beneficial to the enti: 
wirebound box industry. As ad 
vertising they were effective. Ne 
accounts were opened, existin 
customers were reminded of Cz 
yuga’s quality, and the coopera 
tive has increased its acreag 
substantially, which means that | 
will need many more wireboun 
shipping containers. Our custom 
ers will sell these, which in tur 
will help us. 

“It might seem a lot simple 
merely to pay part of the spac 


cost on cooperative ads,” M 
Warmflash said. “But anyon 
might contribute money, an 


many companies probably coul 
afford to contribute much mor 
than we could. 

“So we offer something quit 


Mr.| different in our cooperative ad 


vertising. We offer it to our cus 
tomers and also to our customer. 
customers. 


= “We offer ideas, advice an 
guidance; a knowledge of adve1 
tising techniques and how to us 
them effectively; familiarity wit 
shipping containers, the product 
they carry, and the markets the 
reach; plus the absorption of lim 
ited production costs involved i 
preparing this advertising.” # 


Torobin Gets Quilt Account; 
Names Brothers to Statf 

Torobin Advertising Ltd., Mont 
real, has been appointed to handl 
advertising for Imperial Qui 
Mfg. Ltd., Montreal, maker c 
sleeping bags, tents and othe 
equipment. 

Torobin also appointed Richar 
F. Brothers an account executive 
He formerly was with Canadia 
General Electric. 


Kuhn to Join C&W as A.E. 
Edwin D. Kuhn, formerly an ac 
count executive of Edward FE 
Weiss & Co., Chicago, has joine 
Cunningham & Walsh, Chicago, a 
an account executive on the Kitch 


“}ens of Sara Lee account. 


Grey Boosts Froelich 

Ralph Froelich, a vp of Gre 
Advertising Agency, New York 
has been named manager of crea 
tive departments, a new post. 
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Continued circulation growth, 
plus improved facilities, will bring 
seven basic benefits to Digest advertisers, 


effective in January, 1959. 
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NOW—in Reader’s Digest 


At the cost of black & white, 


Only Reader’s Digest gives you any second color 
you want at no extra charge! 

Now you can use color—any second color you choose 
—any way you wish: to print your trade-mark, to 
add a spot drawing or a color headline —all at no 
extra cost. 


a ey 


Advertisement — a 


Buy no more 


soap 


until you have tried 


amazing new DOVE! 


(=) UT you've always used 
||| soap — isn’t that what 
| you're thinking? Al- 

HH || ways is a long time 

===) —too long. Soap is old- 

fashioned now that Dove is here. 

For one thing, Dove cleans better 
than any soap. Soap removes only 
surface dirt. Dove removes the “hid- 
den” dirt and stale make-up that 
can cause blackheads. 

Is there something different in 
the way Dove is made? Yes. Dove 
is the only bath and beauty bar that 
is one-quarter cleansing cream! 

There's cream in Dove—lots of it! 
Soap dries your skin, but Dove actu- 
ally creams your skin while you wash! 

Naturally, anything 
that creamy should be 
good for your skin. And 
it is. Dove is better for 
your skin than any soap. 
Dove is milder than any 
soap ...milder even than 
the so-called baby soaps. 

And Dove smells so 
fresh and fragrant, feels 
so delightfully creamy, it 


8ATH AND TOLLET BAR 


turns a bath into a beauty treatment! 
It’s the first and only bath and 
beauty bar that is one-quarter rich 
cleansing cream! 

You'll like Dove’s modern shape, 
too. It’s sculptured to fit snug in the 
palm of your hand — won’t slither 
away from you. Comes in both bath 
and beauty size. 

There’s more. Dove lathers better 
than any soap, even in the hardest 
water. And never leaves a bathtub 
ring —a blessing when you're in 
a rush! 

So don’t buy another bar of soap 
until you’ve tried amazing new 
Dove. Soap dries your skin. But 
Dove creams your skin while you 
wash. Every bar of Dove 
is one-quarter cleansing 
cream. 

Lever Brothers uncon- 
ditionally guarantees 
you'll like Dove for your 
face, your hands, all of 
you, or they'll give you 
back every penny you 
paid. Try Dove and you'll 
never go back to soap! 
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you can have 2-color advertising 


Starting with the January, 1959, issue, a 2-color 
page will cost $34,250—the same price as black & 
white. That’s only $2.91 per thousand circulation, 
one-tenth of the new price of mailing postcards. 
Two-color spreads will cost $60,000 — the same as 
black & white. 
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Shelled Diamond Walnuts sealed in Saran! 


Now you can enjoy the fresh-cracked as if you had cracked these walnuts right 
goodness of choice Diamond Walnut when you wanted to use them. Grocers 
kernels a brand new, convenient way. have these Saran bags now-or will soon. 
A new process, plus the extra protection And they cost no more than most shelled 
of double Saran Bags, keeps these ker- walnuts you buy in ordinary cellophane. 
nels fresh and sweet. Look for this easy way to stir really 

Air and moisture can't get through fresh walnuts into cookies, cakes, candies, 
Saran. So all the good walnut flavor and _ salads and desserts. Remember: only Dia- 
crunchiness stays in every kernel—just mond Walnuts come this extra fresh way. 


SARAN BAGS COME IN 4 HANDY NEW ‘‘RECIPE CUP SIZES"’: 3g CUP, % CUP, 134 AND 2% CUPS 
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NOW—in Reader’s Digest 


At only 13.1% more than black & white 


Only Reader’s Digest gives you 4-color advertising 
at such a low premium—only 13.1% more than for 
black & white, a fraction of what other magazines 
charge for color. Enjoy the enormous advantages of 
full color, with its appeal to the eye, its power in cre- 
ating product distinction and package identification. 


Actual Parker T- Ball point 
split and magnified 


PARKER'S new POROUS T-Ball 
with TEXTURED surface eliminates 
practically all skipping! Gives 
constant traction for fast starting, 
darker writing, a smooth, con- 
trolled touch no slick, slippery 
solid ball can give. 


TEXTURED SURFACE of new ball 
has real tread. 50,000 tiny surface 
cups hold to paper like a new tire 
holds the road—always carry enough 
ink for dense, darker writing. 


Tired of ball points 
that skip? 


PARKER T-BALL JOTTER PEN IS THE ANSWER! 


POROUS INSIDE, ink flows both 
around and through new ball. As- 
sures you of more ink always ready 
to feed to paper without skipping! 


A GUARANTEE: If your T-Ball skips, 
The Parker Pen Company will refund 
your $1.95 purchase price. Simply 
return it to Parker within 14 days 
of purchase. Only Parker's T-Ball 
Jotter carries this skip-proof guar- 
antee.—THE PARKER PEN COMPANY 


+ Parker’ {32 Jotter* Pen 


By the makers of The Worid’s Most Wanted Pens 


* 
PARKER AND JOTTER ARE REGISTERED TRADEMARKS AND T-BALL IS A TRADEMARK OF > THE PARKER PEN COMPANY 


COPYRIGHT 1958 BY od THE PARKER PEN COMPANY, JANESVILLE, WISCONSIN, U.S.A. TORONTO, ONTARIO, CANADA 
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you Can have «.- 


As a result of running all advertising and editorial 
pages on modern multi-color, high-speed presses, 
Reader’s Digest can price its advertising at $38,750 
a 4-color page. That’s only $3.30 per thousand cir- 
culation, one-tenth of the new price of mailing 
letters. Four-color spreads are $68,000. 


you'll find it writing the way it 
writes today — with smooth, 
even authoritative strokes. 

Bio Name? Parker 61 capillary pen. 


Prices start at $15.00. Why not see your 


you’d like to make a gift of the newest and 
best in the Parker line. 


*The secret is inside the Parker reservoir—a COfpamahdiad” 
honeycomb of tiny cells that literally drink ink. Dake 


Trouble free, and fine —like a precision tool. 


Parker Franchise Dealer today—especially if 


olor advertising 


COPYRIGHT I9o8 BY $- THE PARKER PEN COMPANY, JANESVILLE, WISCONSIN, U.S.A. TORONTO, ONTARIO, CANADA 


Fastidious pen, this. Fills itself by itself.* Never 
smudges or stains your hands. And a decade from now 
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Capillary Pen 


The World's Most Wanted Pen 
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At no extra cost, you can have 


Only Reader’s Digest gives you the option through- 
out the issue of using bleed at no additional cost. 
Think of the impact added by 40% more space, of 
wide, eye-stopping headlines, of extra room for 
your coupons, for action shots, appetizing displays 


Py 


Imagine the ladies in your life 
in a color snapshot like this! 


Sparkling, lifelike color snapshots are easy to 
shoot—with new Kodacolor Film! Use it in any 
apna a popular-size snapshot camera—and use 
en we the same roll for sunlight or flash. Why 
oe ‘a Le not pick up a roll or two at your 

= Kodak dealer's for this weekend? 
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40% more space-through bleed pages 


or big-product pictures. Because of our efforts to 
improve the printing of advertising, we can offer 
you the benefit of bleed —in any page-size units 
you may choose or colors you select—at no 
extra cost. 
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“Hey, Bill- grab the camera!” 


Catch all the fun in color snapshots— 
with the great new Kodacolor Film. 
Try it in the camera you now own 


Big moments don’t get away when you take 
Kodacolor snapshots. You bring ’em back 
alive with color—to enjoy again and again. 
Get a roll of the new Kodacolor Film in time 
for this weekend. You can have wees 
your Kodacolor snapshots pro- 4 ca ne ~~ 

TH FLASH AND BAYL v vee 


cessed locally in many cities, or 
by Kodak. Ask your dealer. Kodacolor _ 


Ee 


See Kodak's ‘‘The Ed Sullivan Show’’ 
and ‘‘The Adventures of Ozzie and Harriet.’’ 


| EASTMAN KODAK COMPANY, Rochester 4, N.Y. Le Kodak 
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Advertising will run next-to-editorial 


Every advertisement in Reader’s Digest — half- 
page, full-page, spread or multi-page — will have a 
premium position, at no extra cost. Each will 
appear opposite or adjacent to the editorial content 
of America’s most widely-read magazine. Each will 
benefit from the thorough reading, frequent pick- 


Homemade 


i in the bag. 


LS RPE Se 


se rine 


Cinnamon Coffee Cake 


Made this new fun way... 


} no bowl or pan to wash! 
Wiz 


You get Mix, Cinnamon Pour batter into special 
Topping, Mixing Bag pan. Add cinnamon 
and Baking Pan. Add _ topping. Bake wonder- 
only egg and milk, blend ful Coffee Cake—no 
muss, no dish washing. 


up and long life that the Digest earns from millions 
who read and believe what they read in it. With 
bleed, color and next-to-editorial positioning, your 
messages will have more selling opportunities. 
Now, more than ever, your advertising will have 
lasting value in Reader’s Digest. 
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New high circulation — 11,750,000 
and reader belief in the advertising 


Since it opened its pages to advertising three 
years ago, Reader’s Digest has shown dramatic 
gains both in circulation and in advertising. 


In circulation, the Digest already has exceeded 
the 1959 rate base of 11,750,000, highest in maga- 
zine history. In the first three months of 1958, 


before. People have faith in Reader’s Digest and 
like the magazine with advertising. 


In advertising, the Digest has gained more than 
any other major magazine. In the first six months 
of 1958, its volume totaled $10,727,796, nearly 
$1,700,000 (or 19%) more than the same period 


the year before. No other major magazine came 
close to matching this increase. 


its total paid circulation averaged 12,180,417 — 
nearly 900,000 over the same period the year 


Advertising Revenue 
(Average per issue) 


$1,787,966 
$1,500,830» m 
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Half-pages in the 


Through new, vertical half-page advertisements, 
you can double your Digest frequency without rais- 
ing your costs appreciably. This means you can use 
the Digest for products with limited budgets... 
new products on the way up... products requiring 
smaller space units. Half-page advertisements will 


Reader's Digest 
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os At 


ORS: 3 


U. S. Edition 


appear only in outside columns, always adjacent to 
editorial. Half-pages will be paired, two to a spread 
—with two columns of editorial separating them. 
A 2-color or black & white half-page, bleed or non- 
bleed, will cost $18,150, or $1.54 per thousand cir- 
culation. In 4-colors, it will cost only $19,750. 
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practically disappears on your skin. 
Made of clear plastic with flesh-tone pattern. 
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UNFORGETTABLE e Ucs in 
and the death toll was staggering. ‘ : a tae 
In Germany, Halsted had seen the eck and 
results achieved with the techniques on work ong 
developed in England by Joseph oupY you far j Pr 


Lister, father of antiseptic surgery — 
and he became a relentless advocate 
of Lister methods. When he couldn’t 


phone rings. he 
that you are 4 


yestS are co, 
get a clean operating room at Belle- enagine?” pin 
vue Hospital he erected a tent on the (He himself. "ed 
lawn for Ais operating room. It was ry until he y,*! 


probably the most germ-free in 
North America. 

Although Halsted, an excessively 
shy genius, never mentioned the 


Dr. Halsteg'. 

ing anything * 
—_a possibl.” " 
nius’s nor 


high points of drama that studded surgery- He 

his life, they were common knowl- conditions ONG ’ 
edge to those of us who worked cancer of the bee 

with him. We all knew of his ability iter. He gy. 

to face any crisis with equanimity. Pectin 

A crucial test arose while he was still modern Painiee 

in his 20’s. His sister had delivered duced aseptic 

her first baby and severe hemor- g time whey, 


rhage followed. When other physi- 
cians despaired of saving her life 
Halsted took over. 

He managed to check the hemor- 
rhage but blood loss had been so 
great it was clear that death was 


- om y- 

near. Plunging a syringe into his 
own arm he made a 5 ste blood ing Tete 
transfusion — probably history’s first ates, ‘ * *tal 
by that method. His sister recovered. | sor ing Wit 

Again, a year later, Halsted’s At the bedsiq, 
mother was desperately ill, and her as the SYm 
physicians had been unable to deter- ler, willip, 
mine the cause of trouble. Arriving | ing schedule 
on the scene in the middle of the \ allay fears, By 
night, Halsted correctly diagnosed room and the | 


an infected gall bladder. Unhesitat- 
ingly he undertook to perform on 
his mother an operation attempted 
only twice before in America. Work- 
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NOW— in Reader’s Digest 
You pay less for 4-color than 


elsewhere for black & white 


’s Digest record circulation and its 
ERS es HOW Yeee ‘ ’ . ea Cost-per-page Per-thousand Circulation 
universally popular page size now provide even 
t f dvertisi tt Magazine 4-Color Black & White 
te) or your advertising—no matter ° 
ws ssi we 7 a al . ee Reader’s Digest $3.30 $2.91 
nits or color choices you select. 
; i pa in the Digest 06 _— — 
-color bleed page in the Digest costs less on a per- 
th d ci : nn basi ee black & “n 7 vere pie 
usand circulation basis, than a blac white : 
2 ; ; ’ Saturday Evening Post 6.25 4.19 
non-bleed page in any other major magazine. 
And even greater economies prevail for spreads. 
Whatever the details of your advertising pro- 
; BetterHomes&Gardens 5.40 3.92 
gram, you will reach more people at lower cost J 3 3.60 
in the Digest than in any other major magazine. Good Housekeeping “S P 
Ladies’ Home Journal 5.29 3.78 
NOTE: Reader's Digest charges nothing extra for bleed or for 2-color. McCall's 5.01 3.67 
Other major magazines charge premiums up to 15% for bleed, up 
’ to 26% for 2-color. 


Basic Benefits for Western Advertisers 


Advertisers in the Western Edition of Reader’s Digest, covering the 


seven western states plus Alaska and Hawaii, will share in these new 
basic benefits, effective with the January, 1959, issue. 


Although the Western Edition cannot accommodate half-page units at 


present, and cannot guarantee that all advertising will be next-to- 


aco Fas 


editorial, advertisers will be able to use a second color at no extra charge, 


or bleed pages in either black & white, 2-color, or 4-color, at no extra 


seas 


charge. The new rates for the Western Edition, based on an average total 
paid circulation of 2,000,000 will be $7,250 for black & white or 2-color 
($3.63 per thousand) and $9,000 for 4-color ($4.50 per thousand). 
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NOW-—in Reader’s Digest 


With a record high circulation in 1958, a steady gain in advertising, and 
modernized enlarged production facilities, Reader’s Digest in 1959 will bring 
these seven basic benefits to advertisers. 


2-color advertising at the same cost as black & white 
4-color advertising for only 13.1% more than black & white 
Bleed-page advertising —40% more space—at no extra cost 
All advertising placed adjacent to editorial matter 

New 11,750,000 circulation rate base 

Half-page units in U.S. Edition for the first time 


Lower cost-per-thousand for 4-colors than any other major 
magazine offers for black & white 


People have faith in 


}Readers Digest 


Largest magazine circulation in the U. S. 
Over 11,750,000 copies bought monthly 


Your dollars will work harder 
in1959 than ever before 


a 


Advertising Ag 


Company 


1 General Moto 
2 Procter & Gar 
3 Ford Motor C 


6 General Food: 
7 Colgate-Palmo 
8 American Hon 
9 General Elect: 
10 American Tob 
11 R. J. Reynolds 
12 Distillers Corp 
13 Brown & Willi 
14 Bristol-Myers C 
15 Gillette Co. ... 
16 National Dair, 
17 American Tel. 
18 General Mills 
19 Sterling Drug 
20 Philip Morris |: 
21 Liggett & Mye 
22 National Distil 
23 Campbell Sou; 
24 Standard Bran 
25 Warner-Lambe 
26 Kellogg Co. ... 
27 Continental B 
28 Coca-Cola Co. 
29 Schenley Indu: 
30 National Bisc 
31 Miles Laborat 
32 E. 1. du Pont 
33 Westinghouse 
34 Quaker Oats ¢ 
35 P. Lorillard C 
36 Goodyear Tire 
37 Shell Oil Co. 
38 Pharmaceutica 
39 Carter Produ 
40 Armour & Co. 
41 Jos. Schlitz Br 
42 Eastman Koda 
43 Revlon Inc. .. 
44 Swift & Co. .. 
45 Nestle Co. .. 
46 Anheuser-Busc 
47 Pillsbury Mills 
48 Standard Oil 
49 Standard Oil 
50 Borden Co. .. 
51 Johnson & Jol 
52 Pepsi-Cola Co 
53 Corn Product 
54 Radio Corp. « 
55 Helene Curtis 
56 Hiram Walke 
57 Gulf Oil Co. 
58 Wesson Oil & 
59 Sperry-Rand | 
60 Carnation Co 
61 U.S. Steel Co 
62 Texas Co. ...... 
63 Firestone Tire 
64 Wm. Wrigley 
65 Socony-Mobil 
66 Scott Paper | 
67 H: J. Heinz | 
68 American Ch 
69 Studebaker-P 
70 American Cy 
71 S. C. Johnso 
72 Stanley War 
73 Aluminum Cc 
74 Max Factor | 
75 Chesebrough 
76 Whirlpool Cc 
77 Ralston-Purin 
78 Kimberly-Cla: 
79 Hazel Bishor 
80 American Mc 
81 Prudential Ir 
82 Falstaff Brew 
83 Bulova Watc 
84 Best Foods | 
85 California P. 
86 United Merc 
87 Union Carbi 
82 Time Inc. ..... 
89 Heublein Inc 
90 Philco Corp 
91 Liebmann B 
92 General Tire 
93 Armstrong C 
94 B. F. Goodri 
95 U.S. Rubber 
96 Eastern Airli 
97 Pabst Brewir 
98 Sylvania Ele 
99 Standard Oj 
100 Brown-Formc 
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rtising Age, June 23, 1958 


The Top 100 National Advertisers of 1957 


Dollar Expenditures in Seven Major Media 
Sources: Bureau of Advertising, ANPA; Publishers Information Bureau; Farm Publica tion Reports 
Inc.; Associated Business Publications; Television Bureau of Advertising; Outdoor Advertising Inc. 


Company Total Newspapers General Farm Business Network 
Magazines Magazines Publications Television 
eneral Motors Corp. $104,225,140 $52,390,306 $23,946,832 $1,823,911 $2,919,700 $12,733,437 
octer & Gamble 90,428,276 7,939,655 8,917,358 213,508 394,900 47,046,015 
wd Motor Co. 68,953,501 31,533,144 11,867,425 1,892,689 250,000 13,023,204 
nrysler Corp. 59,128,399 26,144,287 10,362,273 466,705 892,100 18,915,776 
ver Bros. Co. 42,781,748 14,288,510 4,476,956 el —_——_ 16,297,289 
eneral Foods Corp. 41,759,576 7,917,380 7,511,243 215,471 227,200 16,156,601 
oigate-Palmolive Co. 40,558,614 8,663,208 4,661,664 118,949 woe ee 19,375,713 
merican Home Products ...............c.cs-ereseee 28,574,083 1,919,172 3,352,751 176,672 1,000,000 18,535,808 
eneral Electric Co. 27,949,717 6,799,213 9,991,165 360,442 4,090,000 5,714,855 
merican Tobacco Co. ...........ccssccscssarsresesess 25,851,259 5,265,110 5,986,844 189,795 -_ 9,346,429 
J. Reynolds Tobacco Co. ........ccccccscsesreseeeeees 25,748,112 4,600,007 4,723,682 335,209 ——— 13,201,584 
istillers Corp.—Seag Ltd. 23,536,924 11,781,350 7,280,579 ed 300,000 926,760 
‘own & Williamson Tobacco COED. cconrerseeeeee 23,360,346 1,316,102 1,776,401 159,535 ——_ 7,093,962 
NS EL LA AP ROT 23,128,481 3,120,537 4,818,029 199,719 100,000 12,489,954 
| RE RE en SE TS ae Oe aie 22,329,411 3,212,481 1,272,883 14,000 100,000 15,790,837 
ational Dairy Products Corp. ........ss:sssss 21,514,440 6,848,351 3,037,775 7,063 179,000 6,644,647 
morican Tel. & Tel. Co. .....ccscecercccossesersveeeis 20,919,489 444,880 7,455,621 462,624 510,200 3,277,929 
SEINE TIEN. ccccctuodirasevecscncsecssesssuuseaceteanenaanasd 20,757,565 2,910,816 7,434,703 581,962 280,900 8,405,872 
III hd cclaccchasssrnscisscocacsonsognsecenstoelbibons 18,788,622 2,423,801 2,619,148 150,432 248,000 4,711,351 
jilip Morris Inc. 18,254,943 5,464,195 2,991,066 —_——_— 50,000 3,942,904 
ggett & Myers Tobacco Co. ...........c.cseeneneee 17,362,145 2,763,668 2,415,264 _ __ 8,181,373 
ational Distillers & Chemical Corp. .....-.-+-+-+ 17,219,497 8,541,769 5,639,044 Coe 456,300 ———- 
ITT I GR cccesccnesescece<stosersistamsomieigocios 15,183,867 4,493,783 5,242,351 187,221 50,000 4,965,382 
I as ca teas okeedaidel 14,915,877 3,743,465 4,316,069 188,007 501,100 4,512,346 
larner-Lambert Pharmaceutical Co. ....-::+-..++ 14,604,431 2,101,024 3,681,849 116,995 481,300 2,532,393 
sllogg Co. 14,586,074 2,422,979 1,074,353 56,447 225,000 7,977,785 
ontinental Baking Co. .............cscscecsereseeeeeee 14,200,351 2,126,142 34,700 _ 25,000 677,549 
ES ht eT CT oN 13,455,543 3,469,297 1,280,466 ——— 50,000 1,041,290 
GIO BBUTITIET 0.0cc0.0.002sscccssssssercevcncsteenosseee 13,262,248 8,295,414 3,921,763 Ce 500,000 271,396 
RMD TINE Go anccisiieocrsesevvenicosons*otrnosses 12,856,761 3,362,597 1,013,274 91,104 190,000 2,247,934 
lie 12,790,919 427, Al8 476,075 45,185 401,300 5,048,301 
1. du Pont de Nemours & Co. .........::+:++++ 12,765,690 2,224,897 4,866,634 255,249 2,800,000 1,738,960 
lestinghouse Electric Corp. ..........ccceeseeseeee+ 12,635,048 2,686,786 3,293,809 156,912 1,740,000 4,501,985 
vaker Oats Co. 12,558,941 3,839,399 2,297,571 230,900 361,100 4,706,501 
Lorillard Co. 12,537,302 4,205,610 118,910 —_—— —_ 5,194,122 
oodyear Tire & Rubber Co. ...........cc.:seseeeeees 11,450,382 2,906,589 5,065,902 602,243 786,600 2,060,788 
ig | tb i ae 11,385,600 2,240,129 2,539,875 193,302 300,000 —_ 
parmaceuticals INC. ......cccsccccsccscssscssesteereerees 11,219,689 1,096,064 597,840 -_ ——-— 8,585,635 
arter Products 10,949,614 2,372,555 319,334 ——— -_ 1,262,465 
(ER RE PT AR tl ee PO 10,705,242 3,188,021 1,926,181 314,527 924,600 3,853,642 
9s. Schlitz Brewing Co. ........ccccssssssensererseeeeeree 10,682,254 2,711,244 1,445,264 —_—_— _—_—_—_ 3,005,514 
astman Kodak Co. 9,770,869 845,991 3,939,718 54,975 1,300,000 3,194,715 
oi Sate IRE Serle AACE Sete Ee ee 9,734,734 1,138,708 1,409,144 _ —— 7,019,042 
wift & Co. 9,715,258 1,754,464 1,214,442 230,784 75,000 5,196,425 
TE eames 9,553,829 1,889,158 993,800 10,450 ae 4,130,101 
nheuser-Busch 9,438,976 1,381,452 1,379,185 —_—— 100,000 ne 
SUI MITE sae ochptuivencptontantgnessonesesnencenonisseoet 9,254,059 3,114,078 1,507,392 154,856 75,000 3,805,646 
MSMR WO OC, CRIED a cccsacischesececccnsstrtoneince 9,236,602 2,763,047 38,876 351,221 355,900 937,431 
tandard Oil Co. (N.J.) .......cccccceeeee s nesniheieioaiih 9,023,227 2,482,164 1,220,129 58,112 192,800 173,460 
SAE eae Tah «ie A 8,820,057 2,037,519 2,572,495 122,060 100,000 2,810,739 
EE TA tt LOTS ALIN 8,612,416 802,583 3,838,782 373,966 777,500 2,526,955 
IEE TDi ciascheppatesechcasonapinstnseapsatonsnarieooves 8,601,813 3,087,613 1,636,120 70,000 75,000 211,554 
orn Products Refining Co. .........csssstseeeeres 8,590,939 1,372,919 1,459,890 92,119 257,300 2,930,851 
adio Corp. of America ..............scssesesenteeeeeeees 8,528,950 1,572,306 2,878,005 109,263 827,900 2,344,036 
lelene Curtis Industries ...........c:.ccccesceeeseeeeees 8,524,237 1,205,572 1,977,353 ——_—- 90,000 4,667,982 
jiram Walker—Gooderham & Worts 8,359,536 4,076,145 3,536,949 ae 75,000 we 
DEM | cnertndss dicts decenieclibtiecebiaessuneneoorespene 7,729,820 3,366,630 1,082,445 81,973 310,200 1,100,304 
Vesson Oil & Snowdrift Co. ........cccesseeeeeeeeeee 7,589,754 2,516,264 1,564,296 64,600 100,000 1,604,997 
pete y Mand Corp. sisccssccsscsiscsssersecsssscensosoeeseese 7,480,707 226,842 2,069,805 307,598 517,500 4,257,142 
‘arnation Co. 7,350,319 2,409 464 1,603,430 282,946 153,000 2,054,120 
|.S. Steel Corp. 7,308,325 904,231 1,438,299 386,005 2,021,800 2,514,090 
exas Co. 6,792,095 919,242 1,438,994 232,900 457,000 233,140 
irestone Tire & Rubber Co. .............ccceeeeeeeeee 6,773,036 1,456,512 3,023,001 467,969 201,000 1,549,074 
Vm. Wrigley Jr. Co. 6,735,329 2,030,673 486,352 - a 71,400 —_—— 
ocony-Mobil Co. 6,490,281 2,563,252 1,281,507 311,605 391,100 375,750 
OUT PR CORE cscs ssisessiscecesscocicécissecsneoeosencs 6,475,565 686,028 1,614,398 7,900 100,000 3,342,357 
1, J. Heinz Co. 6,416,787 1,633,303 1,711,621 ed 100,000 1,350,073 
umerican: Chicle Co. .........ccccssssssscssseee 6,379,466 35,299 ee oo — 2,617,367 
tudebaker-Packard Corp. ........ccccscssereeeneeeee 6,339,451 4,804,199 442,820 97,246 62,000 103,062 
\merican Cy fet he Se eee 6,270,196 94,107 1,596,701 1,493,218 2,955,000 62,540 
. C. Johnson & Son . 6,259,518 1,575,904 706,086 ——__ 50,000 3,889,778 
tanley Warner Corp. 6,008,188 1,211,793 73,735 ——— a cntinenincictomme 
Mluminum Co. of America ..............ccccceeeeneeeee 6,005,088 972,423 2,065,796 213,296 589,700 2,070,723 
Aax Factor & Co. 5,827,821 65,015 585,692 ee — 2,886,264 
s>hesebrough-Pond’s 5,694,370 991,940 724,271 ———_ 100,000 3,164,839 
Nhirlpool Corp. es 5,666,252 1,314,338 2,365,987 183,073 250,000 1,538,454 
talston-Purina Co. - 5,653,701 640,974 271,908 541,913 84,000 2,723,689 
imberly-Clark Corp. 5,634,604 816,473 1,252,230 octet 480,300 2,346,917 
jazel Bishop Inc. hed 5,542,618 (aa 46,025 —— eee 5,192,193 
American Motors Corp. 5,419,953 2,807,997 926,406 43,200 330,600 1,008,588 
rudential Insurance Co. ...........cesssseseseseseeee 5,407,191 2,066,847 70,360 18,000 50,000 3,201,984 
‘alstaff Brewing Co. 5,363,527 335,202 —_— —_——— 627,267 
tulova Watch Co. 5,295,323 ——— 11,000 eee a a 1,233,923 
test Foods Inc. 5,278,112 830,879 667,558 12,770 _—_ 2,641,965 
salibenlen Pacing Comps. scssscsnsssscsscsoornnee 5,276,382 1,310,805 2,395,738 19,120 175,000 379,076 
Jnited Merchants & Mfg. Co. .......cccseeseneees 5,197,663 —— 193,733 — 75,000 iene 
Jnion Carbide Corp. 5,131,576 736,942 1,447,487 110,863 1,599,100 1,191,864 
rime Inc. 4,918,001 1,630,860 365,130 ——_- 770,000 2,012,991 
deublein Inc. 4,848,910 1,950,250 2,452,899 wae 75,000 ———_ 
*hilco Corp. 4,764,723 2,130,415 2,256,617 115,658 100,000 114,223 
jiebmann Breweries 4,753,115 2,644,463 306,937 —_—— — a 
Seneral Tire & Rubber Co. ........cccccccesseseeeee 4,707,450 689,007 1,860,708 a 193,000 dipentanatine 
Armstrong Cork Co. 4,695,133 382,745 1,665,584 51,815 400,000 2,194,989 
3. F. Goodrich Co. 4,511,770 1,306,867 484,720 82,553 1,231,500 1,276,110 
U.S. Rubber Co. 4,498,740 507,511 1,516,397 50,853 770,000 1,085,449 
Eastern Airlines 4,487,614 4,174,114 ccmpaeneinnam qxmnentcitann <niiitiijaniiiaaaens 
Pabst Brewing Co. 4,473,266 358,520 181,872 varnnaae 50,000 1,521,153 
Sylvania Electric Products Inc. ...........sssesesee 433,043 104,361 1,576,213 —— 200,900 2,501,769 
Standard Oil Co. (Cal.) 4,431,485 1,749,413 76,985 32,553 400,000 aipinecBion: 
Brown-Forman Distillers Corp. ..........-.sss0 4,397 476 1,672,502 1,920,663 oneqettatie 100,000 


ome instances spot tv figures include both parent company and dealer or distributor expenditures, 


Spot 
Television* 
$ 1,711,740 
25,916,840 
3,737,370 
1,013,750 
7,642,980 
8,447,900 
7,739,080 
3,589,680 
750,560 
3,145,930 
2,887 630 


12,988,920 
2,131,010 
1,939,210 
1,935,530 
4,088,300 

901,190 
8,635,890 
4,941,470 
4,001,840 


245,130 
1,308,750 
5,690,870 
2,829,510 
10,190,060 
4,207,890 
203,850 
5,822,320 
6,392,640 
635,950 
136,920 
1,123,470 
3,018,660 
28,260 
2,993,100 
940,150 
6,995,260 
470,030 
1,990,510 


435,470" 


167,840 
512,760 
2,530,320 
2,921,080 
545,460 
1,749,820 
3,191,110 
1,049,160 
292,630 
3,038,650 
2,477 860 
797,440 
583,330 


179,710 
1,618,070 
101,820 
506,530 


1,992,030 
75,480 
1,968,000 
1,139,720 
630,190 
1,621,790 
3,726,800 
54,420 
68,630 
38,150 
4,722,660 
92,950 
2,290,850 
713,320 
14,400 
1,059,010 
641,220 
304,400 
105,060 


2,196,180 
4,050,400 
1,124,940 


4,928,930 
45,320 
139,020 
259 020 


Outdoor 
$8,699,214 


6,649,669 
1,333,508 

76,013 
1,283,781 


243,482 
1,916,951 


3,248,235 
25,426 
269,232 


2,862,074 
679,935 
42,122 


3,119,194 


28,241 
1,529,722 


111,741 


1,133,935 
1,379,135 
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Copeland Adds Garnitz Name 

Allan J. Copeland Advertising, 
Chicago, will reorganize July 1 
and become Allan Copeland & 
Garnitz Inc. Howard Garnitz, who 
has been with the agency for a 
year, will become vp and member 
of the board. The agency said it 
billed $300,000 in the past 12 
months, and anticipates a volume 
of $500,000 this year. 


Marle does ity 
FASTER... 


complete mailings, multl> 

aphing, mimoographe 
ng, ane, fill-in on 
letters, 


ing List up-te-dem, frees you 


New Pabst Ads 
Stress ‘Since 
1844° Tradition 


(Continued from Page 2) 
stress the “good old days,” feel- 
ings of heritage and the tradition- 
al values of Pabst Blue Ribbon, 
Mr. Hehman said. The ads will 
point out the fact that Pabst has 
brewed 100,000,000 bbls. of beer 
since 1844. 
| “We feel that the great majority 
|of people will be able to project 
themselves into our ads,” Mr. 
Hehman said. “The ads will fea- 
ture situations which are closer 
akin to normal events experienced 
by most people.” 

One confusing aspect of the 
change, however, is the fact that 


Pabst currently is running five 


different spot television campaigns 


in various markets throughout the 
U. S. The company plans to con- 
duct an extensive market research 
project in August to test the ef- 
fectiveness of each campaign. The 
most successful of the campaigns 
will be integrated with the new 
“traditional” theme. 

The oldest and most famous of 
all Pabst campaigns, the “What’ll 
You Have?” theme, is being tested 
in Springfield, Ill. The campaign 
was originated years ago by War- 
wick & Legler, when it handled 
Pabst. 


® A push featuring the slogan, 
“Be Good to Yourself—It Costs 
Only a Little More for Pabst,” is 
running in New York, Baltimore, 
Birmingham and Greensboro, N. C. 
This campaign was created by 
Grey Advertising. Grey handles 
Hoffman Beverages, a Pabst sub- 
sidiary, but sold this special cam- 
paign to Pabst for Blue Ribbon 
beer. 

The three other campaigns are 
new ones developed by Norman, 


Craig & Kummel. The ads feature 


the same film footage but employ]! ~ 


different songs and slogans. The 


push with the “Come Pour—We| 


Invite You to Pour a Pabst Blue 
Ribbon Toast” slogan currently 
is running in Chicago and Mil- 
waukee. Later it will be used in 
some 20 other markets. A second 
campaign is running in Boston 
and Detroit, and the third is being 
seen in Rockford, II. 

All of the five spot tv pushes, 
except the Warwick & Legler 
campaign, are based on findings 
derived from motivational re-| 
search study conducted for Pabst 
by Advisors in Management, Chi- 
cago. AIM started the study last 
October shortly after the resigna- 
tion of Marshall Lachner, Pabst 
president (AA, Oct. 28). The new 
“traditional” theme also is based 
on the study. 


® Pabst advertising this year has 
been concentrated on a market to 
market basis because of uneven 
national distribution. The compa- 


It’s wise 
; to put all 

| your eggs in 
| ONE BIG 


. . . and in this booming, one-newspaper, Saginaw, Michigan, 

market that basket is The Saginaw News. Here your message will | 
be seen by more than 175,000 readers with an effective buying 
income of $316,970,000* (in the Saginaw metropolitan area), yet 

you pay ONLY 21 cents a line for a net paid circulation of 50,447**. | 
Yes, this big, fast-growing market can be reached thoroughly and | 
economically by putting all your advertising eggsinthe BIGSaginaw | 
News basket —a wise move anytime— because The Newscompletely — 
covers both the rich Saginaw metropolitan and trading areas! | 


*SRDS Consumers Market—l958 
** ABC Audit Report for September 30, 1957 


The Saginaw News 


Sener 


San Francisco 3, SUtter 1-3401 


THE BEST OF MICHIGAN 


SBOOTH NEWSPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 
THE GRAND RAPIDS HERALD 


THE BAY CITY TIMES 
THE SAGINAW NEWS 
THE FLINT JOURNAL 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 
KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 e Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @- Brice McQuillin, 785 Market St., 
@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


Hf you'se over fait the pons af @ 
nelemtamn eheringe mii 6) sh 


Beers 


SELENIUM—Industrial ads can hit as 
hard as consumer ads, says Ather- 
ton & Currier, New York, abom 
this ad for general chemical divi- 
sion of Allied Chemical Corp. The 
ad ran in Chemical Week and in 
Chemical & Engineering News. 


ny dropped network tv last Sep- 
tember and in its place has been 
using spots in selected markets. 

Mr. Hehman explained that the 
premium promotions, which were 
costly and were used extensively 
by the company last year, have 
been dropped. 

Pabst is devoting about 66% of 
its advertising budget this year to 
broadcast media—“Monitor,” and 
radio and tv spots on a local basis. 
About 19% of Pabst ad dollars will 
go into magazines and the remain- 
ing 15% into outdoor signs—both 
increases over 1957. 

Although the brewer’s total ad- 
vertising budget is down this year 
as compared with 1957, Pabst is 
investing as much money in ad- 
vertising media this year as last 
year, but the stress is on local spot 
and outdoor. 

The move away from national 
advertising may have _ been 
prompted by a proxy fight which 
hit the company earlier this year 
(AA, March 10, et seq.). During 
the battle, the company was 
strongly criticized for wasting ad 
money in national media. # — 


Judge Dismisses Anti-Trust 
Charges Against Parke, Davis 

Judge Joseph R. Jackson in 
Washington U. S. district court 
has dismissed civil anti-trust 
charges against Parke, Davis & Co. 
because the government “failed to 
prove the existence of a conspir- 
acy.” The decision was rendered 
after the judge heard arguments 
on a motion for dismissal by 
Parke, Davis attorneys. The mo- 
tion was entered after the govern- 
ment had completed its case. Last 
November, a criminal case against 
the company was dismissed in the 
same court when the judge ruled 
that the government had failed to 
produce any evidence of a con- 
spiracy to fix prices (AA, Nov. 
18, ’57). 

In both suits, the government 
charged that Parke, Davis had 
engaged with various co-conspir- 
ators (wholesale and retail drug 
outlets in the District of Colum- 
bia and Virginia) in an unlawful 
conspiracy to establish, maintain 
and enhance wholesale and retail 
prices of its products. 
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Prometheus — The Greek Titan who brought 
mankind the gifts of fire and the arts. 
Sculpture by Gwen Lux 


A scientific discovery is as truly a human inven- 
tion as a sonnet or a symphony. Nature is not 
a mine of hard facts, all in order and ready to 
be surfaced by the scientist’s pick and shovel. 
The little that we know is not what nature has 
told us but what scientists have asked. The 
asking of the question is the creative act in 
science. It is the question that determines what 
line the investigation will take; it is the original- 
ity and sensitivity, the depth and breadth of the 
questioner that determine the worth and signifi- 
cance of what the investigation in the end dis- 
closes. But here the process of creation in science 
departs from that of the arts. The truth disclosed 
by the artist need only be apprehended. The work 
of the scientist must be verified by observation 
and experiment. In this confronting of theory 


“gh ect 
Se eee 


with fact, the creative process takes nature in its 


grasp. @ More and more, industry has been in- 
viting into active partnership the creative men 
of engineering and science. They are the tech- 
nical half of management. Where their thought 
leads, business management finds it profitable to 
follow. This is why, if your customers are other 
corporations, the decisions made by the men of 
Technical Management can be so important to 
you. Each month, more than 200,000 minds of 
Technical Management focus on the pages of 
our magazine. To reach them, your advertising 
need only be present there. They will find special 
stimulation in our single-topic September issue, 
devoted to THE CREATIVE PROcEss. Advertis- 
ing closing date: July 25. 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVENUE, N. Y. 17 


SCIENTIFIC 
THE MAGAZINE READ BY TECHNICAL MANAGEMENT AMERICAN 
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This ad sells boceui 
not steak... 


with "1 butter 


IIT 
eae 


See if ' 1 butter | 

r: sure the flavor'’s right gina 4 

4 . You're — ve fun) » 

re ” ee, 


Another outstanding ad for 
The American Dairy Association prepared by 
Campbeli-Mithun, Inc., Chicago 


aE 3 


And making butter look bike butter 
/s a fob only ror a top engraver... 


Preparing plates which will 
print butter tones is one of the 
toughest engraving problems I 

know. That’s why we called 

kn to help us—and, even, 
the publication called to say 
they’d ‘never seen engravings 
that printed better.’ ”’ 

Ernst F. Neubauer 


Production Manager 
Campbell-Mithun, Inc., Chicago 


DE laware 7-5500 


Per " 


KIEFFER - NOLDE ENGRAVING COMPANY 


. 460 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
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Along the Media Path 


Popular Mechanics is sponsoring 
a mid-summer sales drive in more 
than 2,000 hardware and building 
supply stores based on the theme 
“Everything’s right for doing it 
now.” Special store and window 
displays, featuring nationally ad- 
vertised products and reason-why 
posters, banners and cards, will be 
installed by the magazine’s field 
merchandising department. 

Dealers participating in the pro- 
gram will use the display as a 
basis for local newspaper advertis- 
ing and Popular Mechanics is of- 
fering assistance to newspapers in 
cities where displays are installed 
in extending the promotion on a 
citywide basis. The magazine is 
also offering cash awards to news- 
papers whose sales staffs obtain 
the broadest participation of stores 
in their respective markets. The 
displays will be installed during 
the months of June, July and Aug- 
ust and will be in place approxi- 
mately one month in each store. 


e A paper plate, crossed wooden 
picnic fork and spoon and the 
question: “Who forgot the pick- 
les?” decorate the cover of a bro- 
chure by NBC Radio Network pro- 
moting its five-week campaign, 
“Summertime is outdoor eating 
time.” The brochure urges local 
advertisers to tie in with the net- 
work’s promotion, which started 
June 16. 


e Age Publications, Toronto, plans 
to move into a modern building on 
Alliance Ave. The new building, 
with 31,000 sq. ft. of floor area, 
will provide more than double the 
space of the old quarters. The com- 
pany publishes business papers. 


e The New York Herald Tribune 
has released its “1958 Boating 
Guide,” which includes features 
such as tide tables, weather aids, 
used boat prices, Coast Guard sta- 
tions racing schedules, flag eti- 


_|quette and radio telephone aids. 


The guide is available for 50¢ 
from the newspaper’s information 
service, 230 W. 41st St., New York 
36. 


e Playboy plans a back-to-school 
promotion in connection with its 
special September issue on college 
men’s wear trends and a wine pro- 
motion in connection with its 
October “Guide to Wine” issue. 


e KYW and KYW-TYV, Cleveland, 
have started a summer-long Party 
Package program which revolves 
around the theme of “family to- 
getherness.” Party Packages in- 


clude entertainment units which 
perform at shopping centers in the 
area. The admission “price” will 
consist of advertised products, 
which will be collected and do- 
nated to charity. Consumer con- 
tests will also be held. 


e A series of 16 multi-color, 8%- 
x 11” cards—each stressing a radio 
advertising fact—is being mailed 
by Radio Advertising Bureau to 
member stations. The cards, called 
“16 Reasons for Using Radio,” will 
be used by stations in direct mail 
campaigns to advertisers and 
agencies. 


e Winners of Wood Working’s fifth 
annual Award of Merit competition 
will be announced at the Forest 
Products Research Society’s annual 
meeting on June 23 in Madison, 
Wis. The purpose of the contest is 
to recognize outstanding service 
and contributions to the promotion 
of wood and wood utilization. 


@ Department of New Laurels: 

Argosy reports gains in circula- 
tion, linage and revenue for the 
third consecutive year. In 1957, 
ad linage went up 7.1% and reve- 
nue 15% over the preceding year, 
while total net paid circulation in- 
creased 5.4%. Argosy also reports 
a gain in linage and revenue for 
each of the first six months of 
1958. Net gains for the first six 
issues of this year: 14.4% on linage 
and 30% on revenue. 

Offset Duplicator Review reports 
a 134% linage gain for the first 
half of 1958 over the similar 1957 
period. 

KYA, San Francisco, which was 
taken over by the Bartell Group 
May 1, reports a 13% gain in local 
billings and a 9% increase in na- 
tional business in the first month 
of operation by the new owner. 
KYA also reports that it has re- 
ceived its seventh consecutive 
award from the National Safety 
Council for “invaluable service in 
the cause of public safety.” 

Motor Life reports a 51% in- 
crease in linage for the first six 
months of 1958 compared to the 
same period in 1957. 

A 41% increase in ad linage for 
June of 1958 over June of 1957 is 
reported by Hot Rod, and the pub- 
lication for the first six months of 


1958 registered a 22% increase| 


over the first six months of 1957. 


Lewtan Moves Office 

Lewtan Advertising Specialties, 
Hartford, has moved to new quar- 
ters at 39 Hoadley Pl. 


Burt 


Ulfers Tymick 


SucCEssFuL—Glenn Ulfers, Ohio regional manager of MacRae’s Blue 
Book, is presented with the publication’s Million Dollar Sales Club 
Award by W. J. Brown, publisher, at a dinner during the NIAA 
convention in St. Louis. Looking on are R. L. Burt, ad manager, 
Yoder Co., Cleveland, and Henry Tymick, Buchen Co., Chicago. 


Advertising Age, June 23, 1958 


Marketers Name MacKenzie 
George F. MacKenzie, account 
executive at Chambers, Wiswell, 
Shattuck, Clifford & McMillan, 
Boston, has been placed in charge 
of national exhibits for the Amer- 
ican Marketing Assn. conference at 
the Harvard school of business ad- 
ministration June 24-26. 


Lind Leaves Burnett 

William Lind, time buyer on 
Marlboro and other accounts at 
Leo Burnett Co., Chicago, has left 
the agency and will anounce fu- 
ture plans after a vacation. Before 
joining Burnett two years ago 
he was manager of radio network 
sales service at ABC, Chicago. 


Penn & Hamaker Gets Two 

Penn & Hamaker, Bedford, O., 
has been appointed to handle ad- 
vertising for Brown-Graves Co., 
Akron, and Ruger Equipment Inc., 
Uhrichesville, O. Brown-Graves 
manufactures wood windows. Ru- 
ger makes portable hydraulic 
cranes. 


Lassie will help you get a big 
profit bite out of your market 
locally, as JEFF'S COLLIE, just 
as she has done for her network 
sponsors. There Lassie trounc- 
ed every program series placed 
»~ against it, regardiess of what 
- Sit was...quiz...comedy...drama 
. . . adventure . . . live or film. 
Lassie always won out. In fact, 
Lassie’s shafe of the total au- 
dience usually equalled the share 
of all the other regular net- 
work series placed in opposi- 
tion — put together! Already 
JEFF'S COLLIE has been signed 
up for New York, Chicago, Los 
Angeles, Philadelphia, Detroit, 
Atlanta, Dallas, New Orleans, 
- Houston, Boston, Salt Lake City, 
Miami and over 100 markets. For 
your own market, phone or wire 
collect Michael M, Sillerman, 
Television Programs of America, 
Inc., 488 Madison Ave., N. Y. 22, 
PLaza 5-2100, 


| 
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WHEN COMPETITION GETS TOUGH, REMEMBER 
YOU GET MORE FOR YOUR MONEY 


..- In no other publication with a quality circulation 
of 11,000,000* weekly can you run your four-color ad- 
vertisements for as few dollars as you can in PUCK. 


. . . With this mighty impact of color, PUCK atom- 
powers your advertising in 22 rich and influential U. S. 
markets. 


_, .. Nowhere else can you be sure of such intense, all- 
family readership of each page as PUCK provides with 
its famous wholesome comics. 


In these days especially, judged by any sound media 


*A.B.C.—3/31/57 


ALBANY TIMES-UNION 
BALTIMORE AMERICAN 
BIRMINGHAM NEWS 
BOSTON ADVERTISER 


LOS ANGELES 
EXAMINER 

MILWAUKEE SENTINEL 

NEWARK STAR LEDGER 


( e CHICAGO AMERICAN NEW YORK JOURNAL- 
CHICAGO DAILY NEWS AMERICAN 
\ DALLAS TIMES HERALD NEW YORK MIRROR 
DETROIT TIMES PHILADELPHIA 
FORT WORTH BULLETIN 
STAR-TELEGRAM PITTSBURGH 


SUN-TELEGRAPH 
PORTLAND OREGONIAN 


HOUSTON POST 
LONG ISLAND PRESS 


standard, PUCK gives you more for your money. Why 
not ask the nearest PUCK representative for details of 
how... and why? 


Get This New Authority FREE 


To know how to wring the last penny’s worth from 
each advertising dollar, send today for FREE new 
study of the consumer life cycle applied to the 
measurement of advertising reader values: ‘A Fourth & 
Dimension in Print Media Evaluation.” Address Dept. 
P, Puck, the Comic Weekly, 63 Vesey Street, 
New York 7, N. Y. 


SAN ANTONIO LIGHT 


SAN FRANCISCO 
EXAMINER 


SEATTLE POST- 
INTELLIGENCER 


ST. LOUIS 
GLOBE-DEMOCRAT 


SYRACUSE HERALD- 
AMERICAN 


Yj 
- Os v 


THE COMIC WEEKLY 


63 Vesey St., New York 7, N.Y. 


WASHINGTON, D.C. 
'  POST-TIMES HERALD 
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Per Carton Cigaret Ad — 


Costs Rose to 5.7¢ in ‘57 


(Continued from Page 3) 
work television. The Bureau of 
Advertising has provided the 
newspapers and Sunday section 
figures. The Television Bureau of 
Advertising is the source for spot 
television spending and Outdoor 
Advertising Inc. has made the data 
on expenditures in the outdoor 
medium available. 

Keep in mind that advertising in 
important media which are not 
measured or for which no figures 
are publicly available is missing 
from this compilation. These in- 
clude network and spot radio, di- 
rect mail, point of sale, premiums, 
sampling and collateral advertising 
programs. 


= With these cautions in mind the 
reader can examine intelligently 
the accompanying table showing 
sales and advertising for these 
brands in the past six years. Vio- 
lent variations in advertising over 
the years can often be ascribed to 
the fact that certain media have 
become available or unavailable, 
not necessarily to violent shifts in 
advertising policy. 

Just as we pointed out last year 
that Kool and Raleigh suddenly 
rose to the ranks of major adver- 
tisers when spot television figures 
became available, we would like 
to point out that if an advertiser 
shifts the bulk of his budget from 
the measured media into some un- 
measured medium, he may appear 
to have made a considerable cut- 
back in advertising when no such 
thing has actually happened. 

For example, Cavalier appears 
to have cut advertising from $2,- 
643,233 in 1956 to $500,180 in 1957. 
This could be true or, more like- 
ly, Cavalier might have drastically 
altered its advertising with most 
of the money going into, let’s say, 
network or spot radio. Unfortu- 
nately, this cannot be shown in 
this case as easily as when an ad- 
vertiser shifts to a measured me- 
dium or when the figures become 
available for some medium, some- 
thing which could be shown for 
Kool and Raleigh last year. 


s Having minimized the value of 
these ad expenditure figures at 
length, we can now turn around 
and point out that they are prob- 


ably not bad indicators of how, 
much most of these cigaret makers | 


spent on these brands and of the 
relative stze of their ad budgets. 

For example, totaling up the ad- 
vertising cigaret makers budgeted 
for the various brands in meas- 
ured media, we find that in 1957 
P. Lorillard spent $15,799,699 for 
all its brands represented here, and 
Philip Morris spent $17,675,081. In 
an earlier story (AA, April 21), 
AA reported that trade sources, 
which can be expected to have a 
fairly accurate idea of these mat- 
ters, estimated Lorillard spent 
$19,500,000 on advertising in 1957 
and Philip Morris spent $20,000,- 
000. 

Allowing for advertising on cig- 
aret brands not listed in this study, 
and on other tobacco products, plus 
some unmeasured advertising, it is 
plain that AA’s computations are 
not far off. 


s A quick glance at the accom- 
panying table reveals the following 
highlights: 


e Viceroy was the leading spend- 
er in measured media in 1957, just 
as it was in 1956. It spent $14,955,- 
590 and improved its sales position 
to the tune of 2.1 billion cigarets, 
hitting a new high of 27.3 billion. 
Viceroy has consistently increased 
its advertising over the years and 
just as consistently improved its 
sales. In 1957 it held its rank as 


the sixth best-selling brand in the 
US. 


e Winston, the top-selling filter 
brand on the market, rated second 
in money spent in measured me- 
dia: $12,795,595. At the same time 
it improved its position on the list, 
pushing into fourth place and forc- 
ing Chesterfield down into fifth 
rank. Its sales shot up from 30 bil- 
lion cigarets in 1956 to 36.5 billion 
in 1957. Winston was introduced 
by Reynolds in 1955. 


largest sales gain in 1957 over 1956, 
selling 10 billion more cigarets last 
year, for a score of 12.5 billion, a 
four-fold gain over 1956. Its ad 
budget shot up also, from $3,068,- 
232 in 1956 to $9,725,721 in 1957. + 


Note on Adjoining Table 


Advertising expenditures are com- 
piled from figures provided by 
leading National Advertisers Inc., 
Outdoor Advertising Inc., the Tel- 
evision Bureau of Advertising and 
the Bureau of Advertising, ANPA. 
They include network and spot tel- 
evision, newspapers, magazines, out- 
door, farm publications and news- 
paper sections. Cigaret sales fig- 
ures are from Business Week. 


Barbasol, Veteran 


Wasey Account, 
Moves to Walsh 


(Continued from Page 3) 
these things “rather casually—but 
there really is not much more that 
could be wrong with the lather.” 
The picture was changed between 
1956 and 1957 to the extent that 
“we believe we now have the 
finest lather on the market today.” 

Barbasol, believed to have billed 


about $500,000 as recently as 1955, 


was reportedly billing $172,000 as| 


it moved to Walsh. 


. The Walsh agency was started 
|in January, 1957, by George Walsh, 
| who had spent the preceding ten 
| years with Gunn-Mears. Mr. Walsh 
said today that he has “over 20 ac- 
counts” but that his shop is on the 
small side. Barbasol is his “first 
national package goods account.” 
His other clients are all “local and 
trade paper accounts.” 


/EWRR GETS WEST COAST 
SERTA MATTRESS MAKER 

San Francisco, June 17—Erwin 
Wasey, Ruthrauff & Ryan, has 
been named to handle promotion 
for Serta mattress products in the 
Pacific Northwest. The appoint- 
ment was made by Sound Mattress 
& Felt Co., Tacoma, a franchised 
Serta manufacturer. EWRR, Chi- 
cago, is the national agency for 
Serta Associates, an organization 
of 42 franchised bedding manufac- 
turers. + 


Fox Moves to Hunter 

Harry Fox has been appointed 
general sales manager of Hunter 
Distillers Co., a division of the 
House of Seagram. Mr. Fox was 
formerly assistant general sales 
manager of the eastern division of 
Calvert Distillers Co., a Seagram 
affiliate. 


Geyer Promotes Smyth 

James E. Smyth of Geyer Ad- 
vertising, Detroit, has been ap- 
pointed director of merchandising 
on the Kelvinator and Leonard 
major electric appliances accounts, 


a new post at the agency. 


e Kent takes the honors for the 


CAMEL (Reynolds) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ ” “ carton 
*PALL MALL (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
”“” ”“” ““ carton 
LUCKY STRIKE (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
oe ”“ ”“ carton 
***WINSTON (Reynolds) 
Sales (billions) 
Ad investment 
Ad cost per million 
“” ”“” “a carton 
**CHESTERFIELD (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
ou“ “a “ carton 
VICEROY (Brown & Williamson) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ “ “ carton 
L & M (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ “ “a carton 
***MARLBORO (Philip Morris) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ “ “ carton 
*PHILIP MORRIS 
Sales (billions) 
Ad investment 
Ad cost per million 
a“ “a ““ carton 
TOLD GOLD (P. Lorillard) 
Sales (billions) 
Ad investment 
Ad cost per million 
a“ “ “a carton 
TKENT (P. Lorillard) 
Sales (billions) 
Ad investment 
Ad cost per million 
o 2) ee 
*KOOL (Brown & Williamson) 
Sales (billions) 
Ad investment 
Ad cost per million 
Oe io aa 
=***SALEM (R. J. Reynolds) 
Sales (billions) 
Ad investment 
Ad cost per million 
“ “ “ carton 
***TAREYTON (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
eee “carton 
*RALEIGH (Brown & Williamson) 
Sales (billions) 
Ad _ investment 
Ad cost per million 
a“ ”“ ”“” carton 
+***HIT PARADE (Amer. Tob.) 
Sales (billions) 
Ad investment 
Ad cost per million 
a“ ”“” a“ carton 
***PARLIAMENT (Philip Morris) 
Sales (billions) 
Ad investment 
Ad cost per million 
” “ ”“ carton 
*CAVALIER (R. J. Reynolds) 
Sales (billions) . 
Ad investment 
Ad cost per million 
a” a” ““ carton 
SNEWPORT (P. Lorillard) 
Sales (billions) 
Ad investment 
Ad cost per million 
” ” wo carton 
SOASIS (Liggett & Myers) 
Sales (billions) 
Ad investment 
Ad cost per million 
° S27 ae 


1957 


67.0 


53.0 

$ 7,368,822 
$139.03 

3¢ 


36.5 
$12,795,595 
$350.56 

7¢ 


32.0 

$ 5,275,179 
$164.84 
3.3¢ 


27.3 
$14,955,590 
$547.82 

11¢ 


23.0 

$ 9,066,894 
$394.21 

8¢ 


19.5 

$ 7,873,604 
$403.77 

8¢ 


16.0 

$ 4,816,336 
$301.02 

6¢ 


15.5 

$ 4,386,089 
$282.97 
5.7¢ 


12.5 

$ 9,725,721 
$778.05 
15.5¢ 


12.3 

$ 5,263,821 
$427.95 
8.5¢ 


9.0 

$ 5,273,743 
$585.97 
11.7¢ 


9.0 

$ 1,794,890 
$199.43 

4¢ 


6.7 

$ 2,092,587 
$312.32 
6.2¢ 


3.5 

$ 6,062,432 
$1,732.12 
35¢ 


2.4 

$ 2,985,141 
$1,243.80 
25¢ 


1.0 

$ 500,180 
$500.18 

10¢ 


0.5 

$ 1,119,218 
$2,238.43 
45¢ 


1956 


72.5 
$ 9,117,366 
$125.75 
2.5¢ 


57.5 

$ 9,190,419 
$159.83 
3.2¢ 


56.0 

$ 8,220,457 
$146.79 

3¢ 


30.0 

$ 8,773,516 
$292.45 
5.8¢ 


39.5 

$ 6,544,451 
$165.68 
3.3¢ 


25.4 
$10,033,394 
$395.01 

8¢ 


18.5 

$ 9,953,498 
$538.02 
10.8¢ 


13.5 

$ 7,880,318 
$583.72 
11.7¢ 


20.0 

$ 6,475,234 
$323.76 
6.5¢ 


17.0 

$ 5,650,841 
$332.40 
6.6¢ 


2.5 

$ 3,068,232 
$1,227.29 
24.5¢ 


12.3 

$ 4,150,422 
$337.43 
6.7¢ 


2.3 

$ 3,383,021 
$1,470.87 
29.4¢ 


10.0 

$ 4,245,324 
$424.53 
8.5¢ 


7.1 
$ 2,521,084 
$355.08 


1955 


77.0 

$ 7,872,563 
$102.24 

2¢ 


56.0 

$ 8,910,915 
$159.12 
3.2¢ 


57.0 

$ 7,970,440 
$139.83 
2.8¢ 


19.5 

$ 6,638,245 
$340.42 
6.8¢ 


48.0 

$ 6,111,529 
$127.32 
2.5¢ 


20.1 

$ 3,675,706 
$182.88 
3.7¢ 


11.0 

$ 6,490,892 
$540.91 
10.8¢ 


6.0 

$ 2,200,368 
$366.73 
7.3¢ 


24.0 
$ 5,705,471 


2.3 

$ 3,117,876 
$1,355.59 
27.1¢ 


Advertising Age, June 23, 1958 


Costs of Cigaret Advertising 


Per Carton and Per Million of Cigarets Sold 
Copyright 1958 by Advertising Publications Inc. 


1954 1953 1952 
84.0 99.0 104.5 
$13,701,033 $14,866,194 $13,313,273 
$163.11 $150.16 $127.40 ‘ 
3.3¢ 3¢ 2.5¢ 
51.0 48.0 41.6 
$ 6,876,101 $ 6,046,339 $ 4,138,492 
$134.82 $125.96 $99.72 
2.7¢ 2.5¢ 2¢ j 
58.0 65.0 73.5 I 
$ 8,905,887 $10,159,327 $ 8,257,187 
$153.55 $156.29 $112.34 
3.1¢ 3.1¢ 2.2¢ j 
a. ae 
54.0 62.0 68.0 
$ 5,478,877 $13,204,616 $ 9,858,060 
$101.46 $212.98 $144.97 
2¢ 4.2¢ 3¢ 
149 6.0 2.7 
$ 3,157,137 $ 538,309 $ 166,748 
$211.89 $89.67 $61.75 
4.2¢ 1.8¢ 1.2¢ 
6.2 ne eines 
$ 5,410,599 stents <i 
$872.68 — —e 
17.5¢ eeoene en 
| 
29.0 35.0 36.5 
$ 6,610,807 $ 8,880,958 $ 9,154,503 
$227.95 $253.71 $250.80 
4.6¢ 5.1¢ 5¢ 
19.5 23.0 23.0 
$10,035,163 $ 8,786,972 $ 6,981,309 
$514.62 $382.04 $303.53 
10.3¢ 7.6¢ 6¢ 
4.0 3.0 0.7 
$ 3,858,280 $ 3,206,889 $ 991,672 
$964.57 $1,069.00 $1,416.67 
19.3¢ 21.4¢ 28¢ 
12.1 11.5 11.5 
$ 874,394 $ 390,827 $ 493,046 
$72.26 $34.00 $42.87 
1.5¢ 0.7¢ 0.9¢ 
14.0 14.0 12.5 
$ 1,820,350 $ 1,952,699 $ 890,414 
$130.03 $139.50 $71.23 
2.6¢ 2.8¢ 1.4¢ 
73 7.5 8.3 
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* King size. **Regular and King size. ***King size and filter tip. ‘Regular, king size and filter 


filter king in 1956, but dropped it in 1957. #introduced in 1956, not comparable with 1957. Sintroduced in 1957. 
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NET PAID 
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K’S strength! 


BONUS OVER 
RATE BASE 


NEWSWEEK 
TIME 
U.S. NEWS 


1,238,638 
2,290,823 
1,051,901 


88,638 
40,823 
51,901 


*Source: Publishers’ ABC Interim Statements 
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SBME Goes Professional 

The Society of Business Maga- 
zine Editors, Washington, has 


voted to establish itself as a pro- 
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REPORT ON AND 
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MARKETS IN 


NEW YORK 


Station WWRL 
Woodside 77, 
New Yerk City 
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fessional society, with member- 
ship restricted to working editors. 
Previously, the group had been 
organized on a publication basis. 
Charles O. Herb, editor of Ma- 
chinery, is president of the group, 
which includes editors of leading 
publications in technical, scien- 
tific, merchandising, service and 
trade fields. 


Mutual Appoints Field 
Lawrence Field, who left the ra- 
dio business in 1954 after 25 years 
in broadcasting, is returning to 
become assistant to the president 
and general sales manager of Mu- 
tual Broadcasting System, New 
York. Mr. Field is resigning as 
director of advertising and assist- 
ant to the president of Lubman 


Corp., a Florida company, to take 
the network post. Mr. Field was 
sales manager of Edward Petry & 
Co. when he left New York in 1954. 


McCann Moves Butterly 

Vincent E. Butterly has been 
transferred from Detroit to the 
Cleveland office of McCann-Erick- 
son as account executive on the 
Cleveland Electric Illuminating 
Co. account. 


Spitzer, Mills Names 3 

Three men have joined Spitzer 
& Mills Ltd., Toronto. They are 
Robert H. Lane, research direc- 
tor; Donald J. McIntosh, account 
executive, and William M. Ed- 
wards, account executive. 


Advertising Age, June 23, 1958 


After Betting Manufacturers Its Heels 
Won't Break, Lifetime Sets Consumer Push 


LAWRENCE, Mass., June 17— 
Lifetime Heel Co. launches the 
second phase of a_ six-month 
$100,000 introductory campaign 
for Lifetime heels with a series of 
page ads in women’s magazines 
breaking Aug. 1. 

A trade campaign for the heel, 
which is guaranteed against bend- 
ing, breaking, cracking or split- 
ting, began in April. Reportedly 
the heel never requires a new tip. 
It is made from an outer shell of 
plastic into which a single-piece 
fluted steel core and toplift have 
been fitted. The heel is expected 
to be especially useful for the cur- 


i LIKE CALI FORNIA W7AHOWT 


“THE BILLION -DOLLAR . 


V Actually, total effective buying income of more than $2.7 billion 


¥ More effective buying income than Dallas and Fort Worth 


metropolitan areas combined 


/ Not covered by San Francisco and Los Angeles newspapers 


ALL THIS AT LOW RATES! In the newspaper field only Mc- 
Clatchy gives national advertisers three types of discounts 


. . . bulk, frequency and a combined bulk-frequency. Check 


O’Mara & Ormsbee for details. 


Data source: Sales Management’s 1957 Copyrighted Survey 


Stl a 


MCCLATCHY NEWSPAPERS ) | 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


THE SACRAMENTO BEE 
y, ° THE MODESTO BEE 
° THE FRESNO BEE 


vA 


rent women’s dress shoe market, 
where fashion dictates heels so 
thin they all but taper to a point. 

On the consumer schedule are 
Charm, Glamour, Good House- 
keeping, Harper’s Bazaar, Made- 
moiselle and Vogue. Shoe business 
papers have been running spreads, 
and an extensive direct mail pro- 
gram is currently in effect. 


= Some 500 leading shoe manu- 
facturers recently received a Cav- 
anagh hat box with the new Life- 
time heel inside, plus a message: 
“We will buy you a brand new 
hat ...the very best there is...if 
you can break this heel or if the 
top lift ever has to be replaced. 
Hit it with a hammer. Stomp on 
it. Or figure out your own torture 
test. If you can break it—using 
any method remotely approximat- 
ing the kind of abuses heels are 
subject to—then the hat is yours.” 

This was followed up with a 
similar challenge enclosed in a 
20-year-old scotch carton. A third 
mailing, involving a box of Hava- 
na cigars, is going out this month. 

Marvin & Leonard Advertising, 
Boston, conceived the direct mail 
promotion and is handling the 
company’s account. + 


Dendel Gets Standard Oil 
Regional Ad Post 

Hamilton P. Dendel has been ap- 
pointed sales promotion and ad- 
vertising manager for the Chicago 
region of Standard Oil Co. (Indi- 
ana). He formerly was supervisor 
of retail advertising in Standard’s 
main office. 

Mr. Dendel replaces H. E. 
O’Shaughnessey, who left to be- 
come vp in charge of marketing 
of Union Starch & Refining Co. 
and Union Sales Corp., Columbus, 
Ind. 


Ashe & Engelmore Adds Two 

Gold Seal Importers, New York, 
has named Ashe & Engelmore Ad- 
vertising, New York, to handle ad- 
vertising and promotion for its 
Bags by Josef line. Ashe & Engel- 
more also has been named to han- 
dle advertising for the skirt line of 
Sloat & Co., New York. Both ac- 
counts previously were handled by 
Irving Serwer Advertising. 


Newfield Named S.M. 

Arthur J. Newfield has been ap- 
pointed sales manager of three 
publications of American Avia- 
tion Publications, Washington: Air 
Cargo, Armed Forces Manage- 
ment and World Aviation Direc- 
tory. He joined the company as di- 
rector of research in 1955 and will 
continue to be located at its Wash- 
ington headquarters. 


Mones Joins Smith/Greenland 

Mike Mones, formerly with 
Blaine-Thompson Co. and Doyle 
Dane Bernbach Inc., has joined 
Smith/Greenland Co., New York, 
as an account executive. 


Wade Appoints Allen 

Grover J. Allen has joined 
Geoffrey Wade Advertising, Chi- 
cago, as associate director of ra- 
dio-tv. He formerly was executive 
producer at ABC-TV, Chicago. 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
Moy 55th annual convention, Vancouver, 


June 24-26. American Marketing Assn. 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

July 23-26. Advertising Age workshop 
on creativity in advertising, Edgewater 
Beach Hotel. Chicago. 

Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst_ annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 9-11. Pennsylwania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

*Oct. 12-15. American Assn. of Adver- 
tising Agencies, western region, 2lst an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov. 10-11. National Newspaper Pro- 
motion Assn., southern regional meeting 
Barringer Hotel, Charlotte, N.C. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. : 
. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Burt Cochran Retires 
from McCann in L.A. 


Burt Cochran, vp of McCann- 
Erickson, and manager of the 
agency’s Los Angeles office for 16 
years prior to becoming a member 
of the corporate staff last year, 
has retired from 
the agency. Mr. 
Cochran first 
joined McCann- 
Erickson in 1926, 
serving in the 
San Francisco 
and Chicago of- 
fices. 

In 1939 he 
moved to New 
York, where he 
was with J. Stir- 
ling Getchell Co. 
and Benton & Bowles, before 
moving to Los Angeles for Mc- 
Cann-Erickson in 1941. Mr. Coch- 
ran said he has no plans, but will 
remain in Southern California. 


Burt Cochran 


O’Connor Joins WCAE 

Roger O’Connor, formerly an ac- 
count executive of American 
Broadcasting Co., New York, has 
joined WCAE, Pittsburgh, as sales 
manager. He succeeds Alan W. 
Trench, who is assuming the same 
title on the new Pittsburgh tv sta- 
tion, WTAE-TV. 


Porter Gets ‘Forecast’ Post 
Food Publications Inc., New 
York, has named G. Rogers Porter 
as eastern regional manager of its 
publication, Forecast for Home 
Economists. Mr. Porter was pre- 
viously in marketing with General 
Electric and Norge, and in adver- 
tising and sales with Woman’s 
Home Companion and other maga- 
zines. Forecast was acquired by 
Food Publications last April. 


KMON, Great Falls, Is Sold 
Salt Lake City Broadcasting Co. 
has purchased KMON, Great Falls, 
Mont., radio station, from Montana 
Farmer Broadcasting Corp. for 
$160,000, subject to approval of the 
Federal Communications Commis- 
sion. No staff changes will be 
made, according to the new owner. 


Transitads Opens L. A. Office 
National Transitads is expanding 


its operations to the West Coast 
with the addition of an office in 
the Los Angeles area. Storrs J. 
Case, vp and manager of the Phila- 
delphia area office, will head the 
new office, which will serve an 
1l-state area. 


O’Meara Joins Whitlock 

Mrs. Marie O’Meara, formerly 
with Fitzgerald Advertising Agen- 
cy, has joined Whitlock-Swigart & 
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Evans, New Orleans, as head of 
the radio and tv time buying de- 
partment, 


READY! y's ian."t, "30 


BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative I! 
3-year space check. All °55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


wate BRAD-VERN’S Weetters 


You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 412 


a 


’ 


ies 
——_— — 


{ 
\ 
we 


What single 


# compact market \ 
\ buys MORE than | 


\ each of 
36 


{ it’s The Cleveland ) 
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RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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Gateway 
to the 
MOON 


Orlando Sentinel-Star is No. 1 favorite news- 
paper of Cape Canaveral [Brevard County] 
and four other Central Fla counties, which we 
dominate with 5 to 1 circulation over three 
Bigger Fla. dailies combined total. 


Cape Canaveral is world’s No. 1 test center. 
It’s in our Front Yard. Make it and Orlando's 
Central Fla. No. 1 test market for your adv. 


“Man will be shot into Outer 
Space first from Cape Canaver- 
al”” — Ed Uhl, vice pres. Mar- 
tin [Missiles] Co. — Orlando 
plant. 


Orlando Sentinel-Star 
Ask Branham 
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Merchandising Ideas 


Gimmick Aims for Business 


e “Is the advertising gimmick like | 
the old vaudeville actor whose ‘fu- | 
ture was all behind him’ .. . out- 
meded and too contrived for com- 
fort? It is, if it lacks direction and 
is done solely for the sake of being | 
gimmicky. But, when a gimmick is 
chosen with care, timed to the min- 
ute and aimed toward producing 
increased sales, then we say the 
gimmick has a worth while place in 
advertising.” 

So began a letter that went out 
recently to 750 prospects and all 
clients of Bresnick Co., Boston, 
over the signature of the agency’s 
president, Oscar Bresnick. With 
each letter went a “gimmick”—a 
baseball autographed by members 
of the Boston Red Sox, with a 1958 
Red Sox schedule, The letter ex- 
plained: “The enclosed Red Sox 
ball is our salute to the excitement 
of another season getting under 
way. Our hope is that, in October, 
you'll be able to say you have a 
ball autographed by the world 
champions. And of course, that we 
may soon have an appointment 
with you to discuss your own ad- 
vertising program.” 

Bresnick last October, less than 


Advertising Age inspires Round Table dis- 
cussions, in Mr. Haughton’s home, that he 
says are most educational. Rarely have we 
received a more enthusiastic testimonial: 


“Every Tuesday night at our house we 
enjoy an Ad Age Round Table. I say ‘we’ 
because our little business is a family af- 
fair, and Ad Age helps us immensely to 
place our ads in the right media, with 
honest right-to-the-point copy. 

“These Round Table sessions are most 
educational at home; hence, for many 
years Ad Age has been the Coach on our 
Team, giving us a Gem here and a Treas- 
ure there . . . helping little people like us 
to keep on shooting as we glide through 


His whole 
family enjoys 


Ad Age 


— at home 


says W. Bruce Haughton 


President 
The Haughton Company 
St. Petersburg, Florida 


‘What They’re Saying’ in ‘Rough Proofs’ 
about ‘Gladys the Beautiful Receptionist.’ 


“My two sons as well as Mrs. Haughton 
and the writer like ‘Advertising We Can 
Do Without,’ ‘The Creative Man,’ all your 
editorials, and all your special features. 
Kind regards and best wishes for your 
continued ‘Enthusiactive’ format.” 


Even though your business may not be a 
family affair, you'll get a lot more out of AA 
if you read it at home away from the hustle 
and bustle of a busy office. The coupon below 
will bring you 52 weekly issues of Advertis- 
ing Age for a mere $3, which breaks down to 
less than 6¢ an issue! Mail it NOW for a 
guaranteed trial subscription. 


Advertising Age, 
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52 Issues My Name Title. 
Company. 
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0 Business Address. 
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$3 enclosed Bill firm Bill me 


GIMMICK—Bresnick Co., Boston 


agency, used this autographed 
baseball as a “gimmick” to produce 
new business. 


72 hours after the final game of the 
World Series, dispatched 150 base- 
balls with the signatures of the 
Milwaukee Braves to the jobber 
salesmen representing one of its 
clients. The “gimmick,” said Bres- 
nick, boosted item sales, and many 
distributors requested additional 
baseballs for use as sales incen- 
tives. 


Keds Offers Space Map 


e U.S. Rubber Co. is offering its 
Keds dealers for promotional use 
with customers a four-color “Map 
of Outer Space,” designed and 
printed by Rand McNally & Co. 
The map, 23x17%”, highlights the 
planets and big stars, showing cal- 
culated travel distance and time 
for each from the earth. Inset data 
includes a space ship time schedule 


to the moon, Venus, Mars, Saturn, 


and Jupiter and an interplanetary 
weight chart, contrasting a hu- 
man’s earth weight with that on 
the moon, sun, Venus, Mars and 
Jupiter. Keds’ “Map of Outer 
Space” is being distributed through 
district sales branches of U.S. Rub- 
ber to dealers at 10%4¢ each in a 
minimum quantity of 100. Rand 
MeNally is selling the map at $1 
each. A free mat is available to 
Keds dealers to advertise the map 
locally. 


PostalChex Bows in Tulsa 


e The pulling power of a good 
idea, coupled with a well-planned 
promotion program, has resulted in 
a success story for a new Postal- 
Chex service of First National 
Bank & Trust Co., Tulsa. Within 
30 days after the special checks— 
printed on the reverse side of a 2¢ 


i, eee 


on 
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postal card—were offered, bank 
customers bought more than 30,000 
of them. Credit for the idea goes 
to M. H. Johnson, First National 
of Tulsa vp, who noticed a news- 
paper article telling how a bank 
customer had pasted a check on 
the back of a postal card and the 
bank cashed it in the regular man- 
ner. 

| The idea was pre-tested by dis- 
tributing packets of PostalChex to 
all the bank’s employes, who were 
|urged to use them in paying their 
|monthly bills. After favorable re- 
|action, the bank offered the checks 
|to bank customers through an in- 
Sow oer promotion program. The 


new service was promoted via tv 
and radio spots, 24-sheet outdoor 
|posters, ads in Tulsa newspapers, 
mailers sent with bank statements, 
| point of purchase displays and 
an animated display inside the 
bank, bus cards, customer match 
book ads and a publicity campaign. 
R. C. Bray, ad manager, said fu- 
ture promotion on PostalChex 
would be meshed into the promo- 
tion of the other regular bank serv- 
ices. Benton Ferguson & Associates, 
is the bank’s agency. 


Imperial Pushes Pucks 


e Imperial Oil Co. of Canada, 
through its dealers, is offering ice- 
enthusiast customers a regulation 
hockey puck as a good will gift. 
The pucks are 
decorated with a 
decal featuring 
the slogan, “Hap- 
py Motoring,” 
with the signa- 
ture of Foster 
Hewitt, hockey 
announcer and 
sports figure. Imperial Oil feels its 
premium is particularly appropri- 
ate because the hockey puck is as 
familiar to the Canadians as the 
baseball horsehide is to the U.S. 
public. 


Fir Trees Promote Book 


e A clever merchandising cam- 
paign for the book “Canada: To- 
morrow’s Giant,” backed by ad- 
vertising won for Longmans Green 
& Co., Toronto book publisher, the 
top award of the Canadian Retail 
Booksellers Assn. for the best pro- 
.motion of any book published in 
1957. More than 200 copies of the 
book by Bruce Hutchinson, and 
publicity kits were sent newspaper 
writers and radio and tv commen- 
tators. Accompanying the book 
were tiny seedlings of Douglas fir 
trees from British Columbia, home 
province of the author. 

The tiny trees, which eventually 
grow to a height of 300’ and some- 
times live for 1,300 years, were 
chosen as a symbol of both the 
book and the growth of Canada. 
The promotion was supported by 
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POSTALCHEX—R. C. Bray, ad manager of the First National Bank & 
Trust Co., Tulsa, holds a sample of the bank’s new PostalChex— 
checks printed on postcards—and shows the media through which 


the new service was promoted, 
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LITTLE GIANTS—These tiny Douglas fir trees were chosen as gifts for 
the press by the publisher of Bruce Hutchison’s book as symbolic 
of the theme and title, “Canada: Tomorrow’s Giant.” 


newspaper and car card advertis- 
ing, direct mail for dealer use and 
large window display pieces. The 
book achieved top sales of all books 
published in Canada, the publish- 
er reports, and early in May won 
the Governor-General’s Award 
(top honor in Canada) as the best 
work of creative non-fiction by a 
Canadian. James Lovick & Co., To- | 
ronto, agency for Longmans Green, 
handled the promotion. + 


Sales Manual Reissued 

The sales and promotion manual, 
“3,033 Retailing Ideas,” has been 
reissued after being out of print. | 
The manual, which contains 40| 
chapters, with 306 pages covering | 
retail selling, promotion, merchan- 
dising and advertising, sells for 
$3.95, and is published by William 
J. Papp, 64 N. Lyle Ave., Tenafly, 
N. J. 


‘Rudder’ Changes Hands 
John B. Watkins Co. has pur- 


chased Rudder, a boating maga- | 


zine, from Rudder Publishing Co., 
New York. Mr. Watkins, the new 


publisher, has named Moulton H. | 


(Monk) Farnham editor and as- 
sistant publisher. Format of the 
magazine will be revised, Mr. 
Watkins said. 


Runnels Succeeds Troy 

Douglas E. Runnels has been ap- 
pointed national sales manager of 
W. A. Sheaffer Pen Co., Fort Mad- 
ison, Ia., succeeding F. E. Troy. Mr. 
Troy has joined General Time 
Corp., New York, as vp and dir- 
ector of marketing for consumer 
products, a new post. 


PORTRAIT OF A YOUNG MAN 


WHO WANTS TO GET ,HEAD 


Actually it’s an artist’s conception of 
one of the many young men at Clark 
O'Neill who works his fool head off 
day after day to make sure that the mail 
goes out on time. 


We specialize in addressing and mail- 
ing to Physicians, Osteopaths, Dentists, 
Veterinarians, Nurses, Hospitals, Phar- 
macies, etc. If you advertise to the medi- 
cal or allied professions, and need direct 
mail information, write to CLARK- 
O'NEILL, INC., 1 BROAD AVENUE, 
FAIRVIEW, N.J. (this is our new 
plant, please note the address), or 
phone WHitney 5-3400 (New Jersey) 
or WOrth 6-2730 (New York City). 


Lyman Elects Van Name 
Roland L. Van Name, director of 

marketing of Remsen Advertising 

Agency, New Haven, Conn., has 


|been elected to the board of di- 
|rectors of Lyman Gun Sight Corp., 
| Middlefield, Conn. Mr. Van Name 
has for the past year served as an 
adviser to Lyman in moderniza- 
tion of its merchandising and dis- 
tribution policies. 


Frito Pushes Cheddarburgers 
Frito Co., Dallas, will tie in with 
National Sandwich Month in 
August by using 3,500,000 Frito 
bag head attachments giving the 
recipe for cheddarburgers. A 
cheddarburger, Frito says, is a 
super cheeseburger with twice as 
much meat and twice as much 
cheese as is normally used. 


Bank Ad Pool Names JWT 

The Foundation for Commercial 
Banks, a non-profit organization 
recently incorporated in Delaware 
to handle national advertising for 
banking, has appointed J. Walter 
Thompson Co. to handle its adver- 
tising. The foundation came into 
being mainly through efforts of 
the American Bankers Assn. 


Williams Inc. Names Barnes 

| Wentworth H. Barnes, formerly 
director of marketing of R. R. 
Williams Inc., Canaan, Conn., has 
been named to co-manage the 
company along with Dennis E. 
Spydell, formerly controller. They 
take over for Mr. and Mrs. Ross 
Williams, who have resigned. The 
company makes toiletries. 


American Oil Names Conner 
William T. Conner has been ap- 
pointed manager of the new mar- 
ket research department of Ameri- 
can Oil Co., New York. Mr. Conner 
was formerly senior marketing 
analyst in the distribution econo- 
‘mics department of Standard Oil 
Co. (Indiana), Chicago, parent 
jcompany of American Oil. 


Elfenbein Named A.M. of Year 

Harold Elfenbein has been se- 
lected “New Jersey Advertising 
|Manager of the Year” by the New 
Jersey chapter of the National 
Industrial Advertisers Assn. Mr. 
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|Elfenbein is marketing and adver- 
| tising manager of Parker-Kalon 
| division, General American Trans- 
|portation Corp., Clifton, N. J. 


| Keep 


Top Brass 
Informed 


Give your management ail the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon’s Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity ¢ Subject Research 
¢ Competitive Publicity & Advertising 
Send for Booklet No. 56 
“How Business Uses Clippings” 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WAbash 2-8419 


@ Yep, it’s a double-barrelled opportunity! Bigger than you think and 
richer than most! Here over 2,000,000 people buy more because they 


with buying power... 


THE INDIANAPOLIS ARE A* 


THAT'S BIGGER 


have more. Average annual income per family is $6,882 in Indianapolis 


alone—20% above the national average and 9th among cities of over 
600,000.t Retail sales per family average $4,615 per year, 6th among 
cities of over 600,000.t And with 58.4% coverage by The Star and 
The News, you can give 'em both barrels for sales and profit. Write 


for complete market data today! 


tSales Management, Survey of Buying Power, 1957. 
Gun: 41 Cal. Remington Derringer. 
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STAR......... 


KELLY-SMITH COMPANY « NATIONAL 


*THE 45-COUNTY TRADING AREA 


THAN YOU THINK! 


Population: 2,029,000 
Income: $3,430,000,000 
Retail Sales: $2,174,000,000 
Coverage: 58.4% by 


The Star and The News 


REPRESENTATIVES 
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City Envisions 
New Freeway 
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By ROBERT J. EISLER 
Of The Bulletin Staff 

The City Streets 

yesterday disclosed plans for an 

11 e Northeast 


extension, pow under construc- 
tion by the state via Cheltenham 
Department 4° 

traffic on 
Free- 


Thus southbound 


reewa\ the proposed Northeast 


GOP Senators 
‘Ask Help for 
Jobless Areas 


Suggest Federal 
Contracts Be Split 
To Facilitate Aid 
Washington, March 15 (AP) 
~— Ten Republican senators 
prodded the Eisenhower Admin- 
istration today to channe! civil- 
jan and defense contracts into 


the areas of largest unemploy- 


ment 


In letters to Secretary of De- 


fense McElroy and General 
Services Administrator F. G 
Floete, the ten suggested that 
the Government 
tracts and award half to the low 


split its con-} 


Train Derailed i in Oregon Mountains 


The proposed $52-million road “#¥ can pick up Roosev: “ sti bidder and half to firms in sur- 
eenkt vada - < with and the extension to the Schuyl j 
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Sunday Bulletin. 


gome ma 
Bpud-Peq 


Lieute 


Lava 
$ n Fort Bel r official ame toa 
1,000 Puzzler: head on Fobvuats 28 when the 

. noncems ordered the men to do 
Section 2, Page 9 | Continued on Page 16, Col. § 


To get the news—from a conference in the Pentagon to 
the G an argument in City Hall—the families of Greater 
Philadelphia place their trust and confidence in the 
accuracy of their home newspaper, The Evening and 


For example, in the handling of 40,000 local news 
stories and 250,000 local names a year, there are about 
3,000 chances a day to make an error. But Bulletin 
readers know that errors seldom appear. And when 
they do, corrections follow immediately. 


Because it is a trusted family friend, The Bulletin 
offers an unusual advertising opportunity. Sales mes- 


half, Grace 
chestnut-haired infant was fed 
on sugared water 

Dr. Emile Hervet, Grace's 
obstetrician, said she and the 
baby spent an “excellent night” 


s 8 pound, 11 ounce 


Notes on This Sunday's Issue 27.0.7 Goce we es 


PHILADELPHIA'S PUERTO RICANS, From 2,000 
fn 1950, these Caribbean migrants—they are full-fledged 
citizens—have grown to more than 15,000, They are poor 
and have language difficulties, but they are healthy, in- 
dustrious, and ambitious. Section 2, Page 1 


CHINESE FOOD has great appeal in the Western 
world. Frances Blackwood gives you some t¢asy-to-make 
Chinese recipes. Section 4, Page 1 


JACK PAAR seems to be replacing Arthur Godfrey 


as the Peck’s Bad Boy of television, as witness his recent | 


break with Dody Goodman. In an interview with Bob Wil- 
liams, Paar says he is irked by fans who “make fools of 
themselves and me" and doesn't think highly of most TV 
programs. Section 5, Page 1 

YOUR INCOME TAX RETURN. The editors of 
“Changing Times” tell you what items are most likely to 
get clase scrutiny by the government. Section 4, Page 9 


THE DAY CHRIST DIED. Another instalment from | 


the book by Jim Bishop appears in Section 2, Page 4 


Section Page Section Page 
Amusements ... 3 .. % @ | Ruth Seltzer .. $ ue 2 
a - 5 . 610 | Sunday Chat... 4.. 
Books 4 8 | Television & Radio 5 .. 1-4 
6, 3°. Weather Data ... 1 .. 2) 
i 6 .. 1- 8 , Women’sClubs... 4... 12) 
Crossword Puzzle. 6 3 
Death Notices ...1.. 46 Supplements 
Obituaries 1.. 4% WORLD’ S GREATEST 
Drew Pearson .... 2 .. 3 COMIC SECTION 
Eaitorials ........2 .. 6 Nb: NOVEL: °N 
Fashions ........ 4..35/ en an? ty Chasion tae | 
gam wee eaee : .. 6 : j stein 
B ae vey 
Gardens ... .2.. & 9 | THIS WEEK 
Resorts & Travel. 5 . 10,11 | THE AMERICAN WEEKLY 


minutes today 


flowers and a thick pile of con- 

gratulatory telegrams was on a 
bedaide table, 

One was from President Eis- 

enhower, Others came from Sir 
| Winston Churchill, Queen Eliz- 
abeth of Britain, Queen Juliana 
and Prince Bernhard of The 
Netherlands and Mayor Robert 
|Wagner of New York. 
The President's message said: 
“Please accept my congratula- 
tions and those of the people of 
the United States of America on 
the occasion of the happy birth 
of Prince Albert.” 


Family Project Pays 
For Puzzler Winner 
George F. Boyd's family 
Project — working 
Puzzier every Sunday — has 
paid off, and he will soon re- 


2 | ceive a check for $1,800. 
| - Boyd, of 621 Singley av., | 


Runnemede, N. J. said he 
| enlisted the ald of his wife 
| and daughter in solving last 
week's Big Puzzler No. 152. 
His prize money includes two 
$150 bonuses. 

A new Big Puzzler eppears 
today on page 9, section 2 
There's a basic prize of $1,000 
and a chance to boost your 
winnings to $6,200 through 
bonuses, 


| President Roosevelt to the Teh- 


the Big | 


|was serving ag officer of the right. come hard right!” 
‘deck, 


Atlanta 


U.S. Bars Red Maneuver 
To Ban Overseas Bases 


Space Control 


Terms Scorned 


Soviet Presents 
4-Point Plan 


By WILLIAM J, JORDEN 
Builetia-N.Y. Tones Service 


Moscow, March 15--The Se- 
viet government today proposed 
lnhiuade ete ao 


; 


Offer ‘Wholly 
Unacceptable’ 
By FE. W. KENWORTHY 
Bulietin-N.Y. Times Service 


Washington, Mareh 15 -- 
American officials said today 


than any other newspaper. 


Advertising Offices: Philadelphia - New York 
Representatives: Sawyer Ferguson Walker Company, Detroit 
Los Angeles 
Florida Resorts: The Leonard Company, Miami Beach 


San Francisco 


bm of 16 persons seriously injured in the crash is removed on a streteher’ through 
window of a battered car. Twenty other passengers among the 209 on the train, 
The room was jammed with mes from San Francisce to Portland, were hurt slightly. 


Officer Tells How Torpedo Fired in Error 
Nearly Struck Roosevelt's Battleship 


Miami, Fia., March 15—(AP) aj Ernest King, the chief of nav- 
One of the most embarrassing 4! Operations. and many other 
experiences of World War I VIPs were on the Towa,” he re- 
was recalled here today at a re- lated The Porter was one of 

the ships in the destroyer 
union of survivors of the des- green 
troyer William D, Porter. “Just as we were approach. 

By accident. they fired a tor- int Gibraltar the lowa started 
pedo at the battleship lowa some training exercises, firing 
when it was taking the late at balloons and stuff, and ali of 
the destroyers were taking part 
ran conference with Winston We were using the Iowa as 
Chu rchill and Joseph Stalin in a target for a simulated torpedo 
1943 attack. The skipper ordered, 

“At the time, the Navy didn’t ‘Fire one, fire two, fire three.’ 
\s8y anything about it,” recalled When we fired No. 3 a fully- 
iH. Seward Lewis, 43, of Miami. armed torpedo shot right to- 
Atay ed om) Pores ward the No, 2 magazine of the 

“I think the first time the [ow 
story was released was when Someone had forgotten to 
the Porter was sunk in the Pa- @4rm No. 3 When the switeh 
citic by a Japanese suicide plane was closed on that one, it went 
And there was only a bare men. Scrtems tanto Radio 
tien of it then.” “We gave the danger signal 

Lewis was a licutenant aboard of four short blasts on the 
the Porter. Aft the time of whistle, and I was screaming in- 
the torpedo firing mistake to the radio: ‘Lion, tion, lion 
which aimost made history he (code name of the lowa), come 


The Iowa, finally lumbeted 
“President Roosevelt, Admir- around out of the way and the 


torpedo slid harmiessiy 
Lewis said. 

A. J. Fazio of Key West. who 
wasa chief torpedoman on an- 
other battery of the Porter's 
tubes, explained that the tor. 
pedo could explode only on strik- 

c a object and was 
equipped with a device to sink 
it if it failed to hit its target. 
Ship Put Under Arrest 

Lewis remtnisced: 

“When everyhody finally real- 
ized what had happened, the 
language from the lowa and 


past 


solid 


from the destroyer division com-/ 


mander wasn't fit to print. 

“Our whole ship 
under arrest — the only time I 
ever heard of that happening in 
the Navy—and we were ordered 
back to Bermuda.” 

Lewis said a Navy board in- 
vestigated “and tooked for all 
sorts of red herrings and Com- 
munist stuff but found none.” 

Some of the officers recerved 
letters of reprimand.” he recall- 
ed, “ont that was all that ever 
came of i,’ 


i seribed as ‘ 


was put! 


_| Accuracy is a reason why 


in Philadelphia nearly everybody reads The Bulletin 


sages are read carefully—in the home—in the news- 
paper the entire family believes in. Philadelphians like 
The Bulletin. They read it, respect it, and respond to 
the advertising in it. 


The Bulletin goes home... delivers more copies 
to Greater Philadelphia families every seven days 


Chicago 


Seattle 


The Bulletin publishes the largest amount of R. O. P. 
color advertising in Philadelphia—Evening and Sunday! 


5—i AP Rvs Rye tie 4 ar 


rived by plane in Puerto Ric 
today and prepared for > ‘fe of 
seclusion in a mountain hos- 


pital 30 miles from San Juan 
Sun and a temperature in the 
mid-80s greeted the 53-year-old 
ON pee who was paroled 
from prison in Dlinois Thursday 
after serving 33 years for the 
1924 thrill killing of Fimtigy 
Stored s, 
lam exceedingly happy to be 
here.” he told representatives of 
Castaner Hospital 
will work for $10 a month. 


Cuban Rebels Attack 


American Oil Refinery | 


Havana, Mareh 15~—(UP)— 
Rebels attacked the big Ameri- 
can-owned Texas Oj| Co, re 
finery at Santiago de Cuba in 
rebellious Oriente Province yes- 
terday but were driven off by 
plant guards, delayed dispatches 
said today. 

The rebel attack was de- 
determined.” It was 
the second flareup in the tense 
country during the day, Four 
rebels were killed in gunfights 
with police in Havana. 


All-Woman Jury Reacts 


To Judge's Criticism 

Hartford. Conn., March 15— 
(UP) — After 
Judge Brava foblaer said that 
$2,500 was hot enough to award 
an accident victim, au ail-wom- 
an jury used its prerogative a | 
changed its mind 

The ladies returned a coronal 
verdict. this time awarding no 
damages at all. 
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Local Weather Forecast 
Issoed by the US ather Bureau in 
Greater britesctenia 

Mostly sunny teday and 
rather cool with a high around 
45. Fair tonight and tomorrow. 
Low tonight 32 with the high 
of 30 on Monday. 


— 
~_ WEATHER nECORD, MARCH | “19 Lisl 


veMe Comparative Temperatures 
YP aie .gy Miah, 62-1945; Low 16~1918 
2 AM-—38 Lest Year: High, $9: Lew. 49 
2 AM- 38 Ne i 
| 4 AMe3B Normal 43 
$ AM~38 ‘i 
4AM? Sunday's fies 
? AM~38 «6.1 Sun set 
$ Avie Sur sg +" Le e . 6.07 
3:3 oon rises 3.58 AM 
6 asa 3e New Moon—Marh 20 
Dy AM 
12 Ma? Morning Stars—Verus Setura, 
: PM~42 Mars. ‘upiter 
2 Pv~ad 
t PM~aa 
a Pha} 
3 PN 42 
4 %-40 
7 PM .39 
a PM-3 
9 PN-38 , 
10 PM}? _ 
1) Oy 37 Highs 119.49 ant mm 


12 PM~36 > Low 6.93 AM~6.4) PM 


© bulletin Co, from U.S. Weather Bureau 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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‘Stop Giving Everyone the Same Ad Treatment’... 


Why Doesn't Detroit Bring Out a 1958 Model 
Marketing Philosophy? Adman Barnes Asks 


By Harold S. Barnes 

New car sales are sagging. And rather 
badly, too. 

But the automobile makers are re- 
ported to be confident. They’re said to 
believe that good spring weather will 
stimulate sales. 


= Possibly there’s something symptoma- 
tic in Detroit’s faith in the sales stimulus 
of the vernal equinox. 

Once upon a time there was a big sales 
bulge in the spring. But in recent years 
the seasonal sale of car sales has been 
flattening out. Yet the automobile man- 
ufacturers follow in the same old 
mental ruts. 


s# Actually, the automobile industry is 
an amazing paradox. On the one hand, 
it has blazed new trails in mass produc- 
tion and revolutionized our way of life. 
But on the other hand, it has remained 
in many ways a feudal industry. 

Is that an exaggeration? Let’s see. 

Until quite recently, the automobile 
manufacturer shipped the dealer what- 
ever number of cars he (the manu- 
facturer) saw fit. And shipped them 
C.O.D. If the dealer couldn’t sell them, 
that was his (the dealer’s) problem. 


Conspiring to Confuse? 

Nor has the manufacturer shown the 
car owner much more consideration. The 
automobile may be a consumer product, 
but the consumer isn’t exactly treated as 
though he were king. 

Regardless of the consumer’s needs or 
wishes, horsepower has skyrocketed. Re- 
gardless of the size of his garage, cars 
have grown steadily longer. Regardless 
of the size of his pocketbook, cars have 
become increasingly costly to buy—and 
to operate. 


s Both in their design and in their ad- 
vertising, the automobile manufacturers 
have conspired to confuse the poor con- 
sumer. 

Cars look so much alike that a fellow 
has to look twice to know whether a car 
is in the top-price group or one of the 
big three. (They’re no longer called the 
low-price three. And for good reason.) 


Models, Models Everywhere But... 

But the confusion doesn’t stop there. 
There was a time when a guy owned a 
Ford or a Chevy or a Plymouth and that 
was that. But not any more. That’s too 
simple. There are lines within lines. 

Chevrolet is a typical example. Not 
counting the Corvette, there are 16 
Chevrolet models: 

2 Impalas (a subdivision of the Bel 
Air), 4 Bel Airs, 2 Biscaynes, 3 Delrays, 
2 Brookwoods, 2 Yeomans (Yeomen?), 1 
Nomad. 

According to Ward’s Automotive Re- 


Are the automobile manufacturers really tailoring their product and marketing programs to 
the distinctly varied segments of the vast U. S. public? When these segments (which vary great- 
ly in living habits, transportation needs and ways in which they drive and use cars) read the 
car ads do they find a real choice in the kind of vehicle to meet their distinctive needs and 
wants? Veteran adman Harold S. (Rusty) Barnes raises these questions while observing that, 
despite the hundreds of different models turned out by a handful of auto makers, the cars 
in the ads look and sound pretty much alike. In this article Mr. Barnes, a marketing consultant 
and former president of the Bureau of Advertising, ANPA, offers some “1958 model” market- 


ing suggestions to Detroit. 


ports, there are available this year no 
less than 320 (count ’em!) individually- 
priced U. S. built passenger car models. 

One might quite properly ask whether 
this growing profusion of tnodels isn’t 
one contributing factor in the steady 
climb of automobile prices. And, with 
equal propriety, one might ask whether 
brand loyalty isn’t fractionnated into 
series or sub-brand loyalty. 

And if you like your confusion worse 
confounded, you have only to look at 
or listen to the automobile advertising. 


The Ads Sound Alike, Too 

Last year the ads bristled with coined- 
name exclusive features. Today the glit- 
ter of chrome is equalled only by the 
glitter of generalities. The claims seem 
to come off the same copywriter’s type- 
writer. 

Could you, for instance, tell the ap- 
proximate price class—form any sharply 
etched brand image—of these three cars: 

“There’s a special kind of glow that 
goes with owning a new —————. Be- 
hind the wheel, you feel like you’re right 
where you belong. You know you're be- 
ing looked at—and you couldn’t look bet- 
ter. 

“You’re driving the car that’s causing 
the year’s biggest stir. The plain fact is 
that people like to look at —————’s. 
You can’t miss or mistake a —————-! 

“But this car brings you satisfaction 
that goes far beyond its beauty. It car- 
ries you serenely over the miles with 
a smoothness that could only come from 
a new kind of Coil Suspension—or 

’s real air ride. It responds with 
a silken rush that tells you here’s some- 
thing new in the way of V8 power.” 


* * * 
“Scan this sparkling span of light- 
hearted new beauty ————— for ’58! 


Nearly eighteen feet of sheer excite- 
ment. . . captured in a tasteful new mo- 
bile look. There’s new magic in its mo- 


tion, too, with the ‘big-economy-news’ 
Rocket Engine ... and exclusive New- 
Matic* Ride, —————’s true air suspen- 


sion. So come take a test ride at your 
dealer’s soon. See how for 58 
makes real driving pleasure the rule on 
any road!” 

*Optional at extra cost. 


“It’s like being very young again, and 
living to the hilt. It’s a sense of com- 
mand that’s pure and unspoiled. It’s 
power beyond compare. Performance be- 
yond the call of duty. Precision unknown 
in American cars until now. It’s the ’58 

and it’s waiting for you now. 
At your dealer’s.” 
The cars are, respectively, Chevrolet, 


Oldsmobile and Buick. 


® Do automobile advertisements talk in 
terms of the prospect’s daily needs and 
problems? With a few notable exceptions, 
the answer is negative. Apparently, auto- 
mobile advertising isn’t aimed at the 
consumer. Judging by what one sees and 
hears, the major objective of automo- 


JAMES L. FLY—who carried on a blister- 
ing feud with the National Assn. of Broad- 
casters and certain radio network heads 
over what he termed “monopolistic prac- 
tices” during his tenure as chairman of 
the Federal Communications Commission, 
1939-44? 

The Texas-born trust-buster, who grad- 
uated from the U. S. Naval Academy in 
1920 and _= served 
three years as a 
naval officer, quit 
the Navy to become 
a law clerk. By 1926 
his studies won him 
a law degree at Har- 
vard and he went on 
to become special 
Assistant U.S. Attor- 
ney General, serving 
as government 
counsel in anti-trust actions, 1929-34, and 
head of the legal department of the Ten- 
nessee Valley Authority, 1934-39, a post 
he held when President Roosevelt chose 
him for the FCC chairmanship. 


James L. Fly 


# In the post Mr. Fly stressed private 
ownership of broadcasting but opposed 
certain network practices and powers. 
Soon new regulations of FCC were infur- 
iating network and NAB heads and a bat- 
tle royal was on. By 1941, Mr. Fly warned 
an NAB convention: “These men, to di- 


What They’re Doing Today 


WHAT'S BECOME OF ... 


vert attention from their monopolistic 
control, conjure up the bogeyman of gov- 
ernment operation.” NAB president Ne- 
ville Miller retorted: “May it not also be 
said that those who favor government op- 
eration consistently conjure up the bogey- 
man of monopoly, to divert attention?” 
Whereupon the FCC chairman, calling a 
hasty press conference, compared NAB to 
a dead mackerel in the moonlight. “It 
both shines and stinks,” he exploded. 

But tempers cooled. A proposed Senate 
investigation blew over as Senate leaders 
helped move the discussion of monopoly 
problems from speakers’ platforms to in- 
formal conferences. By 1942 Mr. Fly, at a 
House committee hearing, could commend 
National Broadcasting Co. for its “busi- 
ness-like and wholly cooperative way” in 
separating NBC’s Red and Blue networks, 
as ordered by FCC. Subsequently Blue 
network was sold, to become American 
Broadcasting Co. 

In 1944 Mr. Fly resigned from FCC to 
become board chairman of Muzak Corp. 
and its parent, Associated Music Publish- 
ers Inc., where former Benton & Bowles 
head William Benton, owner of AMP com- 
mon stock, planned a subscription FM ra- 
dio network. In 1946 Mr. Fly helped form 
the New York law firm of Fly, Fitts & 
Shuebruk, and he continues today with 
the firm, now known as Fly, Shuebruk, 
Blume & Gaguine. + 
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bile advertising is to impress—and, pre- 
ferably, frighten—one’s fellow members 
at the Detroit Automobile Club. 

One final area of confusion—price. A 
car is the second largest single invest- 
ment the average family makes. That 
being the case, you might think it would 
be helpful to give the prospect a pretty 
accurate idea of what your car costs. 


® Once upon a time—when price dis- 
tinctions were wider—it was pretty 
standard practice to give f.o.b. prices in 
magazine advertising and _ delivered 
prices in the newspapers. But not 
any more. The manufacturers say it 
can’t be done because the price will 
vary from one dealer to another in the 
same area. Wasn’t that true 25 years 
ago, too? What about such commonly 
used phrases as “the usual retail price” 
or “the prevailing retail price?” Other 
manufacturers use them without getting 
into trouble. 

It is rather ironical that many of the 
prices you see quoted in newspaper ad- 
vertising require a magnifying glass. A 
modest asterisk refers you to a state- 
ment in Lilliputian type where you dis- 
cover that the price is f.o.b. the factory 
and does not include state and local 
taxes and, very often, some of the equip- 
ment featured in the ad. 


s Just how crazy and mixed up a price 
situation faces the consumer is demon- 
strated by Dodge’s advertising that it 
costs less than any of 59 models in the 
low-priced field. (Although they don’t 
specify which of the Dodge models this 
applies to.) 

So what happens? With the public in 
the dark about even the base price of 
cars, the less scrupulous dealers have 
themselves a field day. They pack the 
price so they can offer mouth-watering 
discounts and trade-in allowances. The 
public suffers. The reputable dealer suf- 
fers. And while the manufacturer’s sales 
may not suffer, his reputation isn’t ex- 
actly enhanced. 


Will a Small, Economy Car 
Really Lower Our Living Standard? 

But Detroit’s feudal outlook is probab- 
ly best demonstrated by its attitude to 
the small economy car. (To many people 
this means a foreign car, but don’t over- 
look the fact that American Motors is 
doing very nicely with its Rambler, 
thank you.) 

A recent article about the small for- 
eign car in The Saturday Evening Post 
illustrates this attitude perfectly. Two 
examples will do. 


s First, Ernest Breech, board chairman 
of Ford, is quoted as saying: “The facts 
of the European so-called economy 
car are inescapably simple. Purchase of 
a less comfortable automobile of lower 
performance is a cut in the automobile 
buyer’s standard of living.” 

And, if a lot of people either can’t 
afford or perfer not to spend the money 
that even the “low-priced three” cost 
to buy and operate, do you suppose Mr. 
Breech’s advice would be “Let them eat 
cake?” 


= Couldn’t there be, Mr. Breech, some 
happy medium between the “European 
so-called economy car” and the “low- 
priced” American car that costs $2,700 
delivered and gives 12 miles to the gal- 
lon? 

Apparently not, because the Post ar- 
ticle contains a second apt example of 
Detroit’s indifference to the consumer’s 
needs and wishes. If a person wants to 
spend less than $2,000 for a car, the 
automobile manufacturers offer us a 
choice of two solutions: 

1. Buy a used car (which is probably 
past its prime in looks, performance and 
operating economy). 

2. Pick the time and the dealer to get a 
bargain in one of the big-three.(In oth- 
er words, wait till the end of the model 
year—whether or not that is convenient 


| ney a eg eae eter ars 


or possible—and then look for a dealer 
in distress.) 

In what other line of business would 
one find such callous indifference to the 
wishes of the consumer and the welfare 
of the dealer? 


® Probably that’s enough emphasis on 
the negative. What about a mock-up of 
a 1958 model marketing philosophy? 
Here, barons of Wayne County, is one for 
your consideration: 

1, Break down the Chinese wall of 
thinking that surrounds Detroit. 


2. Hang on every one of your executive’s 
office walls a large sign reading “The 
automobile is a consumer product.” 

3. Study people—the way they live, their 
interests, their activities, their problems. 
Take a crash Berlitz course in their lan- 
guage. It’s not too difficult. 


4. Set the motor car in the correct per- 
spective of the average family’s total 
needs. 


® For one thing, study the impact on the 
average family of two fairly recent de- 
velopments: the wide dispersal of indus- 
try and the increase in working house- 
wives. There’s your greatest eventual 
two-car market. But don’t expect these 
people to respond to the same appeals 
as your two-car neighbors in Birming- 
ham and Grosse Pointe. 

5. Stop giving the entire country the 
identical sales and advertising treatment. 
Learn the profitable art of exploiting the 
opportunities created by local and re- 
gional variations. 

For instance, the estimated 12,000,000 

suburban housewives left stranded daily 
by their commuting husbands are con- 
centrated in a few relatively small areas. 
Gear your advertising to potential and 
not to sheer population. 
6. Help your dealers do a better job of 
selling and advertising. Like everybody 
else—including yourself—they’ve gotten 
rusty on selling. And the discontinuance 
of the dealer cooperative funds has 
given them added—and unaccustomed 
—advertising responsibilities. 

One effective first step should be to 

clear out the price jungle. Feature f.o.b. 
prices in your own advertising. Show 
your dealers how to unmask phony dis- 
counts and inflated trade-in allowances 
in their advertising and in their floor 
selling. 
7. Take the brake off your advertising 
agency. You know more about manu- 
facturing automobiles, but they know 
more than you do about motivating peo- 
ple. 

As examples, don’t insist on your ads 
shouting in generalities when over-the- 
back-fence specifics would do a better 
job. Don’t try to make your car look any 
longer than it actually is. Don’t scream 
if the agency recommends using such 
offbeat publications as Good House- 
keeping and the Ladies’ Home Journal. 

In short, if you hire a dog, let him do 
the barking. 


® Finally, study the possibilities of a 
smaller and more economical car with 
at least an open mind. Not a midget 
car like so many of the foreign makes— 
but a family car. But also, not a stripped- 
down version of one of your present 
models. In doing that, you correct 
none of the present disadvantages of 
American cars. The chief thing you strip 
is pride of ownership. 

Ask yourself a lot of questions like 
these: 


e Would the owner be a social outcast 
if the motor were only a 6 and not a V8? 


e What about 150 h.p. instead of 275? 


e Wouldn’t the public settle for two 
feet less between bumpers? 


e Couldn’t I still hold my head up in 
the DAC if my car didn’t have twin head 
and tail lights? 


e If they could save a hundred bucks, 
wouldn’t a lot of people willingly shift 
gears manually? 


Advertising Age, June 23, 1958 


The Creative Man’‘s Corner... 


re 


Wal NES 


+@ 
hie 


HE 1 L77. 


[r 


emma 


S TIMES THE HIGH-QUALITY PROTEIN 


cereal.” 


Hi-Pro hopes to sell. + 


A Unique Combination 


We are sorry. We happen to deplore the kind of advertising that results 
from the conclusion that the product must have “hard sell.” And this adver- 


how you describe them, it’s just a little difficult to believe that Hi-Pro is “a 
unique combination of flavor and food value never before possible in a 


Cereals are not that much different from each other. Cereals are not that 
exciting. If Hi-Pro really has “three times the high-quality of any leading 
ready-to-eat cereal,” just why should we be interested in it? What will it do 
for us? Let’s be specific. Let’s get down to cases—which, after all, is what 


tisement for General Mills’ Hi-Pro is 
a typical example of what happens as 
a result. 


“Two years ago,” says the copy, “no 
one ever dreamed that such a cereal 
was possible.” Honestly—who, two 
years ago, thought of dreaming about 
General Mills’ Hi-Pro? Who, besides a 
group of profit-hungry people at Gen- 
eral Mills, thought of creating a break- 
fast cereal with “as much protein as an 
egg and two slices of bacon...a com- 
bination of more of the important vit- 
amins than many fruits [a weaseled 
statement if we ever heard one] ...and 
more of the important minerals than 
two slices of whole-wheat toast [an 
equally weaseled statement]? 


This is the kind of overwrought ad- 
vertising that causes eyebrows to be 
lifted about all advertising. It is ad- 
vertising that need not be written—as 
it is—to sell the product it promotes. 
Cereals, regardless of their form, are 
pretty much cereals—and, no matter 


Better yet, ask those questions of a 
bunch of families whose weekly take- 
home pay averages $83.68. 

Forecast: Adopt some such marketing 
philosophy as this and two things will 
happen: 

1, Your traditional mechanical ingenuity 
and resourcefulness will enable you to 


Employe Communications... 


build a smaller car that both looks and 
performs well but costs fewer dollars and 
laps up fewer gallons of gas. 

2. In catering to the needs and wishes 
of the consumer—and in being a real 
partner with the dealer—your business 
will be even more profitable than it has 
been in the past. + 


Publisher's Handbook Strikes New Note 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

If you want to take an excursion into 
torpor, spend a few hours examining a 
handful of company indoctrination man- 
uals for new employes. Wistfully des- 
cribed as the manual of welcome, this 
product is invariably damp with the 
perspiration of many authors who some- 
how contrive to squeeze every drop of 
human warmth out of the copy. Top level 
censorship is obvious in every page, and 
the product emerges as a dull compen- 
dium of rules and regulations. It isn’t 
true of all manuals, but it is true of most. 

The scriveners of industry assigned the 
task of assembling an employe manual 
should take a long, searching look at 
the recently issued handbook of Conover- 


Mast. Here is an attractively designed, 
well printed publication. The copy is 
superb. It makes no effort to trumpet C-M 
to the skies; it merely states the facts, 
simply and without affectation. 

From the opening greeting of board 
chairman B. P. Mast to the dignified, 
sensible and affectionate signoff 36 pages 
later, the manual holds interest for the 
reader. 


= The opening page provides a clue as é 


to quality of copy: “You are now a mem- 
ber of the Conover-Mast organization. 
What does Conover-Mast do? It publishes 
trade magazines. Trade magazines are 
also known as trade papers, trade jour- 
nals, business papers, business publica- 
tions, or technical, professional, indus- 
trial publications. 

“What does a trade magazine do? Well, 
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hats progress 


Don McNeill’s in the same place he was 25 years ago—at the helm of The Breakfast Club on ABC Radio 
and in the homes and hearts of millions of American listeners, young and old. From that vantage point 
he has done—and is doing each weekday morning—a lot of personality selling, backed by his famous 
cast including FRAN “AUNT FANNY” ALLISON, SAM COWLING, DICK NOEL, CAROL RICHARDS 
and EDDIE BALLANTINE and the orchestra. Don, his fine cast and many, many loyal listeners have 
given The Breakfast Club a record unmatched in network radio. This wonderful insti- 
tution of the American morning is celebrating its happy 25th birthday all this week. 


DON MENEILLS BREAKFAST CLUB on ABC RADIO 
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it keeps people up to date on what is 
going on in their particular line of work. 
More than 2,000 trade magazines are pub- 
lished in the U. S. You can hardly think 
of any profession or any kind of work 
that does not have its own trade maga- 
zine. It doesn’t matter whether you are a 
doctor, plumber, printer, dress shop 
proprietor, advertising man, banker, 
boatbuilder, baker, or whatever else, 
there is a special publication for you. 
Probably several.” 


= The C-M manual authors have pro- 
ceeded to a thumbnail history of Con- 
over-Mast; a brief, informative highlight 
stripped of historical wind and syrupy 
salutes to the founders. They tell what 
the products are, how the concern has 


On the Merchandising Front... 


grown, what the chances are for advance- 
ment. 

Benefits are covered adequately but in 
capsule, and written so that a new em- 
ploye doesn’t need to dash to his super- 
visor on the first morning for clarifica- 
tion. One standout feature of the job is 
a description of the functions of each 
department. In industry manuals, these 
tours-in-print often leave the reader 
asleep at the first department, but C-M 
leads the reader through a lively, read- 
able once-over-lightly of publishing func- 
tions. Type is large and open; margins 
are more than ample; illustrations are 
light in treatment. In short, it’s a bell- 
ringer in communication by manual. 

Conover-Mast headquarters are at 205 
E. 42nd St., New York 17. # 


The High Cost of the Fussy 10% of Customers 


By E. B. Weiss 

The department store was among the 
first—if not the first—mass retailer to de- 
velop the concept that “the shopper is 
always right.” As part of that concept, 
the department store took the position 
that, whatever the cus- 
tomer wanted in the 
way of merchandise, it 
was up to the store to 
provide. This led to the 
enormous assortments 
by brands, colors, sizes, 
price lines, etc., that 
have typified depart- 
ment store inventory 
for years and which, of 
course, in substantial 
measure now contribute to the department 
store’s high cost of doing business. 

When each of today’s major chains 
started—and, originally, they were, of 
course, the discount houses, the low mar- 
gin retailers of their respective eras— 
their basic philosophy was almost diamet- 
rically contrary to that of the department 
stores. They were going to inventory only 
a limited number of duplicating brands, 
sizes, colors, price lines, etc. This was true 
of the variety chain when it started—of 
the drug chain—and of the food super. 


E. B. Weiss 


= In essence, their philosophy was quite 
simple. It was premised on these very 
sound conclusions: 

1. Some 10% of the shopping public is 
extremely fussy in its wants. A part of this 
10% includes what retailers privately call 
the “lunatic” fringe of shoppers. They 
insist on brands, sizes, etc., that most 
people don’t want; they make almost as 
many complaints as the remainder of the 
90% of shoppers; their total returns of 
merchandise for superficial reasons (and 
for no reasons at all) are completely out 
of line. 

2. Let the department stores cater to 
this fussy 10%— it will run up their costs; 
we will keep our overhead down by turn- 
ing thumbs down on the fussy 10% of 
shoppers. We will keep our stocks nar- 
row—and even shallow—so long as we 
fairly effectively cater to the 90% of 
“normal” customers. 

And for low margin retailing that was— 
and is—sound mass retailing philosophy. 


= But year after year the chains have 
been showing a growing degree of inter- 
est in the fringe of fussy shoppers. (One 
cause has been the broad tendency to buy 
allowances rather than to buy built-in 
velocity of turnover.) And today we find 
that most chains are carrying assortments 
in one classification after another that 
begin to rival the assortments that are 
quite typical of at least many, if not all, 
department stores. 

Even the food super has followed this 


trail. The modern food super, in its food 
inventory, shows an assortment of brands, 
sizes, etc., that can be explained only by 
the philosophy, “We won’t let a single cus- 
tomer walk out because she can’t find her 
favorite brand (or size, color, count, etc.) 
in one of our stores.” 

Years ago one of the prime examples of 
the rather ridiculous lengths to which this 
concept had led the department stores was 
the hosiery department. It was not ex- 
traordinary for a hosiery department in a 
department store to boast of as many as 15 
brands; some went up to 20 brands. As 
might be expected, some three or four 
hosiery brands usually accounted for up 
to 75% and even 80% of the department’s 
total volume; some eight to ten brands 
would account for perhaps 20% of the vol- 
ume, with several brands doing less than 
2% of the total hosiery department’s 
volume. 


= Today we find much the same story in 
one classification after another in variety 
chains, drug chains—and the food super. 
This is well illustrated by a simple set of 
facts: 

* 1. Originally, the food super moved 
merchandise by the case. 

2. Today, nine out of ten food items in 
the food super chain sell at a rate of 
less than one case per week per store 
unit. 

Let’s go back to the department store 
hosiery example for a moment. A typical 
experience of a few years ago in this out- 
let would, as has been mentioned, show up 
to a dozen brands and more, with just 
three or four accounting for the bulk of 
the volume. Presumably the food super 
has escaped this trap. But has it? 

The figures suggest quite the opposite. 
For example, there may be 24 items 
in canned corn—with 15 accounting for 
89% of total unit sales. In baked beans— 
25 items, yet 12 account for 85% of the 
units, ete. 


= In what must inevitably wind up as a 
futile attempt to serve the fussy fringe of 
shoppers, it would appear as though chain 
store assortments have become too broad. 
And this, in turn, raises a question with 
respect to the validity of the chain store’s 
constant complaint about lack of space. 
Clearly, if assortments were somewhat re- 
duced, and if the space thus made avail- 
able were proportionately concentrated on 
the brands, sizes, colors, etc., that appeal 
to 90% of the market—the chains would 
reduce their costs, increase their volume, 
and better serve the majority of their cus- 
tomers. 

Moreover, the notion that the full shop- 
ping requirements of any considerable 
percentage of customers can be perma- 
nently won by any store is hardly well 
founded. Every check ever made definite- 


ly proves that no mass retailer today—de- 
partment store, chain store, mail order 
store, etc.—gets the major part of its total 
volume from a fiercely loyal group of 
shoppers. (Incidentally, as all mass stores 
look alike, stock the same brands, etc., it 
follows that the body of loyal shoppers 
tends to shrink still more.) Why, then, 
pile up inventories in a rather vain effort 
to make loyal customers out of the fussy 
fringe of customers who by their very 
nature tend to be the least loyal? 


= It would appear that since the net prof- 
it percentage of most mass retailers will 
hardly be pleasant reading for 1958—and 
probably for 1959, too—perhaps these out- 
lets will be more receptive than for some 
time to a sound presentation of apportion- 
ing space in accordance with turnover, 
rather than permitting space to be wasted 
by catering to the whimsies of a fussy 
fringe of some 10% of customers. A few 
manufacturers are using business paper 
space smartly to present the proportion- 
ate space story. However, that story is too 
seldom effectively presented to chain 
headquarters. # 


Advertising Age, June 23, 1958 


ART & COPY 


ALL YOU EVER WRITE IS... 


From an Art Director's Viewpoint... 


Say It with Flowers 


Guardian and mascot of the Four Roses Society 


(Are youe weember?) Yes wey par Vey 
the head uf Socisble BIR the Fourth. Ret dewt sacl 
teach for one of thew smouth drmke unter bow a 


Duce you've tated, pou're “in” with Mt beobe 


You belong with Four Roses...the sociable drink 


By Andy Armstrong 

Once upon a time, the Four Roses ads 
were charming pieces of ingenuity. Or at 
least that is the way we remember them. 
Didn’t the roses turn up in rural mail box- 
es and cakes of ice? Didn’t they hang 
from finely wrought 
chandeliers? The plots 
invariably were star- 
tling. They caused one 
of those rare waves of 
conversation in and out 
of, the business. People 
said, “Have you seen 
the latest picture of the 
four roses?” Other 
advertisers were jeal- 
ous, and the readers 
were happy. 

The name of the whisky was only one 
move away, as long as the roses were real. 


Andy Armstrong 


= Today, they are not real roses. They are 
a symbol, not of the whisky they came 
from, but of a club you belong to if you 
drink the whisky. That puts the brand 
name three moves away. From whisky to 
real roses to symbol to club. 

Now what kind of club is this? Well, 
it is not much of a club, really. Nothing 


reewgpined wunbes whiskey x 


m fangs 


like the Williams After-Shave club. No- 
body you know. A few successful-looking 
business types get together in various 
rumpus rooms. They don’t play poker or 
throw darts or anything. They spend their 
time showing each other the insigne of the 
club. Usually the most successful-looking 
gent holds the plaque for the others to 
exclaim about. And if you believe in that 
plot, you believe in elves. 

But that is just the beginning. Lately, 
this club has gotten itself a bulldog. The 
copy hints that he will swallow your arm 
if you try to get a drink without a mem- 
bership card. His other job is to wear the 
plaque. 


= The brand name is now four moves 
away from the reader. From whisky to 
real roses to a symbol to a club to dog 
equipment. 

Wouldn’t it be simpler to get four beau- 
tiful roses and a fine glass of whisky in 
front of the camera, and start over? There 
must be hundreds of ways to bring the ap- 
petite back. The reader could have his 
flowers and a drink and not so much to 
figure out. And nothing to join up with, 
except the product. # 
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Give us These Two Days With Your Circulation Director 


and We Will Give You A Better Circulation Department! 


3rd Annual Circulation Seminar for 
Business Publications to be held 
August 13 & 14 at Air-conditioned 
Edgewater Beach Hotel, Chicago 


Yes! Give us these two days with | would be asked to give full support 
your key circulation people and we|to this annual Seminar. 
promise your circulation department 
will function more efficiently. The : 
Seminar is the only national circula- | 40w The Seminar Blossomed! 
tion meeting for business publica~ The many important associations 
tions. It is designed entirely to an- | |isted on this page gave wholehearted 
swer the many perplexing, workaday | support. The 1st Seminar was held 
problems that face business papers | jn August, 1956. It was extremely 
with paid or verified circulation. | successful. The 2nd Seminar was 
held last August. Over 450 business 
publications were represented! And 
now the 3rd Annual Circulation 
. . seminar will be held on August 13 
Three years oge circulation man | and 14 at the Edgewater Beach Hotel 
agers of business publications in the age a he 
Chicago area agreed on the need for go. 
a once-a-year, national meeting 
where the circulation pny Pag 
business publications co is- . 
pap oe Need This More Than 


At this meeting, circulation man- You Realize! 
agers with their key assistants from No matter how smeothly you thinl 
business papers all over the country your circulation department is op- 
would get together to compare notes, erating, there’s plenty of room for 
to exchange ideas, to observe the improvement. That’s characteristic 
latest systems and methods of ful-| (¢ the business. The problems in- 
fillment and direct mail promotion. volved in subscription fulfillment 

Seminar classes would be headed | and direct mail promotion are many 
by experienced circulation men and | and tricky. There are no pat answers. 


How The Seminar Started 


Your Circulation People 


geared to everyday activities of cir- | There’s always a better way of doing | 


culation managers — ged key = it! 
sistants. Sessions wo cover the = kno that better 
many mail circulation problems fac- Pa ple MP ogden and 
ing business papers, and the com~ | his key assistants. Give them the op- 
plex problems of subscription ful- portunity to attend the Seminar... 
fillment and personnel. to gain from the combined experi- 
Top men from the U.S. Post Of- | ences of others. 
fice would be available to give spe-|  ponember. —every time your cir- 
cific answers to questions on aNy | .jstion department puts a better 
phase of the postal system. idea into action, that idea keeps 
Commercial exhibitors would show | working for you month after month, 
the latest types of equipment and | year after year. Just one or two good 
services available for efficient use by | ideas picked up at the Seminar (and 
business publications. your staff will get many excellent 
And the leading associations with- | ideas!) will far more than pay the 
in the business publications field 'low cost of attending. 


"Our key circulation 
people attend the Seminar 
for IDEAS” 


Maynard L. Reuter, Vice President 
The Billboard Publishing Company 


“ |. and many of those ideas pay off 
for us throughout the year in better 
subscription fulfillment methods and 
increased direct mail returns. Busi- 
ness paper publishers can 
much by sending their circulation 

le to the Seminar. At last year’s 
Goer the enthusiasm and eager- 
ness of those present both to learn 
and to share their knowledge with 
others was inspiring. They came for 
ideas and got them!” 


rofit | 


Your Questions About Specific Circulation Problems 


Will Be Answered By Expe 


AUDIT BUREAU OF 
CIRCULATIONS CONSULTATION 
CENTER 
Top staff men of the ABC will 
be on hand for the entire two 
day session to answer individ- 
ual questions about ABC pro- 

cedures or policies. 

BUSINESS PUBLICATIONS 

AUDIT OF CIRCULATIONS 

CONSULTATION CENTER 
Experts from the BPA will an- 
swer specific questions about 
BPA procedures or policies. 
Available constantly for the 
two full days. 

VERIFIED AUDIT 
CIRCULATION CENTER 


Expert staff on hand constantly 
to answer all questions about 
policies and procedures. 


CIRCULATION DIRECTORS 
CONSULTATION CENTER 


Free and expert advice on your 
individual circulation problems 
will be given by qualified mem- 


Two Day Seminar Gives Answers to Business Paper Problems 
of Circulation Mail Promotion, Subscription Fulfillment and Personnel 


Practically every important workaday circulation activity will be covered 
in detail by circulation experts who are successfully solving the same 
problems that confront you. 

Here’s a brief outline of some of the subjects slated for Seminar Classes. 
Be there with your staff. Take back proven ideas and tested methods 
that will pay off for you for years to come! 


How To Write Direct Mail Promotion| should be doing to expedite service. 
That Gets Results for Business summary of Recent Changes in 
Papers Postal Regulations 

How To Collect A Greater Percent- : + 
Sip se Farennts Seve Cents ck-| oe emeetermatanet Bese Atel 
scribers they mean to you .. . how to pre- 

Subscription Renewal Promotion| pare them. 

Techniques That Pay Off Preparation of 3rd Class Mail. The 

Time-Tested Fulfillment Procedures; basic facts that every circulation 
That Cut Costs man should know. 


The Place Of Market Research in |Managing A Circulation Department 


Circulation —The things to do that get best 
Proven Techniques of Verification| Production at lowest cost. 
and Classification Personnel Problems—proven tech- 


A : i for hiring new people, get- 
Preparation of Second Class Mail—a| "dues 
complete explanation of the rout-| ‘ing most from old employees. 
ing and distribution system used How The Circulation Department 
by the Post Office. What you! Can Work Best With Advertising 


and Editorial Departments. 
Complaints—what to do about them. 
Filing—techniques that work best. 


PLUS .. . many other subjects cover-. 
ing the workaday activities of your 
circulation staff. 


PLUS .. . Gallery of Tested Mailing 
Pieces 

* ABC Consultation Center 

* BPA Consultation Center 

* VAC Consultation Center 


* United States Post Office 
Consultation Center 


* Chicago Circulation Round Table 
Center of Information 


* Commercial Exhibits 


PLUS . . . Two excellent luncheons, 
and guest speakers. All for only $20 
per person for the two full days. 
PLUS ... Free field trips after Semi- 
nar to Chicago business paper pub- 
lishers. See reservation coupon for 
details. 


rts At Consultation Centers 


bers of the Chicago Circulation 
Round Table. 


U.S. POST OFFICE 
CONSULTATION CENTER 


Top men from the U.S Post 
Office will answer specific ques- 
tions about postal matters. Get 
the latest rulings, regulations. 
Find out about zoning, mailing, 
inserts, latest mail rates, etc. 


GALLERY OF TESTED 
MAILING PIECES 
This exhibit will display new 
promotion letters, subscription 
insert cards, collection letters, 
verification and_ classification 
letters, acknowledgements, etc., 
all of the different kinds of 
printed material used by the 
circulation departments of busi- 
ness papers. 
COMMERCIAL EXHIBITS 


The latest types of equipment 
and services available for effi- 
cient use by business papers 
will be on display. 

FREE FIELD TRIPS AFTER THE 

SEMINAR 

On Friday, August 15th, the 
morning after the Seminar, 
free field trips will be con- 
ducted by members of the Chi- 
cago Circulation Round Table 
to show actual fulfillment sys- 
tems operated by Chicago busi- 
ness paper publishers. For more 
details, see coupon below. 


Here’s our check for $ 


lications to be held at the Edgewater 


sultation Centers, Promotion Gallery, 
Village Luncheons and Speakers. 


My Name 


Impressive List of 
Associations Give Full 
Support To Seminar 


| Advertising Publications, Inc., pub- 
l\lisher of Advertising Age, Adver- 
‘tising Requirements and Industrial 
Marketing, is the sponsor of the Cir- 
‘culation Seminar with the full co- 
‘operation of the following organiza- 
|tions: Chicago Circulation Round 
|Table, Chicago Business Publications 
|Ass’n., Mail Advertising Club of 
| Chicago, Audit Bureau of Circula- 
tions, Business Publications Audit of 
Circulations, Inc., Circulation Man- 
agement Magazine, Direct Mail Ad- 
vertising Ass’n., National Business 
Publications, Inc., National Circula- 
tion Round Table, and the Subscrip- 
tion Fulfillment Managers Ass’n. 


Last Year More Than 450 


Business Papers Attended 
Here’s a partial list of those business 
papers attending last year’s seminar: 


ATA News Industrial Packaging 

Advertising Age Industry Power 

Advertising Requirements Inland Printer 

Air Cargo Magazine Inplant Food Management 
& Official Guide Jobber Topics 

American Artisan Lockwood Trade Journal 


American Business McGraw-Hill Publications 
American Motel Magazine Men's Wear 


American Restaurant Modern Beauty Shop 
Appliance Manufacturer © Modern Industrial Press 
Architectural Record Modern Railroad 
Automation Motor Service Magazine 
Automotive Industries Office Appliances 
Brick & Clay Record Official Container Directory 
Boxboard Containers Pacific Fisherman 
Building Supply News Package Engineering 
Ceramic Industry Packaging Parade 
Chemical Processing Pit & Quarry 
Christian Life Popular Merchandiser 
Concrete Products Postgraduate Medicine 
Construction World Practical Builder 
Corn Belt Publishing Pulp & Paper 
Diesel Progress Roads & Streets 
Domestic Engineering Rock Products 
Electrical Dealer Standard Rate & Data 
Electronic News Stee! 
Factory Magazine Street Engineering 
Fibre Container & Super Service Station 
Paper Board Mills The Hotel Monthly 
Food Business The Lumberman 
Food Packer The Modern Hospital 
Food Processing The Nation's Schools 
Foundry The Oi! Daily 
Hardware & Housewares The Paper Industry 
Heating, Piping & Air The Quill 
Conditioning Today's Health 
Hoard's Dairyman Transport Topics 
IMinois Beverage Journal Welding Engineer 
Industrial Laboratories Western Livestock Reporter 
Industrial Marketing Werld Construction 
Mail Your Advance 


Reservations Now 


Here is a once-a-year chance to 
keep your circulation manager and 
his key assistants posted and in- 
spired. However, facilities at the 
Edgewater are limited. To assure 
your staff definite reservations, at- 
tach your check to the coupon be- 


coverage os. 
at $20 per person for the 3rd Annual Circulation Seminar for Business Pub- 


14, 1958. If our plans change, our reservation money will be refunded. 
The $20 per person charge covers all Seminar Sessions, the Two-Day Con- 


low and mail today, 


MAIL YOUR RESERVATIONS TODAY 


CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS 
200 E. Illinois Street, 


Chicago 11, Illinois 
reservations (list attached) 
Beach Hotel, Chicago, August 13 and 


Products on Display, two Polynesian 


Title 


Company 


Street 


City Tone State 


Count Us In On The Free Field Trips After The Seminar 
Please include us in the following free field trips conducted by members of 


the Chicago Circulation Round Table the morning after the Seminar (Friday, 
August 15) to see the following types of subscription fulfillment methods 


Practical Builder, Myron Hartenfe 
Hospital Publishing Co., and John Reardon, President, Publishe 
Circulation Director, Haywood Publi 
iHinois Street, Chicago 11, lilinois. 


PROGRAM CHAIRMAN: Stanley Roy, Circulation Director, Office Appliances; PROGRAM COMMITTEE: Charles Baker, Circulation Manager, 

id, Circulation Director, Advertising Publications, Inc., Walter Nohstadt Jr., Circulation Director, Modern 
rs Circulation Service; COMMERCIAL EXHIBITS CHAIRMAN: William Howat, 
shing Co. For further information write to: Myron Hartenfeld, Chairman, Circulation Seminar, 200 E. 


operated by Chicago business paper publishers: (Check which) () Addresso- 
graph, [) Elliot, 7] Speedaumat, [] Addressograph-Remington Rand Punched 


Cards, (] IBM Punched Cards, [j Scriptomatic. A23 
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Salesense in Advertising ... 


What Have You to Lose? 


By James D. Woolf 

Says Howard G. Sawyer in Scan: “In 
all my years in this advertising business 
as a writer, researcher and observer, I 
haven’t seen the slightest scrap of evi- 
dence to support the statement that peo- 
ple won’t read long 
copy.” Mr. Sawyer is 
a vp of James Thomas 
Chirug, Boston agency. 

I agree in general 
with Mr. Sawyer’s ex- 
perience. Over the 
years I have had a 
hand in _ producing 
many campaigns that 
used long copy with 
fine success. However, 
I believe that a great deal depends on the 
product. When the product is a trivial 
item—candy bars, soft drinks, chewing 


No other 
ketchup es 
tastes like 
Heinz! 


James D. Woolf 


i fe vane in 


The World's Largest-Selling Ketehup 


Now comes in two convenient sizes! 


A SUGGESTION—This full-color page in its 
original form contained only display type 
and no copy. I have rearranged the layout 
slightly and inserted a small block of text 
matter. In my opinion the allover impact 
of the ad is in no way impaired. The text 
may be rewarded with a “Read Most” of, 
say, 3%, but this is a plus that doesn’t cost 
the advertiser a penny. 


gum, eic.—the reader is not likely to read 
more than a few words of copy. Neverthe- 
less, I see no reason to omit all copy, or 
nearly all copy, even when the product is 
not one of major interest. 


= Before me, for example, is a full-page 
magazine advertisement for a food article 
with a Starch “Noted” rating of 37% and 
a “Seen-Associated” rating of 29%. Since 
it contains less than a dozen words of copy 
in 18 pt. display type, its high “Read 
Most” rating of 19% is to be expected. 

Now this question occurs to me: Would 
these ratings have been reduced if the 
advertisement has contained 60 or 70 
words of informative, reason-why copy? 
There is a generous area of surplus white 
space that easily could accommodate a 
panel of copy without in any way impair- 
ing the physical attractiveness of the ad 
and its attention-getting effect. 


s Suppose that the added panel of copy 
earned a “Read Most” rating of, say, 3%. 
In a magazine such as Life, with an esti- 
mated readership of 25,000,000 or more, a 
“Read Most” rating of 3% would mean 
that 750,000 interested persons would have 
read 50 or 60 words of selling copy about 
the virtues of the product; ten insertions 
over a year would add up to 7,500,000 
readers. What would we have to lose by 
such a procedure? The added panel of 
copy would not repel scanners of the ad; 
as a whole the ad would still get its 37%, 
29%, 18% ratings. Wouldn’t the adver- 
tiser be rewarding himself with a worth 
while plus value without subtracting one 
whit from the ad’s eye-catching effective- 
ness and allover impact? 


= It seems to me that the numerous ad- 
vertisers whose ads include no copy, or 
almost none, are missing a good bet. + 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book, for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Mail Order and Direct Mail Advertising ... 


Why a Continuing Follow-Up Pays 


By Elon G. Borton 

In our preceding column we talked 
about the value of following up lists or 
inquiries by a series of mailings. Let’s 
talk a bit about why this is necessary and 
profitable. 

First of all we should 
recognize that a re- 
peated follow-up of 
customers or prospects 
is not peculiar to direct 
mail as against other 
forms of advertising, or 
even against personal 
selling. Every adver- 
tiser knows the value 
of continuity and so 
does every sales man- 
ager. The first keeps repeating his message 
over and over again and the salesman 
rarely opens an account on his first call. 
That’s human nature. 

With direct mail you cannot be sure 
that your mailing will reach your pros- 
pect when he is in a receptive mood. 
Any one of a hundred different things 
may render him indifferent or even an- 
tagonistic. He may have no interest in 


Elon G. Borton 


or need for your product at that moment. 
He may be short of money or worried 
over a business or personal problem—or 
just busy. But a second or third or twen- 
tieth mailing may hit him when he is 
in a good mood. 


= Second, people forget quickly. The 
recipient of your mailing may be inter- 
ested at the moment but by the end of a 
week only a fraction of these recipients 
may remember your product and by 30 
days (some researchers say even sooner) 
almost all of them will have forgotten 
you. A thousand and one things are clam- 
oring for his memory as against your 
story. The “curve of forgetting” is very 
sharp and every seller must keep telling 
his story over and over. 

Third, it takes a lot of telling to get 
a story of a product or service into a 
person’s mind so that he will act. It re- 
quires a chain of impressions so that, 
when he is ready to act, your name or 
product name will come quickly to mind 
or so that he will act at once on your 
mailing appeal. 

This is not just true of direct mail. The 
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READ THE COPY—AII of the Hathaway color 
pages, including those featuring Baron 
Wrangell, are exceptionally potent eye- 
catchers. Possibly the admaker is often 
tempted not to clutter up the effect with 
text, but he stoutly refuses to succumb. 
Incidentally, most favorable comments 
concerning Ogilvy ads have to do with 
their masterly art treatment. Read his 
copy some time; it is superb. 


ADDITION—The copy in small type, as you 
see it here, did not appear in the original 
ad. It has been pasted in, covering up part 
of the man’s hand and a few of the can- 
dles. But what harm is done? The over-all 
attractiveness and eye-catching quality of 
the page is not one whit impaired. 


radio or television commercial is repeated 
hundreds of times, the salesman calls 
back regularly, the printed advertisement 
appears frequently in newspapers or oth- 
er publications. But, by its very nature, 
direct mail can make more profitable 


Advertising Age, June 23, 1958 


What do eggs scramble for? 
flunts of course! 
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ADDED VALUE—The small block of copy in 
the lower left-hand corner of this color 
page did not appear in the original ver- 
sion. I am sure that this ad’s high Starch 
“Noted” rating would not have been im- 
paired by a single percentage point if this 
copy had appeared in the original. A 
“Read Most” rating of only 2% or 3% 
would be an added value. 


use of continuity. 

There are plenty of cases where a sin- 
gle mailing has brought big results but 
there are even more cases where a con- 
tinued follow-up has done an even better 
job. + 


Looking at Radio and Television. . . 


TV Staleness Drives Eggheads Away 


By the Eye and Ear Man 

Every now and then, a weary television 
viewer is heard to mutter, “There ain’t 
nothin’ worth lookin’ at on television. I 
don’t even turn the damn thing on any 
more.” Is this the case? And is anybody 
doing anything about it? 

According to the research bibles of the 
television industry, there is no letup in 
television viewing. The average home still 
is tuned in more than five hours per day 


every day of the year with a peak in the 
blustery winter months and a nadir in the 
steamy summertime. 

Every year the number of homes tuned 
to the average tv show gets higher. It is 
now about 9,000,000 homes any average 
minute to the medium rated program. In 
general, the medium rated programs are 
better in quality than formerly, at least 
from a technical point of view. 

But the hue and the cry is heard. True, 
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Clement puts the thrill of your new car in print 


Clement color printing has been serving the Clement is an old hand at this kind of 

automotive industry in their new carcampaigns __ printing and distribution. Your Clement man 

for over 20 years. (address below) will be happy to show you 
The automotive industry must have printing, examples of work for the automotive industry 

for example, that matches its own color styling and many other leading national advertisers 

with inks and faithfully reproduces fine finish, and publications. 

high gloss and sharp detail. Then the printed 

job must get out to car and truck distributors Jw lemon ee 

and dealers precisely on schedule; in precisely iadilatierees of Guaitte Peta a 

the right quantities. Executive Offices: 8 LORD ST., BUFFALO 10, N. Y. 


SALES OFFICES: GRAYBAR BLOG., NEW YORK, FISHER BLDG., DETROIT 


SUBSIDIARIES: CLEMENT COLORTYPE INC., CHICAGO, PACIFIC PRESS, INC., LOS ANGELES, PHILLIPS & VAN ORDEN CO., SAN FRANCISCO 
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it starts with the intellectual or upper 
income groups, who reluctantly allowed 
television to enter their homes, and later 
became absorbed in the entertainment 
aspects of the medium to the point of 
being disgusted with their weakness in 
watching wrestling and old movies. 

This group has now tired of the least 
common denominator programming and is 
undoubtedly rebelling against it. This 
group also represents the leaders of the 
community but not the bulk of it. But be- 
cause this group is vocal and because the 
snob association rubs off on the next stra- 
tum, the small voice in the vast wilderness 
must be heeded if television is to continue 
to reach nearly everybody. 

The principal programming factor that 
causes this lack of enthusiasm is sameness. 
The westerns and mysteries and little 
family comedies and quizzes are reflect- 
ing each other’s duplication of plot. It is 
getting so that any high school freshman 
can anticipate the plot of the typical 
television show or call out a variation of a 
quiz program before it starts. 

At the same time, the advertiser hesi- 
tates to try something new and untested 
because he has so much money riding on 
the results—about $35,000 a commercial 
minute. Why indeed, in times when hard 
selling is essential, should the advertiser 
take an unnecessary risk? 


= Networks, which originally could ex- 
periment with different types of program- 
ming, are also locked in the dilemma of 
having to make money and cut out frills. 
They can invest in pilot films, but they 
cannot put them on the air unless some- 
body underwrites them. And so the vicious 
money circle rotates. You must follow the 
proved pattern or—kaput—off with all 
of their heads. 

There is a bright spot on the program- 
ming horizon. It is the irregularly sched- 
uled shows. These shows, if their theme is 
of general interest, always get better 
than average ratings. They apparently 
give even the casual viewer something 
extra to look forward to and he makes 
time to try them. 

But the special brings a problem of its 
own. It almost always costs more then a 
regularly scheduled show for the obvious 
reason that star performers working once 
must get paid more than those guaranteed 
a running part. All other items cost more, 
too. The sets that are used only once, the 


arrangements, the leading actors, etc. 

In addition to show costs, the special 
must be publicized. An infrequently 
scheduled program must be called to the 
public’s attention by newspaper or pro- 
gram guide advertising and must be ac- 
companied by collateral publicity. All this 
costs around $100,000 to do the job right. 

Then the commercial must be or should 
be specially made to fit the bigtime envi- 
ronment. This cannot be amortized over a 
spot schedule. It must be chalked up to a 
single show. Does all this extra cost pay 
off for the advertiser as well as the public? 

Generally, it does not. At least not by 
relative costs. A half-hour show on a 
regular basis is still the most economical 
form of tv for a frequently purchased 
product. Only infrequently purchased 
products, hard goods, or some such event 
as the introduction of a new line or prod- 
uct can live with the extra premiums that 
specs cost. 

What will television do, alas? In the 
first place, television will go on pleasing 
the typical guy. He is still the target for 
the least common denominator audience 
and he must be pleased in order for a 
mass medium to pay off. 


a This shirt-sleeves audience as yet 
shows no sign of being surfeited. These 
people like exactly what they are getting 
on television and they picked it. There- 
fore, they don’t see what the fuss is about. 
Television is their sole entertainment and 
they think it is great. 

To the guy who has to be wooed back 
to television, the special is part of the 
plot. Once he is lured back into the tent, 
he is caught for good. He will spend a 
little time before or after the special he 
turned on to watch—and the old habit 
will take over. 

The trend back to comedians and com- 
edy this coming year will be pleasant 
news to the typical and the atypical view- 
er. There is nothing like a good laugh 
afer a hard day at the office and the co- 
median is the guy who transcends all class 
lines. 

As for the experimentation, the net- 
works must again be the leaders. No ad- 
vertiser can risk a daring new show, but 
networks can use them as spot carriers. 
When they do and when an advertiser can 
place his spots on a number of different 
shows to spread the risk, the daring and 
the durable can coexist. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

A letter to the editor discusses whether 
retail advertising should sell the item or 
the store:“—sometimes the items are 
stronger than the store, and sometimes 
the store is stronger than the items. This, 
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of course, leaves Clyde Bedell in the po- 
sition of picking the wrong time to criti- 
cize the retailers’ efforts, unless he has 
inside information on the subtleties that 
direct the selling emphasis of the store at 
the particular time the advertisement 
runs.” 

The writer suggests a store must either 
sell itself or its items. Life is not that 


simple. Sometimes a store has to sell an 
item, or a department, or an idea, or the 
whole store—or a combination of these. 


= Retail advertising is the result, gener- 
ally, of very unscientific and haphazard 
routines within a store, which miserably 
fail to coordinate what buyers know with 
what ad people know, in the interest of 
good selling. Therefore, if there are at 
the outset any intentions for subtlety, 
they are almost universally meat-axed 
by the erratic and gross exigencies of 
typical retail ad creation. 

When I read an ad offering merchan- 
dise for sale in expensive space, I am 
not stupid enough to believe that the 
store doesn’t want to sell it, but is in- 
stead, subtly selling the store. When an 
ad is obviously directed toward an insti- 
tutional effort, I am tough enough to be- 
lieve that even that ad should really 
“sell.” 

With very rare exceptions, ads pro- 
claim their intentions by what they say. 
They proclaim their weaknesses by what 
they fail to say. 

The ad shown here is a weak ad. I 
don’t have to ask what the store is “try- 
ing to be in its advertisement” to say: 
“This is a poor ad.” It offers “luxurious 
loose pillow back sofas” and therefore 
should render all possible service to the 
customer, hence to the store, within the 
space provided, as regards these sofas. 

However, although these look like 


leather upholstery, the ad says simply, 
“handsome decorative covers.” It would 
be hard to think up a less illuminating 
phrase. 

Yet, women who are interested are vi- 
tally concerned with the coverings. Are 
they fabric or imitation leather of some 
type? Slick and shiny, as the picture sug- 
gests, or grained, pebbled? What does 
“decorative” mean—patterned? Are they 
fabric—cotton and rayon maybe? Or 
what? 

And since when are colors unimpor- 
tant? Not the slightest clue here as to 
colors! That’s subtlety all right. 

Was the ad successful? No—not from 
the dollars-and-cents standpoint, for it 
wasted its opportunity. This big business 
has three stores—and a good deal of 
traffic, especially in February. It has a 
good name, and February bargain hunt- 
ers for sofas might well respond even to 
such an incompetent ad. All things con- 
sidered (including windows), perhaps the 
store sold as many of these as it ex- 
pected to sell. But it was not due to any 
effective use of the advertising dollars 
allotted to this offering. 

Instead of condemning the ad, should 
I first enquire of the store, “What are you 
trying to be in your advertising in this 
case?” Since the ad fails the public, if the 
store says, “Oh, we're just trying to be 
a store selling a store. We don’t care 
about selling the item,” it still is weak 
and wasteful advertising. + 


Here is a simple way to start learning 
to draw the human figure. These 
symbols, or cartoons, can be made to 
perform remarkable feats if neces- 
sary. 

They can also be grouped, or placed 
individually, to do everyday things 


How to draw cartoons 


Beginning a new series for copywriters who want to learn to draw well 
enough to help them communicate their ideas 


- 
a 3 8 ] 


like sitting and walking. 

Some copywriters will want to save 
this page and use it for reference, un- 
til they are familiar with the propor- 
tions. Knowledge of these figures 
will provide a solid foundation for 
the next several lessons. 


Next Lesson: “Making cartoons work for you” 
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Silverman Adds Job 

Irving Silverman, business man- 
ager of Esquire, New York, has| 
been given additional duties as ad- 
ministrative assistant to A. L. 
Blinder, Esquire exec vp. 


| 
j 


Camera Institute to Wexton 

The Japan Camera Inspection | 
Institute, Tokyo, has appointed | 
Wexton Co., New York, to handle! 
its advertising. 


getting 100% attention? 


Expertly produced 
motion pictures 
interest the pub- 
lic—-reach people 
—put your ideas 
on film . 

Warning: select 
an experienced producer. 


Atlas Fil Coperation 
OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


| 
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Hamilton Watch — 
Makes New-Style 


Marketing Tick 


‘Railroad Accuracy’ 
Slogan Is Replaced by 
‘Reward of Love’ Line 


LANCASTER, Pa., June 17—Hamil- 
ton Watch Co., for years a staid 
and conservative member of 
America’s select group of jeweled 
watch manufacturers, has drasti- 
cally altered its market position in 
the three years since it adopted a 
new, consumer-oriented concept of 
marketing. 

The new look has included a re- 
vamped advertising and marketing 
department, a change in agencies, 
improved product styling and the 
introduction of the world’s first 


solve YOUR 5 


Can 


Our Technical Department devotes its time to solving printing 


problems for publishers. Here 
cessful solutions: 


are recent examples of suc- 


CU-VERSION ROTOGRAVURE—We produce rotogravure color 
printing from 4-color offset positives and from letterpress 
engravings. Publishers may thus use their offset positives or 
letterpress engravings for new editions or other publications, 


where large print orders indicate 


the use of rotogravure, elim- 


inating the cost of double photography. 


CU-FoLp—A new technique whereby multicolor rotary letter- 
presses produce gatefolds and folded broadsides. Method elim- 
inates a bindery operation and cuts costs. 


CENTRIFUGAL PRESSURE CAST PLATES—Thirteen different press 
cut-off requirements for curve cast rotary plates are available. 
This means less distortion and more perfect 4-color register. 


OFFSET PRINTING BY DIRECT IMAGE —An inexpensive method 
of making lithographic plates directly from letterpress type 
forms and photoengravings. Both makeready and photo- 
mechanical process time is thus eliminated on short runs. 


Large job or small job, whatever your own printing or 
binding job may be . . . contact a Cuneo representative. 


Planning Black and Multi-color printing 
Copywriting —Letterpress 

Design and Typography —Gravure 

Composition —Offset 

Photoengraving Binding 

Plate Making Mailing and Shipping 


2242 South Grove St., Chicago 16, Ill., VIctory 2-2100 


NEW YORK—COlumbus 5-5544 


MILWAUKEE—BRoadway 6-5340 


PHILADELPHIA—GArfield 6-6500 CAMBRIDGE—KIrkland 7-9600 


LOS ANGELES—LUdlow 3-3451 
Sales representatives 


KOKOMO—G Ladstone 7-1111 


in all major cities 


From Hamilton—the only watches run electrically 


NEW IMAGE—Hamilton Watch Co. 
used modern design in ads to up- 
date its product image. 


electric watch. 

Over the years, Hamilton had 
built its reputation on the slogan, 
“The watch of railroad accuracy,” 
a line dating back to the turn of 
the century. 

Hamilton planned its marketing 
revolution carefully. First, it felt, 
it had to take business away from 
competitors; traditionally there are 
no new large markets for watches. 
Its second premise was that the 


is greater than the demand, which 


ences. 


s “One thing the watch industry 
had not done consistently was to 
introduce real product improve- 
ments that would intrigue the con- 
sumer,” said Arthur B. Sinkler, 
Hamilton’s president. 

“It seemed to us that the answer 
to our problem was to develop 
product 


|most appealing way possible. 


“American industry has made 
| 


| 


| 


By the summer of 1955, Hamil- 
ton designers were ready with new 
styling to match the improvements 
still to come. 

The company made its first 
agency switch in 44 years in Au- 
gust, 1955, moving from Batten, 
Barton, Durstine & Osborn to N. W. 
Ayer & Son. Hamilton’s sentimen- 
| tal Christmas ads (“‘To Peggy .. .” 
jand “To Jim .. .”), created by 
| BBDO in 1940, were hailed as clas- 
| sics, and Hamilton said the switch 
| was made not because of any dis- 
| satisfaction, but because it felt it 
; vould benefit by a fresh agency 
approach. 


| The first job for Ayer was to 
|create a new and modern brand 
|image of Hamilton, updating the 
old-fashioned “watch of railroad 
accuracy” reputation. The opening 
campaign featured modern, fash- 
ionable styling, and advertising re- 
search was put to work to uncover 
new ideas and themes that would 
appeal to the emotions of potential 
gift buyers, the big watch market. 
In 1956, Hamilton introduced its 
Time Zone watches, which showed 
the hour in various U.S. time zones. 
It was promoted as beneficial to 
the executive who traveled or 
called distant cities. The Time 
Zone watch soon became a best 
seller in the Hamilton line. Other 
ads in 1956 showed other newly 
designed Hamiltons in settings that 
stressed fashion and modernity. 
Ayer designed a new “H”’ brand 


symbol for the company and a new 


|\logo for advertising and display, 
| replacing the company’s conserva- 
tive coat of arms. “Railroad ac- 
curacy” ceased to be the company 
shibboleth. 


® Hamilton’s biggest bombshell to 
date hit the industry early in 1957 
—the world’s first electric watch. 
“This was the first basic change 
| in watch construction in almost 
| five centuries,” Mr. Sinkler said. 
| The electric watch is powered 
|by a tiny “energizer,” no larger 
| than a shirt button, which is guar- 
anteed for at least one year and 
| costs about $2 to replace. The en- 
ergizer does away with the coiled 
| mainspring, resulting in the use of 
|about one-third fewer parts than 
| the traditional watch. 
| The ad campaign introducing the 
|electric watches was one of the} 
| largest print campaigns used to in- | 
troduce a timepiece. It was de- 
signed not only to sell the electric 
watches, but also to build a brand 
image of leadership for the com- 
pany and its entire line. 


® Two major problems had to be 
faced in preparing the advertising: 
(1) There was no evidence that 
consumers wanted an electric 
watch, so it had to be sold to them; 
(2) since consumer acceptance had 
not been established, it would be 
unsound to push the electric watch 
so hard that Hamilton’s line of reg- 


production capacity of the industry | 
; | ture the electric watch as just the 
increases the tempo of competition. ‘thing for people who want to be 
Third, consumers find many dif-/ first with the newest and best. 

ferent brands of watches on the | 
— ase they eng A make | world’s first electric watch” (AA, 
their selection without intimate | Jan. 7. 57). Experiments made in 
knowledge of real product differ- | Aigo : ’ 


ular spring-driven watches would 
suffer. 
The strategy adopted was to fea- 


Ad headlines read simply: “The 


tracing the swirling path of a free- 
swinging pendulum provided the 
basis for the artwork, intended to 
symbolize the future. 

Sales of the electric watch came 
so fast that Hamilton had difficulty 
filling all the initial orders. Dealers 
who had not previously carried 
the Hamilton line were moved to 
ask for it. 


improvements that the|s= Hamilton ad budget this year, 
consumer would understand,” he | ApverTisinc AGE estimates, 
|said, “and to present them in the exceed $1,000,000, including spot 


| 


1 
much of its great success through | estimate because of the variety of 
| improving old products and intro-| low-end watches on the market, 
|ducing new ones, and it looked | but 
like the right formula for us, too.” | probably ranks fourth, with about 


will 
radio. Its position in the industry 
on a unit sales basis is difficult to 
in dollar volume Hamilton 


$25,000,000 in sales volume—be- 


| Ye 


hemor of Cine 
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NEW MOTIF—A new ad series for 

Hamilton Watch Co. stresses Ham- 

iltons as prestige gifts. N. W. Ayer 
& Son is the agency. 


estimate; Bulova, with $70,100,000; 
and Elgin third at about $35,500,- 
000. Longines is believed to be 
fifth with about $23,500,000. 


= This year Hamilton is adding 
an emotional appeal to the style 
appeal in its advertising. 

Theme of the new campaign is 
“The gift of a Hamilton ... reward 
of love.” Illustrations for several 
ads were photographed through 
prisms, serving to divide the color 
photo into misty facets. Thus in 
one ad showing a woman the read- 
er may not see the woman as an 
attractive, impersonal stranger, but 
as a misty creature who can sym- 
bolize his wife, daughter or sweet- 
heart. 

Hamilton is also using spot radio 
in a number of selected markets 
this year to promote its electric 
watches. As in the case of print 
advertising, the spots are designed 
to put across the new Hamilton 
brand image. They use music es- 
pecially composed to provide a 
modern background for the copy. + 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 
Please send 

“MAGAZINE CLASSIFIED BY THE MILLIONS’ 


hind Timex, for which there is no 


Zz, 


+S EXCLUSIVE Sinidley 


NATIONAL REP: WEED TELEVISION 


E-X-€-L-U... 


Get it, Smidley . . . EXCLUSIVE! 
This KIMA-TV with its satellites is 
not just number one in the market 
. . . but the ONLY one in the mar- 
ket. Ever see such a neat, one-buy, 
four-station, three-state package? 
A big market—over 500,000. A 
wealthy market—nearly a billion 
dollars. It's enough to make the 
average time-buyer do flip-flops. 
Right, Smidley? Right! 

Quite a market . . . 


Eating and drinking....$45,126,000 
Lumber and 

building materials..$87,656,000 
Source: 1957 “Survey of Buying Power” 


YAKIMA, WASHINGTON 
with its satellites 
KEPR-TV, Pasco, Wash. 


BROADCASTING COMPANY 
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PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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THE DETROIT NEWS HAS 


TOTAL CIRCULATION 


THE NEWS........ 472,191 weekdays 
588,989 Sunday 


Free Press ........ 453,598 weekdays 
503,354 Sunday 


Times............ 400,874 weekdays 
506,252 Sunday 


TRADING AREA CIRCULATION 


THE NEWS........ 459,973 weekdays 
538,063 Sunday 


Free Press ........352,356 weekdays 
343,201 Sunday 


Times............376,745 weekdays 
395,163 Sunday 


ABC figures for the six months period ending 3/31/58 


IChIGAN 
NEWSPAPERS 


THE HIGHEST CIRCULATION 


oF AT" 


WEEKDAYS 
& SUNDAY! 


The Detroit News always has been Detroit’s 
best advertising buy. Now, The News not 
only has the biggest audience in Michigan, 
it has the biggest in its history. 


Through The News you can reach most of 
the families with stable incomes in the 
profitable six-county trading area — where 
98% of Detroit’s retail business originates. 
That is why The News leads in practically 
every advertising classification, and carries 
more linage than both other Detroit news- 
papers combined. 


The Detroit News 


Gucters Gilee. i «tte dbees toesssnoas 260 Madison Ave., New York 
Posie Gilbee. .. 6. ctadbeevesessnasun 785 Market St., San Francisco 


Chlewge Office... 2... .c0.ceces 435 N. Michigan Ave., Tribune Tower 
EE OE eer ee The Leonard Co., 311 Lincoln Road 
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Tyler Added to 
Creative Workshop 
Print Ad Faculty 


AA Summer Workshop 
Nears Sold Out Sign 
as Over 280 Register 


Cuicaco, June 18—Another well 
known creative advertising man’s 
name has been added to the “fac- 
ulty” of the ApvertTIsinc AGE Sum- 
mer Workshop in Creativity in 
Advertising, July 23-26. 

William D. Tyler, who left Leo 


Burnett Co. early this year as vp) 


and plans boa:74 chairman, and 
who joins Benton & Bowles, New 
York, on Aug. 4 as vp and direc- 
tor, with responsibility for the 
over-all quality of the agency’s 
creative work, has been added to 
the panel which will review print 
advertising for the AA workshop 
on July 26. 

The panel reviewing print ad- 
vertising is presided over by Wal- 
ter Weir, exec vp of Donahue & 
Coe, New York. Members, in addi- 
tion to Mr. Tyler, are Andrew 
Armstrong, formerly art and crea- 
tive director, Leo Burnett Co.; John 
P. Cunningham, president, Cun- 
ningham & Walsh; and Norton 
O’Meara, vp and copy supervisor, 
J. Walter Thompson Co. 


= Plans for the radio-television 
sessions are also moving ahead. Al- 
though headquarters of the work- 
shop are at the Edgewater Beach 
Hotel, in Chicago, the afternoon 
session of Friday, July 25, which 
features an unusual demonstration 
of the commercial use of video tape 
as well as a variety of other visual 
material, will be put on in the 
Michigan Ave. studio 1A of WGN- 
TV. Buses under police escort will 
carry participants from the hotel 
to the studio and return. 

The ApDveRTIstInc AcE Summer 
Workshep in Creativity in Adver- 
tising is designed as a creative 
“battery recharging” session for 
writers, account executives, pro- 
motion and advertising personnel, 
etc., on both the print and broad- 
cast sides of the creative fence. 


® The first day will be devoted 
primarily to a discussion of the 


Our gas or electric powered cars are 
scaled down replicas of their smart 


- Write for details. 
POWERCAR CO. 250 Willow St. Mystic Conn. 


consumer and what makes him 
tick; the second day will explore 
“The Creative Idea in Broadcast- 
ing,” and the final day will be de- 
voted to “The Creative Idea in 
Print.” 

A star-studded faculty of 26 ex- 
perts in research and various 
phases of print and broadcast ad- 
vertising will lead the workshop 
sessions. Already an “overflow” at- 
tendance of creative advertising 
people of all types, from some 28 
states, is assured. Registrations for 
the workshop topped 280 as of 
Monday, and hotel space is at a 
premium. 

For the night of July 23, when 
accommodations at the Edgewater 
Beach Hotel are tight because 
of previous commitments, reserva- 
tions are now being accepted for 
the Sands Motel, located next to 
the Edgewater Beach—a new lux- 
ury motel with its own swimming 
pool. 


= Cost of the workshop, including 
three lunches and two dinners, but 


not including hotel accommoda- 
tions, is $110. Complete details and 
enrolment blanks may be secured 
from Summer Workshops, c/o Ap- 
VERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill. # 


PR Roundtable to Provide 
Better Negro Market Service 
The National Public Relations 
Roundtable, comprising a group 
of public relations organizations | 
working in the Negro market, was | 
established at a meeting in Chica- 
go, at which Dolphin G. Thomp- 
sen, president of Thompson-Sim- 
mons Associates, 203 16th St., 
N.E., Washington, D.C., was chosen 
the group’s first chairman. Brad- 
ford P. Laws, of Bradford P. 
Laws Associates, Philadelphia, was 
named vice-chairman. Others pres- 
ent at the organizing session 
were Chuck Williams, Chuck Wil- 
liams Associates, Los Angeles; Jo- 
seph V. Baker, Joseph V. Baker 
Associates, Philadelphia; Naylor 
Fitzhugh, Moss H. Kendrix Organ- 
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JOHN E. BRADY will join American 
Airlines, New York, as director of 
advertising June 23. Formerly a 
senior account executive at Dona- 
hue & Coe, he succeeds Shepard 
Spink, who resigned to become 
president of Tycoon Typing Co. 


ization, Washington; Jesse Lewis, 
Jesse Lewis Associates, Birming- 


Advertising Age, June 23, 1958 


| ham, and Bettie Brown, of Thomp- 
| son-Simmons. 

The move is expected to enable 
the pr organizations, among whose 
clients are a number of blue chip 

advertisers, to give more efficient 


'| service on a national basis. 


Jatte Joins Consumer Panel 


: | Larry Jaffe has joined National 


| Consumer Panel Co., New York, a 

division of Market Research Corp. 
| of America, as vp for new service 
| development. Mr. Jaffe was for- 
|merly senior vp and director of 
marketing and research of Kastor, 
Farrell, Chesley & Clifford (which 
became Kastor, Hilton, Chesley & 
Clifford June 1). 


Guild Names Charney 

The Fashion Guild of New Jer- 
sey, an association of women’s ap- 
parel specialty stores, has appoint- 
ed Charles J. Charney & Co., New 
York, to handle advertising and 
promotion. Fashion Guild had no 
previous agency of record. 


Here’s the reel story why: 
THE SPOKANE MARKET IS 


IT 


- 


natural 
areas in the 


TIMES AS 
BIG AS 


‘One of the largest 
marketing 


the Spokane Market 


2 
... was formed by 
Mother Nature many 
millions of years ago. 


3 
It is more than just 
a metropolitan county. 


LOOKS 


U. S., 


Northwest | 


cart of the Pacific 


SPOKANE MARKET 


Mere than just a Re- 
tail Trading Zone (and 
one of the largest in 
area in the United 
States)... 


it is a BIG unified, 
self-contained market 
of 36 counties— 


4 times as big as its 
metropolitan area in 
population . . . in- 
come... and retail 
sales. 
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‘1958 Trade Index’ Out 

The Canadian Manufacturers 
Assn. has published the 1958 edi- 
tion of its annual “Canadian Trade 
Index.” The 1,170-page directory 
gives information about some 11,- 
000 Canadian manufacturers and 
also includes manufacturers by 
product classifications; the produc- 
ers, shippers and exporters of 
agricultural products; a cross-ref- 
erence listing of Canadian-made 
products in French, Spanish and 
Portuguese; a resume of private 
and government services available 
to Canadian exporters, and notes 
on markets, financing, insurance, 
transportation and documentation. 
The index is available for $10 a 
copy from the association at 67 


WGN Offers Ampex Programs 


PIN-UP—5’ plywood clothespins “pin” Oil Heat Institute of Washing- 
Hy Yonge St., Toronto. ton’s message on 30-sheet posters. The legend is in blue on a white 
) sheet. The background is sky blue, the clothespins yellow. Pacific 
National Advertising Agency, Seattle, is the agency. 


Beck Heads Electrotype Unit 

Mark F. Beck Jr., formerly with 
the advertising department of 
Esquire, has been appointed vp 
of Rapid Electrotype Co., New 
York, and manager of its Atlantic 
Electrotype & Stereotype Co. di- 
vision. 


Walsh Names Werts, Cross 

F. Rex Werts, vp and manager 
of the Montreal office of Walsh 
Advertising Co., Toronto, has been 
appointed senior vp, and George 
E. Cross, vp and manager of the 
agency’s Ontario division, has been 
named vp and general manager. 


Bates Elects Montgelas 
Rudolph Montgelas, senior vp 
and director of Ted Bates & Co., 
New York, has been elected to 
the agency’s executive committee. 


WGN Inc., Chicago, will offer 
magnetic tapes of “Ding Dong 
School” to Ampex-equipped sta- 
tions—making it the first use of 
Ampex tv tape*by a tv station to 


market a local program across the 
country, WGN says. Reproduc- 
tions of the program in b&w will 
be available for showing the week 


of Aug. 25. About 20 stations, not 
including key network outlets, are 
now equipped to handle this serv- 
ice, WGN says. 


Cunningham Joins ‘True’ 

James L. Cunningham, formerly 
with Playbill, has joined the sales 
staff of True, New York. 


One million people. . . 
who earn $2 billion 
and spend $1.3 billion 
at retail annually. 


Physically, the market 
is a distinct geograph- 
ic unit (look at any 
relief map)... 


ft . isolated by great 
distances, and walled 
in on all sides by 
giant mountain 
ranges. 


it is the economic and 
geographic ‘Heart 
of the Pacific North- 
west’... 


; . with Spokane, in 
the center, 300 miles 
away from other met- 
ropolitan areas. 


Only a presidential 
veto prevented the 
region from becoming 
a state in 1886. 


A vast independent 
market virtually cut 
off from outside in- 
fluences... 


: > " : ~ P * 
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. . . And you sell it ALL 
with just the two big Spokane daily newspapers— 


~ 


Advertising Representative: Cresmer & Woodward, Inc. 
Sunday Spokemman-Review carries Metra Sunday comics and This Wick magazin. 
7 
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SPOKANE DaiLty CHRONICLE 
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4 
It is sold completely 
by Spokane's two big 
daily newspapers, 
which give you... 


15 
... 5 out of 10 total 
market families * 
... 7 out of 10 RTZ 
families * 

. more than 9 out 
of 10 metro area 
families. 


A total of 75 editions 
are published each 
week to serve the lo- 
cal interest of readers 
in every community. 


To do this, Spokane 
newspaper trucks 
travel a distance 
equal to 3 times 
around the world 
every week, and... 


1 

2,400 carriers are 
needed to provide 
9 out of 10 sub- 
scribers with home- 
delivery service! 


‘As an integrated 
trade entity, the Spo- 
kane Market beats 
all but the top 19 
metro areas in sales. 


it's the B-l-G EXCEP- 
TION to the metro- 
politan area concept 
of markets! 


7s 
~ 
ie 
Fag? is 
/ 


87 


MCA’s Stein Names 
5 Presidents, 4 
VPs in Busy Week 


New York, June 17—Music 
Corp. of America, one of the coun- 
try’s top talent concerns, last 
week handed out titles in whole- 
sale lots. 

Jules C. Stein, founder and 
chairman of MCA and its subsi- 
diaries, announced the appoint- 
ment of five new presidents and 
a raft of senior vps. MCA said the 
appointments were made to give 
recognition to key executives of 
the company and to more closely 
delineate their duties and respon- 
sibilities. 

Vp Lawrence R. Barnett was 
named president of Music Corp. 
of America, the parent company, 
replacing Lew R. Wasserman, who 
was named executive chairman 
and chief executive officer of the 
companies. 


= Other vps who moved into 
newly created president’s posts 
were Maurie B. Lipsey, Manage- 
ment Corp. of America, an invest- 
ment subsidiary; Herbert I. Rosen- 
thal, MCA Artists Ltd., a talent 
division; Taft B. Schreiber, Revue 
Productions, a tv production com- 
pany, and David A. Werblin, MCA 
TV, a tv program distributor. 

Designated senior vps were 
Agents Dave Baumgarten, MCA; 
George Chasin, MCA Artists; Alan 
J. Miller, Revue Productions, and 
Michael J. Rockford, MCA TV. 
Morris M. Schrier of the legal 
department was named vp. Treas~ 
urer Charles Miller was appoint- 
ed to the executive committee and 
vp Karl Kramer was named honor- 
ary chairman of Revue Produc- 
tions. # 
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| ACTION! | 


ONE AD SELLS © 
50 HOUSES | 
IN 6 HOURS!* 


910 East 138th Street 
New York 54, N. Y. 
® Sales Offices: Boston * New York ><; 

raat, Chicago ¢ Dallas ea 
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Mrs. Lovick Hall Richardson Agnew 
office; Robert Elson, general manager of Life; Monte Hall, Monte 
Hall Productions, an independent tv producer, and D. V. Richardson, 


New York representative of Trans-Canada Airlines. 


Elson Lovick 
INAUGURAL—At festivities marking the opening of a New York office 
by James Lovick & Co., Toronto, were James E. H. Lovick, agency 
president; Mrs. Lovick; Don Agnew, Lovick vp in charge of the new 
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Townsend 


Hullihan Stoner Erown 


Saverberg McCarthy 
CHICAGO NEWSPAPER REPS ELECT—C. L. Healy, O’Mara & Ormsbee, 
retiring president of Newspaper Representatives Assn. of Chicago, 
shakes hands with the new president, A. P. Mackinnon, New York 
Times. Looking on are William W. Sauerberg, Ward-Griffith, vp, 
and J. J. McCarthy, George A. McDevitt Co. Not shown is Paul V. 

Elsberry, Scheerer & Co., treasurer of the group. 


Healy Mackinnon 


PROSPECT?—Cargill & Wilson, Richmond, Va., sent in this “picture of 
paradox” taken by Frank du Priest, amateur photographer. 


MOPPETS AT WORK—22 policy-holders, all under 10, 
officiated at ground-breaking ceremonies for Equi- 
table Life Assurance Society’s fourth skyscraper in 


POINTER—This painted bulletin in Des Moines re- 
minds drivers that they can lose their licenses under 
Iowa’s new point system. Here, Russell Brown, pub- 
lic safety commissioner, thanks T. H. Stoner, Stoner- 


McCray System, for contributing the space. Looking 
on are Robert Hullihan, vp, and Charles Townsend, 
art director, both of Wesley Day & Co., who con- 
tributed the design. 


Pittsburgh’s Gateway Center. The public relations. 
department of Ketchum, MacLeod & Grove, Pitts- 
burgh, Equitable’s agency, planned the event. 


Farran Ruth Kellstadt Patno 


RETURNEE—Ex-Clevelander Charles H. Kellstadt, new president of 
Sears, Roebuck & Co., was honored on a return visit by the Cleve- 
land Advertising Club, of which he was the only three-term presi- 
dent. Among those at the reception were Charles Farran, president 
of Griswold-Eshleman Co., president-elect of the adclub; Chester W. 
Ruth, retired ad director of Republic Steel Corp.; Philip W. Porter, 
Sunday and feature editor of the Plain Dealer, adclub president, 
and Stanley C. Patno, retired vp of Fuller & Smith & Ross. 


Hartigan 


Selover 
INSPECTORS—In a huddle along “exhibit row” at Ceco Publishing Co.’s 
new Detroit offices are Campbell-Ewald executives Joe Hartigan, 
senior vp; Walter Selover and Halsey Davidson, vps, and Clarance 
Hatch, exec vp. Ceco, a subsidiary of C-E, prepares house organs. 
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CONVERSATIONAL—Berlitz School of 
Languages is using a “sophisticat- 
ed” approach in a new campaign 
opening with this page in the June 
28 New Yorker. Reach, McClinton 

& Co., New York, is the agency. 


Davidson Hatch 
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In only 20 months of publication (first monthly issue — Octo- 
ber, 1956), Missiles and Rockets emerges as America’s most 
successful new business publication... 


ABC AFTER 9th MONTH NOW REACHING OVER 
24,000 SUBSCRIBERS . men on all decision making levels 
including key management, engineering, research, production, 
and procurement subscribers, and top military and government 
men connected with missile and satellite science. There’s no 
waste circulation; subscribers must be engaged in missile work. 


ADVERTISING VOLUME IS 879% OVER FIRST FOUR 
MONTHS OF LAST YEAR! .. . with a total of 547 pages of 
advertising for January-April, an increase of 255 pages! 


Missiles and Rockets spectacular circulation and advertising 
gains are due primarily to leading editorial coverage of the 
multi-billion dollar missile market provided by a staff of twenty 
one specialists—including engineer writers, business, military, 
legislative, and world affairs specialists—supported by an edi- 
torial board made up of America’s foremost missile scientists. 


MISSILES AND ROCKETS 


AMERICAN AVIATION PUBLICATIONS, INC. 


WORLD’ Ss LARGEST AVIATION: PUBLISHERS 7 


vee! VERMONT AVENUE, N. Ww. aaairiiaichiatell * iad Cc. 
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says ROBERT S. WHEELER 
National Advertising and Sales Promotion Manager 
Boyle-Midway Inc. 


“In Ad Age | find everything of interest 

in advertising and marketing while it is still 
news. Every advertiser is a competitor for time, 
space and audiences. Ad Age keeps me 

at least equally informed with my competitors as 
to what's going on with all 

advertisers, media and the people who 


make this business so interesting.” 


ROBERT S. WHEELER 


Mr. Wheeler joined Boyle-Midway Inc. (household 
products division of American Home Products 
Corp.) early in 1950 as sales promotion manager. 
Later that year he took on added duties as advertis- 
ing manager. Since then, Boyle-Midway’s advertis- 
ing budget has been tripled for the promotion of 
Aerowax, Aero Shave, Wizard deodorizers, Black 
Flag insecticides, Easy-Off Oven Cleaner, Sani-Flush, 
Griffin shoe polishes, 3-In-One Oil, Plastic Wood 
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“Ad Age is the first order of 
business for me on Monday” 


and the Antrol line of garden insecticides, the 


nationally advertised brands for which Mr. Wheeler 
is responsible. 

Before assuming his present position, Mr. 
Wheeler was advertising and sales promotion man- 
ager for Wilbert Products Co., Inc., for thirteen 
years. This busy executive says he enjoys golf and 
boating, but most of his leisure time is spent with 
his family. 
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Advertising Age, June 23, 1958 


June Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian 


Weeklies, Bi-Weeklies, Semi-Monthlies (May) 


2,820.9 10,936.2 12,311.9 1,241,289 1,456,960 5,565,867 
May 1957. ¢ Four issues in May 1958; five issues in May 1957. 


dan.-May Jan.-May 
1958 


80.1 
356.8 
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BEPESEECSESS 


ee 
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eae 
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May 
1958 


Lines 


May dan.-May 
1958 


8,400 33,654 
38,395 153,076 
16,114 83,440 
25,664 123,145 

289,000 968,147 
120,632 392,496 
186,216 826,731 
128,352 504,756 

6,288 25,916 


May 
1958 
DD dbibass6ss senso 13.7 
st Bhe Resend «Ke cdans es 102.8 
OME cad icsemeevnpnds 48.3 
i Gncukietacdh ie ss obese 24.7 
TESS ae ae 306.2 
Pech dead ce'dseceee 108.9 
tNew Yorker ........ ctl 475.7 
SE -iadbslv'eee essence 247.6 
Presbyterian Life 15.9 
MEE bn ekseecr ee ns «0 8.5 
tThe Saturday Evening Post ... 308.1 
tSaturday Review ........... 74.4 
$Sporting News ............ 20.9 
Sports Illustrated ........... 145.7 
POPE ORS ore 248.0 
ee ESS SE ks sewaee Ses ce 43.0 
U.S. News & World Report .... 252.3 
| | aren 2,444.7 
+ Five issues in May 1958; four issues in 
June 
1958 
Women's 
§Bride & Home ............. — 
§Bride’s Magazine .......... ae 
Everywoman’s Family Circle .. 43.1 
Good Housekeeping .......... 107.4 
Ladies’ Home Journal ........ 83.4 
A eae 61.3 
Sh ED b06 bsvscteest —— 
tParents’ Magazine .......... 50.4 
i < a 89.2 
Western Family ............ 21.2 
I iv edn céceads es 28.7 
The Workbasket ............ 16.5 
, 2. BTR ree 501.2 é 
§ Published quarterly in January, April, July and October. 
General 
American Artist ............ 43.6 
American Forests ........... 14.0 
American Legion ............ 16.1 
SE ck aah.s ened elas eta oe 57.9 
ch ta kas se dys o.cere 6 19.6 
EE. Cue bears 5 pono ssa at 27.0 
Christian Herald ............ 19.4 
EE alga citvertcsevacess 3.9 
et abet at ieub wa 34.0 
EE ¢ chisd eab.woe aes 18.1 
0 Ne | eee 70.7 
Ee a 10.5 
ED i xn ieesh ia Ss de 600606 84.2 
PE Zaucuinessgcpe ceases 18.7 
BE) ok wwe eWs+¥4i5s 06 0% 30.0 
Se rrr 14.5 
eee 24.6 
Harper's Magazine ........... 25.5 
GP OUI. devs cbeckidmee 62.0 
SS: SHURE obs be ehacced's 118.0 
Se ME ae baton se sweesa ee ies 28.0 
Improvement Era ............ 25.7 
PEE OC ao ot deride cece 21.0 
SD on. naeektwabos 132.3 
TD cnsedeses cheiees 16.6 
Ds 545 dak a'o kos 6 24.7 
National Geographic Magazine . . 46.0 
NE NaciuhaWs wean eseyee 12.1 
tPopular Boating ........... 60.0 
Popular Photography ........ 81.0 
ako ens sow cee et 13.5 
PETE ciccaseopecds 51.5 
DEE Bubdsccetncees sy coe 29.2 
ED nis Homes 44s 0deenws 9.0 
GRP, Sree — 
pO ee 6 ae 20.1 
Eh b65 Veen G seco aeew 7.3 
Town & Country ............ 44.3 
ee ey Se eee er re 32.2 
NS oik snd okie vee 04d 123.1 
ek er ree 1,449.4 1,605.6 


Home 
American Home ............. 39.5 
Better Homes & Gardens ..... 88.0 
4 BS ee 42.7 
House & Garden ............ 60.9 
House Beautiful ............ 136.8 
a. a ey ee 18.9 
Living for Young Homemakers . . 58.7 
Popular Gardening ........... 38.0 
Sunset Magazine ............ 121.9 
Ee GD a naids ota conp es 605.4 
Fashion 
BE Sah s uta ss ce husvee3 51.3 
PS ree eT 52.6 
«re 48.2 
COON ocd cccccscces 42.5 
| ey eee So eee 70.1 
\ eee re re 264.7 
Movie-Romance-Radio 
+Dell Modern Group: 
Modern Romances ......... 32.9 
Modern Screen ............ 23.6 
Screen Stories ............ 17.6 
Fawcett Women’s Group: 
Motion Picture ........... 17.3 
True Confessions .......... 25.6 
Hillman Romance Group ...... 2.4 
tHillman Women’s Group .... . 16.4 
Ideal Women’s Group: 
Intimate Story ............ 14.7 
DOE BD bcc cces cccsecen 19.1 
Movie Star Parade ........ 19.2 
Personal Romances ........ 14.6 
ef 2 er 14.3 
Secrets Romance Group: 
Revealing Romances ...... oo 16.4 


*Confidential Confessions ... 16.4 
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Lines 
June Jan.-June 
1957 1958 
70,589 


neludes Shopping Scout 


65,974 472,811 


729,031 4,647,307 
+ January 1958 was a show issue. { Published bi-monthly; cumulative figures shown are for combined May-June issue. 
§ Changed from a 414-line page to a 420-line page in May 1957. 


28,769 198,546 
23,829 195,838 
33,145 333,612 
25,446 184,790 
38,337 494,302 
149,526 1,407,088 
16,203 64,505 
13,589 38,086 
10,265 31,048 
8,475 33,152 
13,288 50,977 
266 15,446 
7,753 42,694 
5,302 36,230 
6,659 812 
6,659 42,742 
5,204 965 
4,802 34,615 
6,172 44,259 
6,179 24,383 


38,391 204,386 
80,384 391,160 
21,205 148,394 
35,855 254,153 
66,804 387,634 
18,138 62,400 
44,787 225,625 
18,562 129,934 
59,499 303,311 


and Foreign Publications Reporting to Advertising Age 


Lines 


June 
1958 
a ee 16.5 
rr 11.7 
True Story Women’s Group: 
BR eS Sy 29.0 
True Experience .......... 11.4 
True Love Stories ......... 11.4 
True Romance ........... 12.2 
én gees 080 kook 47.5 
TV-Radio Mirror ......... 10.6 
. ££. earn 00.8 


NOTE: Figures for each publication in the Dell, 


943,543 


1,208,341 


and True Story groups ‘include all advertising carried 


by the group as a whole PLUS additional advertising carried by each individual publication. ¢ No issue in January 1958. 


t No May 1958 issue. § Published bi-monthly; 


Daring Romances. 


SBusiness (June) 
Dun’s Review & Modern Industry 107.2 


SEN ep y- 140.7 
Nation's Business .......... 44.9 
» fF 292.8 


§ Because current month linage figures for several publications are 


section and a May section. 


alternates with Screenland. 


* Published bi-monthly; alternates for 


“a 
1958 

Business (May) 
DEE Shehbasbbceccensee 59.6 
Business Week ............. 428.3 
tFinancial World ........... 42.4 
Sr 50.8 
| everett 292.8 


t Four issues in May 1958; five issues in May 1957. 


Magazine Linage Trend _ Fisres in thousands 


Jan.-May Jan.-May 
1958 1957 


197,958 209,929 
602,928 713,054 
116,574 145,499 
917,460 1,068,482 
into a June 
Lines _, 
Jan.-May Jan.-May 
1958 
229,812 280, 
823,712 1,082,235 
93,049 129,162 
120,590 159,362 
917,460 “1,068,482 


Ed 1957 
E 


may ERED 


Ta 
275 


1958 

Youth 
Se GD os Veswannes<s 16.3 
SED cide adéSis cathe ena 31.8 
Gee GOP sip vscdeseriess 2.9 
tScholastic Magazines ....... _ 
tScholastic Roto ........... ee 

Voted Gremp ..ccscccvves 51.0 
+ Not published in June; cumulative totals shown are for Jan.-May. 
Mechanics & Science 
Mechanix Illustrated ........ 58.9 
Popular Electronics ......... 53.9 
Popular Mechanics .......... 79.3 
eee 87.3 
tScience & Mechanics ....... — 

) a Werrrerereet 279.4 


+ Published bi-monthly; cumulative figures shown are for combined May-June issue. 


Outdoor & Sport 


American Rifleman ........ 53.2 
2 errr 76.0 
Fur-Fish-Game ............ 16.9 
SE GH S5ES ovnsc wiesed 58.8 
BE CED edges bic 0ccean’ 54.3 
fe 259.2 
Detective & Fiction 
GT ocabnwasevacsseers 10.5 
Dell Men’s Group .......... 8.8 
Thrilling Fiction Group ...... 9.6 
eee ere Bo 


Newspaper Sections (1) 


(Nationally distributed with Sunday newspapers.) 


~ 
| B28 
NpwOo 


~ 
NARS 
wv eS 


SARE 
Hawa 


% 
ie 
N 


1,510,593 


1,393,124 


The American Weekly ....... 78.2 
Co Bere Tr 67.8 
Oe i 6ap0. 68-0462 0c0000%0 84.3 
This Week Magazine ......... 97.5 
peeve eer 327.8 
2 May 

1958 


Newspaper Sections (II) 


(All other newspaper sections and comics) 


Lines 


Jan.-May 
1958 


684,706 
226,653 
1,120,054 


2031, 413 


Lines 


dan.- May 
1957 


1958 1957 


Chicago Tribune Magazine .. 220.6 
First 3 Markets Group ...... 58.1 
New York Times Magazine .... 228.4 
, 8. eee 507.1 v 
# Not included in totals as it is a member of t 
“ June 
Comics Magazines 
American Comics Group ...... 7.0 
tArchie Comic Group ....... —_— 


Jan. -June 
1958 


15,876 
7,560 
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144 1069 1086 7.085 6192 45,022 46,538 cai an 
13.4 29.9 42.7 5,029 5,768 12,828 18,338 sabato 
5,766 41,622 By a ip St 
. 44,114 149,789 40.3 1653 2484 12421 17,292 70,924 106,561 ee 
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5 24.725 138,951 16.1 79.6 107.1 4,905 6.887 34,128 45,967 S ae 
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d 74,082 492,252 | 58.0 3344 4265 20,382 24,879 143,465 182,982 ay 
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| 7... Re 516 2712 339.0 19,298 22,139 a 
6,360,648 aan ‘tae “ae Geen om Be 
371.0 16965 19670 153,285 202,164 ae 
| nn” not yet available this grou re 
1 Jan. -June ta oe 
May May May Sisal beans 
/ L700 98.70 62,426 aeerae 
713 3495 ——— —— 225,792 219,884 88.8 350.3 4281 39,136 58,275 pak ae 
i 3 2758 18,490 19,734 95,367 118,318 | 536.9 1,961.2 2,576.8 179,886 225,519 he ali 
3 7544 46,075 54,641 275,550 323,635 | 57.7 2215 3075 17,827 24.270 ih kaa 
hy oe (ee 76,500 oen.ase oe | 79.5 287.0 379.5 21,332 33,395 ieee 
’ > ee) a oe. ee ee 696.5 1,967.0 153,285 202,164 ac ee 
2 370.2 21,653 24,579 145,050 159,387 eas: ity 
7 655.9 60,679 60,318 409,855 446,001 . 
| ¢ fs tee | Sas “eet “Se | me 
2 2246 12,329 13,906 78,166 96,362 | ae stele 
' 0 2255 3,243 4,595 39.996 Be ee ™ », te eee 
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| MAY) 1241 MONE 735 ean 
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if 5.880 7.056 42,434 41,874 | | APR] 1,255 MAY arse 
6,798 6,351 30,643 39,977 | } ee jabs Ns 
1 17.015 18,265 108,265 109,331 | 1es7 sages 
8,430 7,932 57,519 52,158 | JUNE iit ea 
11,361 11,914 82,822 82,963 | * Bore 
8,345 9,463 91,034 100.172 | wan. ct: 
1,664 2,084 20.283 15.819 | mp ' Su 
6.120 6.570 44,010 43.110 | WOMEN’S - BUSINESS FASHION HOME Coen ee 
7,752 7.485 51,997 61,111 | | ‘ Meee 
399 48,143 48,735 275,346 271,867 | fe 1958 1958 = wet ee Sereda Ae, 
| 63 81 4536 6367 328597 3469 | JU ges 
7.6 396 57,263 62,301 263.407 269,100 | —— a me i -_ ees 
5.1 3 12865 10.795 79,406 70.898 | | | SOO — Y 244 1443 See 
G0 1058313376 sezs gage | 1987 aa 3937 eee 
5.9 10,711 12,274 78,102 85.442 | fg Na 323° | may BO sune GEO) 4 384 | ee 
5.3 26,040 26,964 174,426 192,650 | [ium eee | ae a ts ta bh jee : pan 
i 0.9 80.211 75,178 401,806 405,316 
0.0 11,774 8,330 63,056 51,576 aS ae ies 
sper eee, eee Sa, 
! 6.2 10,789 14,772 61,415 64,646 June June Jan.-June Jan.-June June June dan.-June —_ Jan.-June Jae 
9.5 14,363 14,528 122,821 121,317 1957 1958 1957 1958 1957 Tes 
| 4.9 77,812 74,933 549,843 548,685 | ' 
9.0 6.986 6,482 45,780 30,310 
| 7.6 10,360 9,618 56,378 51,380 56.3 6,973 8,412 62,445 67,069 
0.1 10,901 10,421 64,073 72,302 73.8 21,646 22,542 113,862 118,210 
9.6 5,082 3,724 33,032 27,797 7.9 1,249 1,383 4,851 3,410 
0.9 34,839 21,538 223,529 125,126 D15.3 — — 92,092 90,869 
\ 3.9 34,033 31,416 ~=-:199,051 199,038 36.2 — — 30,403 31,763 sien 
} 8.0 5,812 9,252 46,360 55,472 5 SE 3357 +Wses  Risa7T “Gk 
| 1.5 9,373 10.738 54,873 50,678 - " — aarsnced _ es ae aoe 
fH! 7.0 12,523 14,463 88.794 78,334 ea 
6.1 3,785 3,051 23,568 28,826 Se ee 
9.7 ——$ 21.346 18,005 uneRE Se. 
; 2.4 8 8.665 8.424 61,118 52.854 33.6 13,192 13,213 95,345 97,124 oi) ia ee 
8.5 7 3,173 4,078 25,212 25,056 B66.9 12,349 = 13,193 80,364 82,073 Meru 
4 3.1 0 27,959 31,083 235,843 227,508 742.2 21,145 22,737 157,398 166,251 a 3 
} 7.0 1 13,827 17,717 71,647 79,849 9 19,547 20,081 145,321 154,322 ee 
} 4.1 779.7 2333 458,464 77.4 — — 61,417 62,164 i ae 
! as ——— 509.0 66,233 69,228 539,845 561,934 2 a 
: ee See 
| aeoe: 8 
| a oe 3 
307.5 287.2 22,824 21,201 131,918 123,208 * a 
523.4 413728988 oni.es7 | 463.2 465.9 32,590 33,832 198,726 199,885 aa 
116.4 = 114.6 7,235 7,079 49,927 49,109 eee 
619.0 853.0 55,682 538,819 ee 
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o an Se eae an het ene | e iy ~* , a 
yond pond OR.-TUNe SOR. -SUNE ane ne be A. -GUne | June June  Jan.-June Jan.-June June June Jan.-June —_Jan.-June 
158 6195719581957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 

tHarvey Comics Group ...... —_ — 25.1 27.6 — — 9,513 10,458 ME, cas fees tna eeks 60.0 58.0 324.0 323.0 10,920 10,556 58,968 58,689 

National Comics Group: | Australian 61.3 42.5 349.8 285.8 11,147 7,735 63,654 51,908 
i Serre 4.3 5.3 29.8 37.1 1,638 2,015 11,088 14,089 Belgian 40.0 42.0 209.5 208.0 7,000 7,350 36,662 36,401 
eee ers 4.3 5.3 30.8 40.1 1,638 2,015 11,655 15,188 British 70.5 70.0 404.0 386.0 13,113 13,020 75,144 71,703 
Ee Tse We arr Yes 59 Cee Ser re Caribbean 61.5 725 374.0 399.0 11,193 13,195 68,068 72,618 

t Published bi-monthly; cumulative figures shown are for combined May-June issue. Danish 50.5 51.5 283.8 282.3 8,585 8,755 48,237 47,982 

Dutch 36.0 —— 1880 — 6,552 34,216 
Finnish 20.0 16.0 108.0 97.0 3,720 2,976 20, 18,042 

Canadian National Weekend Newspapers (Rotogravure Linage) Prana 1200 1085 6470 5965 21000 18987 113.225 108.387 

Oe 66.2 815 3582 389.0 59,576 81,531 322,357 389,025 French Swiss 28.0 25.0 144.0 136.0 4,900 4,375 25,200 23,797 

POSH 65.2 81.0 359.7 367.8 58,703 81,042 323,761 367,807 German 106.0 89.0 575.0 487.0 19,229 16,198 104,650 88,634 

§Star Weekly ..........-0.. 116.9 109.4 403.3 383.4 102,303 95,731 352,942 335,510 German Swiss 27.0 28.0 1485 157.0 4,914 5,096 27,027 28,574 

tWeekend Magazine ......... 109.6 116.9 606.3 637.8 106,838 113,964 591,165 621,897 Iberian 82.0 83.0 4435 429.5 14,924 15,106 80,717 78,169 
Oe io. oa ckicies 241.0 2794 13242 13946 “225017 276537 1237583 1,378,729 Indian 47.0 51.0 321.0 307.0 8,554 9,282 58,422 55,874 

+ Changed from a 1,000-line page to a 900-line page in January 1958. { Four issues in June 1958; five issues in June Italian 103.0 100.0 507.5 504.0 17,761 17,200 87,290 86,688 

1957. § Not included in tetals as June linage was not available when this issue went to press; five issues in May 1958 Japanese .. 36.0 42.0 220.0 228.0 6,048 7,056 36,960 38,304 

and four issues in May 1957. Mexican 51.5 51.5 305.5 276.5 9,373 9,373 55,601 52,689 

Overseas Military ......... 55.0 47.0 255.0 164.0 10,010 8,554 46,410 32,214 

Canadian New Zealand ............ 29.0 28.0 1945 179.0 5.278 5.096 35.399 32,578 

Canadian Home Journal ...... 33.1 357 1989 2129 22,489 24,303 135,227 144,766 oer ot eeeannbibeaaien an as cas ans une 13.212 78137 73109 

Canadian Homes & Gardens .. 50.3 56.2 254.2 268.2 34,236 38,245 172,857 182,379 Seuth African ............ 875 785 4665 481.0 15,662 14,051 83,503 ,009 

sell halla hela dae —- eS OSS Ole SS | tes Geen... 305 325 1725 1890 5551 5.915 31,395 34,398 
Marty nc cccccccscccesees ; ; x : 517 16,465 74,574 80,184 Swedish 39.0 34.5 256.5 208.5 7,254 6,417 47,709 38,781 

ancien eseoens sé 72 we0UClC OC EO UCU KT TL! ch I CU... ene - : 

ccc sccieeses 296 355 2031 2235 20,156 24,171 138,163 151,782 | , Total Group .......... s+» TSILO T4ee2 F656 76860 24471 277,761 1627873 1,499,072 

Reader’s Digest: § Because current month linage a for several publications are not yet available this group is broken into a June 
English Edition .......... 913 918 5110 489.0 16607 16,698 93,002 87,132 | section and a May section. nals bie 
French Edition ........... 91.8 89. ; ’ 16, 5 ; : r \ + ae 

an hore. Sob vcconases 23.1 387 i233 as is 736 a3 $5200 ptt May May Jan.-May Jan.-May May May Jan.-May dan.-May 

Revue Populaire ........-..- 15 160 925 119.0 8,036 11,267 64693 83,371 P iy i -~-= = SS 19u8 ead 

ET i ciascy sss 14.0 30.6 90.4 164.7 9,783 21,412 63,283 115,414 oreign 

#Saturday Night .......... 42.0 288 1920 1421 17,685 12,112 80,703 59,797 | iin aye Gene 

oo poe sesdevonnes jad Enel . cua ras nr 120 4 _~ Leis a . ms + English Edition .......... T1561 3317 332.3 «48,705 46,325 225.675 226.015 

t Effective February 1, 1958 Samedi carries advertising in two of its four issues; two issues in June 1958 and four aus tae Review .... = = a. es ey ‘ieee ass aaae 

issues in June 1957. + Not included in totals; figures for June issues were unavailable as this issue went to press | Newsweek: 

and May figures are shown. Pacific Edition ........... 57.0 76.2 2986 3215 23,940 31,990 125,412 135,030 

5 European Edition ......... 62.1 686 327.4 3138 26,082 28,805 137,508 131,810 
Foreign (June) GE a vithad oink ceead> 30.5 372 1835 2068 12810 15,610 77,070 86,870 

ee 16.4 188 1.3 ' t 7 t Time International : 

Senta tetas . ge ec i |e 110.5 106.1 5075 509.1 46,375 44,905 213,115 214,130 
Popular Mekanik (Danish) 7.5 5.5 48.5 39.3 1,680 1,232 10,864 8,803 Time-Latin American ...... 112.4 110.7 490.0 507.4 47,180 46,445 205,800 213,080 
Mecanique Populaire (French) 37.3 27.8 181.7 162.1 8,344 6,216 52,684 36,310 we B¥Esseececeys 81.2 83.1 383.6 412.4 34,090 35,210 161,070 173,180 
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Mecanica Popular (Spanish) 27.0 31.1 178.6 175.8 6.039 6,961 40,018 39,380 tVisao (Portuguese Edition) 179.3 109.0 615.7 489.3 75,320 45,780 258,580 205,520 
Popular Mekanik (Swedish) 9.5 8.0 53.5 53.8 2,128 1,792 11,984 12,051 Mexican Edition .......... 13.5 11.0 57.8 56.8 5,670 4,620 24,290 23,870 

Reader’s Digest: Spanish Edition .......... 73.4 72.7 3205 288.3 30,835 30,555 134610 121,100 
BE “5s exsyecuesyeves 40.0 36.0 196.0 204.0 6.560 5,940 32,144 33,492 ee er 855.8 806.7 3,805.0 3,776.4 395,682 375,639 1,765,278 1,769,288 
PED ateScstdabessss 59.0 54.5 276.0 267.5 10,738 9,919 50,232 48,685 | ¢t Became a weekly with the July 5, 1957 issue; five issues in May 1958 and two issues in May 1957. 


Newspapers Are 
Unfair to TV in 
3 Ways: Sarnoff 


(Continued from Page 2) 
tions are the S. I. Newhouse inter- 
ests, which own a long string of 
dailies. 


s “A question seems to be arising 
among the nation’s broadcasters as 
to whether some American news- 
papers, under the stress of intensi- 
fied competition for the advertising 
dollar, are not taking calculated 
aim on television in terms of ef- 
fectiveness as a communications 
instrument and as a sales tool,”’ Mr. 
Sarnoff asserted. 


If You're In Electronics, Communications 


Or Photographic —" 
Manufacture ; 


Seaperee purchases by the military Sans 

957 should reach a whopping $3.9 bi 
AL producers of electronic specialty ‘es 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications — 
Electronics Association. You have 12 

tunities a year to sell them in SIGNAL. Cet 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45th St., New York 36, N. Y. 


He said he has stepped “across 
the bodies of my public relations 
staff ... to articulate publicly the 
thoughts many broadcasters now 
voice privately. 

“T find it unusual that a question 
of such interest and such currency 
has not been aired publicly by 
broadcasters. It is surely not un- 
reasonable for a broadcaster to 
speak of the press with the same 
candor with which the press speaks 
of broadcasting. This is particular- 
ly true when he is on good neutral 
ground, as I am now, participating 
in the dedication of a broadcasting 
station owned by a distinguished 
newspaper chain,” he said. 


® To illustrate what he meant ‘by 
questionable news coverage, the 
|network president cited this exam- 
ple: “On Sunday, June 1, the New 
York Times carried a front-page 
article about the Justice Depart- 
ment’s insistence that the FCC 
eliminate three basic elements of 
networking for anti-trust reasons.” 
| Apart from the fact that the Jus- 
| tice Department had “expressed it- 
self on these network operations 
two years ago,’ the point the 


broadcaster questioned was the! 


play given the story. “It was the 
lead domestic news story. Only the 
agony of France overshadowed it. 
Not even the staggering fatalities 
of Memorial Day could equal it,” 
he said. 


= Mr. Sarnoff was equally specific 
in his criticism of newspapers’ tv 
show criticism. 

“The broadcaster . . under- 
| stands the panning of an individual 
western or quiz show,” he said. 
“The movies and the theater get 
that too. But why ... must that 
panning be coupled with a char- 
acterization of the entire television 
\service as degraded—with the in- 
correct claim that we are losing 
millions of disenchanted viewers? 
| “Why must the fact that the tv 
channels carried this past season 
the greatest number of informa- 
tional, cultural and educational 
special programs in _ television’s 
history be submerged in the back- 
wash of things wrong?” 


s Moving on to the business sec- 
tion and the ad news columns, the 
NBC president continued: “Here 
he [the broadcaster] reads that 


television costs are soaring, that 


advertisers are switching from tel- 
evision to the print media who con- 
tend they are more efficient, more 
economical buys. 

“Why should the annual meet- 
ing of newspaper advertising exec- 
|}utives be covered like a summit 
|conference? Why should one major 
paper, taken at random, give more 
than 1,500 agate lines to the last 
newspaper advertising executives 
convention, yet not one agate line 
to the annual Tv Bureau of Ad- 
vertising convention? 

“Over the past 10 years, most 
broadcasters say they have tended 
to ignore or shrug off print hostili- 
ty. Television was growing so enor- 
mously—the sponsor demand for 
time so great, the growth of au- 
dience so rapid—that most execu- 
tives did not allow their sense of 
well-being to be ruffled. 

“But this has changed as the 
economy has changed. 


= “The impact of a recession has 
specific, and different, realities for 
television. Unlike the print media, 
which reduce their number of pages 
when advertising dwindles, tele- 
vision must continue to program its 
time periods whether programs are 
sponsored or unsponsored. Conse- 
quently the swing between profit 
and loss is far sharper and the risks 
far higher. A handful of prime 
evening time periods left unspon- 
sored can transform the figures on 
any network’s ledger from black 
ink to red ink,” he said. 

Mr. Sarnoff noted that there is 
a good deal more than a handful of 
time left this fall. “Our selling 
problems now make those of last 
season mild by comparison,” he 
continued. 

“By this date two of the three 
television networks have normally 
sold out their full nighttime sched- 
ule for the fall. But this June finds 
all of the networks with substan- 
tial amounts of open time—suffi- 
cient time, if it continues unsold, 
to have a profound effect upon 
their annual balance sheets.” 


® The telecaster said the industry 
is frequently advised to solve its 
sales problem by coming up with 
fresh, bright and imaginative new 
shows. He said all the networks 
have tried hard to sell such pro- 
grams. “But it is a fact of economic 
life that many sponsors and many 


agencies, when faced with sub- 


stantial advertising commitments 
in unsettled times, prefer to place 
their money on tested mass audi- 
ence attractions rather than risk 
the untried and the unpredictable,” 
he said. 

Mr. Sarnoff emphasized, how- 
ever, that broadcasting is not the 
only medium with sales problems: 
“The broadcaster considers himself 
no different from the magazine or 
newspaper in attempting to sell his 
service this year. The hesitancy of 
advertisers to make major commit- 
ments in view of uncertain eco- 
nomic conditions is a common 
problem.” 


= Getting in a sly dig at competing 
media, he noted: “One hopeful 
sign is that non-durable goods, 
which give the lion’s share of their 
advertising to television, have held 
a relatively strong sales curve 
while durable goods, which have 
placed a minority of their adver- 
tising with television, have suf- 
fered most. 

“Regardless of the significance of 
this correlation, the formula for 
conquering a recession must be to 
sell your way out of it. Consumer 
savings now are at the highest in 
history. All advertising media face 
the challenge of luring out those 
savings. This is where our energies 
should be directed, and there are 
two ways we can all go at it: 


e “We can attempt to create a 
proper psychological climate by 
dramatizing the basic strength of 
our economy and its vividly hope- 
ful prospects for the future. . 


e “We should muster our total 
resources for selling—selling the 
advantages of our own media, yes; 
but more important, selling the 
value of advertising as the essen- 
tial lubricant of a healthy economic 
machine.” 


= Concluding on an_ optimistic 
note, Mr. Sarnoff predicted that 
the “gross national product” of the 
country will hit $535 billion by 
1962, when national advertising 
expenditures will total nearly $13 
billion, or an increase of $2 billion 
over the current level. 

“We think television will get 
about half that increase,” he said, 
“but we think newspapers and 
magazines will increase their vol- 


Graphics Opens Chicago Office 

Graphics Institute, New York, 
has opened a new Chicago office at 
53 W. Jackson Blvd. The institute 
will combine with O. M. Forkert 
& Associates, Chicago, to provide 
clients with production and con- 
tact assistance. 


Elliott-Smith to Warner 

Paul Elliott-Smith, formerly 
with Colgate-Palmolive Co., has 
joined Warner-Lambert Pharma- 
ceutical Co., Morris Plains, N.J., as 
products advertising manager in 
the family products division. 


Appoints French Director 

Robert L. French, who joined the 
Psychological Corp., New York, last 
year, has been appointed director 
of the company’s marketing and 
social research division. 


ume too.” # 


85 
VEHICLES 
IN AVERAGE FLEET 


The average fleet reached by 
TRANSPORT TOPICS oper- 
ates 85.4 vehicles. Most of 
these fleets—74% of them— 
are for-hire trucks hauling 
general freight, household 
goods, automobiles, food, 
milk, gasoline, chemicals, 
heavy machinery, oil field 
equipment. TRANSPORT 
TOPICS is the only weekly 
newspaper in a $6 billion 
truck fleet market. A.B.C. 
net-paid circulation 22,743 
(six months average ending 
December 31, 1957*) plus 
6,200 on Third Monday issue 
controlled list. 

*Subject to audit. 


Copy sent airmail on request 


@ 
Trausport Topics 


Washington 6, D.C. 
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Advertising Age, June 23, 1958 


HOT CLOCK—Ingraham Co., Bristol, Conn., 

manufacture an electric alarm clock with a built-in cigaret lighter. |Kenneth A. Young Associates, 

The lighter is the automobile pop-up type. The 4x9” Ingraham Im- | Brookline, to handle advertising 
perial sells for $24.95. and sales promotion. 
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McGraw-Hill Boosts Obenour 

Robert W. Obenour, now New 
York district manager of McGraw- 
Hill Publishing Co.’s classified ad- 
vertising department, will join the 
company’s Los Angeles sales staff 
July 1 as district manager for 
American Machinist and Product 
Engineering. 


You, too, can get ehoctie mictenticing 
help in Muncie, 


Mr. Don Honaker—district representa- 
tive for NUTRO, says “My contact with 
the Muncie Star and Muncie Evening 
Press has been very gratifying. Co- -opera- 
tion seems to be their first objective in 
helping to assure any specific newspaper 
campaign’s success.” 


Why don’t you use these two great 
Eastern Indiana Newspapers? 


Shaller-Rubin Forms Unit 

Marketing Display Co. has been 
organized as a subsidiary of Shal- 
ler-Rubin Co., New York agency. 
It will provide point of sale display 
service to agency clients. 


Infrared Names Young 
Infrared Industries Inc., Need- 


thinks it is the first to | }..m Heights, Mass., has appointed 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


Campaign Should Be 
"You Auto Sell Now,’ 
Lenker Tells Adclub 


TORONTO, June 17—The attitude 
that the public “ought” to buy 
whatever is produced has been 
scored by a Canadian marketing 
expert. 

“The customer is not under any 
obligation to buy,” J. L. Lenker, 
vp of marketing of British Ameri- 
can Oil Co. Ltd., told the Toronto 
Ad & Sales Club. 

“Ours is a democratic society. 
Every dollar spent for a particular 
product is a vote for that product,” 
he said. “And, conversely, every 
dollar not spent on a particular 
product or service is a vote against 
it. The companies with the most 
votes succeed, and that is the way 
it should be.” 

The only thing wrong with the 
“buy now” campaign is its name— 
it should be “you auto sell now,” 
Mr. Lenker said. 


s “We are realizing more strongly 
today than ever before that our 
basic need is for sales personnel 
trained in the application of the 
best sales techniques,” Mr. Lenker 
said. 

“Two-thirds of the people who 
call themselves salesmen today 
grew up during the seller’s mar- 
ket which has existed since the 
beginning of World War II, when 
all you had to be was ‘avail- 
able’.” # 


Triangle AM-TV Stations 
Sign with John Blair 

Triangle Publications’ tv and ra- 
dio stations have signed a long 
term representation contract with 
the John Blair companies in New 
York. Roger Clipp, vp and general 
manager of the Triangle stations, 
said Triangle had decided to have 
most of its “major facilities con- 
centrated in one _ representative 


house.” 

The new contract covers all of | 
Triangle’s tv stations and two of | 
its radio stations. The list: WFIL | 
and WFIL-TV, Philadelphia;) 
WNBF and WNBF-TV, Bingham- 
ton, N.Y.; WFBG-TV, Altoona; 
WNHC-TV, New Haven, Conn., 
and WLBR-TV, Lebanon, Pa. Blair 
moved into the Triangle orbit in 
1954 and has been adding stations 
regularly from that group ever 
since. The new agreement repre- 
sents a consolidation of a number 
of pacts that previously covered 
the same individual stations. 


Transitads Moves Execs 

Charles Amory, president of Na- 
tional Transitads Inc., will take 
over direct management of the 
company’s Philadelphia office. He 
will handle duties formerly di- 
rected by Storrs J. Case, vp, who 
will represent the company in an 
ll-state West Coast area out of a 
new office in Los Angeles. Na- 
tional executive offices will re- 
main in New York. 
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characters, select for you | 
an audience with pre-« 


- MULTIPLE READING. 


READING 


~ RELATED » 
EDITORIAL 


10 GOOD REASONS WHY 
MAGAZINES — 
ARE THE | 

BEST AD MEDIA! 


Once your ad is printed in a magazine, it stays 
there...may be seen again and again... does not 
disappear, is not lost forever to those who 
missed it. Compare these 10 unique advertising 
values that are yours only through magazines! 


MERCHANDISABLE 


Magazines have powerful © 
acceptance with retailers. 


HIGH — 
QUALITY © 
REPRODUCTION 


aba abis PRODUCTION COST 


sharp reproduction, in color if PUBLISHED IN THE INTEREST Art and” engraving costs for 
desired, to make a strong OF ALL MAGAZINE ADVERTISING magazine ads are negligible 
and lasting impression BY THE PUBLISHERS OF Epi bah to time on, 


gale PARENTS’ MAGAZINE  "aaamilioaa 
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Readers React to Editorial 
on Neuberger Proposal 

To the Editor: This is in response 
to the leading editorial in your 
June 2 issue. I don’t particularly 
care what Senator Neuberger is 
trying to do, but in this rebuttal, 
your editorial writer has missed 
the important point as far as the 
advertising business is concerned. 

I don’t smoke either, from choice 
rather than waiting for doctor’s 
orders, but I do have the respon- 
sibility for raising three youngsters 
under the tremendous barrage of 
tv, radio, newspaper, and magazine 
advertising for tobacco and liquor. 

As you point out, I realize that 
neither are illegal, but for young- 
sters they are undesirable, so as a 
parent I’m put in the position of 


having to negate most of the words | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


and claims of these all-too omni- 
present classes of advertisers. I 
believe this would also be the case 
if I were a smoker and/or drinker, 
the only difference being that I 
would have to use the “do as I say 
but not as I do” approach. 

I do not flatter myself enough 
to think that my children will al- 
ways follow my advice on this. 
However, at 9, 14, and 17, they are 
all smart enough to see for them- 
selves the amount of puffery and 
hogwash there is in the advertising 
of these products. They’re not 
dumb enough to believe it! 

And what does this in turn lead 
to? Today their credulity in all 
forms of advertising is 
strained. They’re quite skeptical, 
and even derisive, of the claims 
advanced for many other products 


FORM is only part 
of PERFORMANCE 


Good form? Spectator-wise it’s impres- 
sive! Sales-wise it’s appealing—but only 
the score proves how effective a part it 
plays in achieving superior performance. 
In photo-engraving for instance, impos- 
ing facilities, modern equipment, engag- 
ing personnel—the ‘‘externals’’—are only 
as productive as their intelligent coordi- 
nation with photomechanical knowledge, 
skill, experience, and end-purpose under- 
standing make them... No doubt it is 
ROGERS’ long record of all-inclusive, 
dependable performance that has estab- 
lished the reputation ‘‘master-crafts- 
men” among a constantly growing num- 


ber of customers. 


ROGERS 


engraving company 
2001 calumet avenue ¢ chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


badly | 


/ret companies have literally been 
|“standing on their heads” trying 


| to do so. 
Ray Bates, 
Editor, Hatchery & Feed, 
Mount Morris, Il. 


| duce “a nifty little car,” etc. Every 
|major car manufacturer has made 


|his customers, with a view to go- 


| potential. In 9 out of 10 cases, the 


for transportation that would be 
| easy for a housewife to run around 


jan 


as well. How does advertising as a) 
whole, and the U.S. industries 
whose sales are promoted by it, 
fare in such an atmosphere? 

This is a subject that I’ll discuss, 
or debate, with any and all comers. 
As an editor, adman, and consum- 
er, I’m as appreciative of the in- 
creased standard of living brought 
about by advertising and mass pro- 
duction as the next guy. But when 
these same forces permeate our 
media with haphazard appeals to 
use uneconomic, unuseful, and 
even harmful* products, then the 
pendulum has swung so far that 
more legitimate purveyors of the 
good life will also suffer—some of 
them are suffering now! 

*Your writer says that the lung 
cancer from cigarets “allegations” 
are still far from proved. Likewise, 
they are still a long way from be- 
ing refuted, even though the ciga- 


* 

To the Editor: I have just read 
your outstanding editorial “Neu- 
berger, PR Practitioner” (AA, 
June 2), to Senator Neuberger’s 
educational proposals concerning 
liquor and tobacco. 

The whole tobacco industry is | 


indebted to you for it. 


James P. Richards, 
President and Executive Di- 
rector, The Tobacco Institute, 


Washington, D.C. | 9 


‘Swings at Detroit’ 
Disturb This Reader 

To the Editor: In the May 26 
issue Edmond T. Thomas of Phil-| 
adelphia takes some wild swings | 
at Detroit and the American auto- | 


,mobile manufacturers in general. 


God knows, they need no defense | 
but here are some facts: 
He wonders why we don’t pro- 


extensive surveys of the wants of 


ing after this segment of the mar- 
ket if it represents a profitable 


U.S. buyer would rather invest in 
a used car complete with chrome, 
fins, automatic transmission, pow- 
er steering, power brakes, heat, 
music, etc., than to buy a vehicle 


in, park, do the marketing, etc. 
The Henry J. was just that type of 
vehicle and what ever happened 
to it? 

Mr. Thomas cites Oldsmobile as 
“appeal to vanity, pride of 
possession, and the supposed hu- 
man desire to be the envy of the 
neighborhood.” In spite of Mr. 
Thomas’ criticism, the Oldsmobile 
message must be appealing to the 
general public, because in this so- 
called recession year, Oldsmobile 
is being out-sold only by Chevro- 
let, Ford and Plymouth. Mr. Thom- 
as calls the Oldsmobile story: 
“flabby nonsense.” Maybe so, but 
it’s selling automobiles in a buy- 
er’s market. 

For the first quarter of 1958, 
the sales of all foreign and mis- 
cellaneous cars was 66,580, com- 
pared to the total sales of all makes 
—1,176,346. That is certainly a very 
small drop in a very large bucket. 
As Messrs. Curtice, Ford and Col- 
bert have said repeatedly, they’ll 
be glad to supply the demand if 
and when the demand constitutes 
a worth while, profitable percent- 
age of the total market. 

Mr. Thomas says: “Mr. Rom- 


ney [American Motors] has known 


ae RAS: i eee ce nae ae 


this for some time, and is selling 
a lot of small cars, and this in 
spite of the weird design of his 
Rambler Wagon.” If the Rambler 
is “weird,” how in the world would 
you describe the V.W. or the Hill- 
man Minx?... 

I wonder if Mr. Thomas has 
talked to the disenchanted owners 
of these “nifty little imports” who 
have tried to get parts and service 
on their vehicles? 

Mr. T. belabors the big auto 
makers for “arrogance, false pre- 
sumptions, loss of contact with the 
customers, and what they want.” 
At current stock market prices, an 
investment in any one of the well 
managed, efficiently operated 
“BIG 3” automobile companies will 
yield from 5% to 7% on your mon- 
ey. 
If this is smugness, I hope some 
of it rubs off on me! 

H. A. Patterson, 


Detroit Manager, Family 
Weekly, Detroit. 
a 7 


Ad Illustrates Bliss 
Slant on ‘Buy Now’ 

To the Editor: These days, with 
everybody talking about “You 
Auto Buy Now” compaigns, we 
thought you might be interested in 
the attached E. W. Bliss Co. ad- 
vertisement, now appearing in 


metal-working trade publications. 
We and Bliss certainly don’t ex- 
pect it to lick the recession single- 


handed, but we do think it is one 
step in the right direction. 

The theme for the advertisement 
originated with the executive staff 
of Bliss’ press division and we 
worked out the approach. As you 
can see, the reason-why copy is 
just that—sound, basic reasons- 
why a potential purchaser of cap- 
ital goods can strike a good bar- 
gain these days. 

It seems to us, if there is any 
merit to the belief that the psy- 
chological attitudes of business 
management and the consumer 
have a determining effect on the 
course of the economy, then this 
general theme, with variations, 
might well be repeated and car- 
ried on by other builders of ma- 
chine tools and capital equipment. 

John J. Feeley, 

Feeley Advertising Agency, 

New York. 


Thanks to AA and Shaw 
for Lamplighter Controversy 

To the Editor: We should like 
to express our gratitude to one of 
your readers, a gentleman named 
Donald J. Shaw. His careful read- 
ing of Punch disclosed an adver- 
tisement for Lamplighter gin, our 
client. Mr. Shaw’s eagerness to 
bring this advertisement to the 
attention of the American public 
is sincerely appreciated by the 
distillers of Lamplighter, its dis- 
tributor (McKesson & Robbins) 
and its advertising agency. 

The Lamplighter advertisement 
referred to by reader Shaw was 
purposely designed for Punch with 
a long range campaign in mind. 
Since Punch has been doing an 
intensive promotion for subscrip- 
tions in the U. S. there should be 
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benefit to both Lamplighter and 
Punch. 

The campaign idea was to have 
the first advertisement appear in 
Punch and then be reprinted here 
with full credit to the English 
magazine in The New Yorker, 
Sports Illustrated and newspapers 
in major cities. A copy theme us- 
ing a tongue-in-cheek spoofing of 
Anglo-American relations was 
used with cartoons having a Brit- 
ish flavour. The continuity of the 
series will use small-space situa- 
tions showing the English gin 
drinking public shipping its prize 
Lamplighter gin off to the “un- 
couth American martini drinkers 
who threaten it with the overuse 
of the ice cube.” 

Inasmuch as reader Shaw sin- 
gled out the Lamplighter adver- 
tisement in a British publication, 
in fairness to our own American 
countrymen, I am requesting you, 
the editor of ADVERTISING AGE, to 
devote equal space to reproducing 
the American reprint as pub- 
lished in The New Yorker. 

Reginald F. Pierce Jr., 

Kenyon & Eckhardt Inc., New 

York. 


es 

To the Editor: Thanks to Ap- 
VERTISING AcE for reproducing the 
Lamplighter gin advertisement in 
your issue of May 19. I read every 
word. As a copywriter, I admired 
it tremendously, and got consider- 
able amusement from this clever 
and perfectly written ad. And a 


/\hearty respect for a liquor with 


the wisdom and good taste (there’s 
a pun, Mr. Shaw!) to advertise 
itself like this. 

What happened to Mr. Shaw’s 
sense of humor? Doesn’t he realize 
that this ad is addressed primarily 
to Punch’s American audience? 
But would have its effect, by in- 
version, on its British readers, too. 
They would appreciate the whim- 
sy. Their humor, despite the leg- 
end of humorless Briton, is mature 
and sophisticated. You’ll find no 
Englishman so devoid of humor as 
to write Punch in protest against 
this ad. 

Really, Mr. Shaw, this adver- 
tisement is written in copy as lov- 
ingly prepared and as delicious as 
my usual Friday evening’s mar- 
tini will be. For it will be mixed 
with Lamplighter gin, and the 
American olive in it will be wild, 
and I will not watch an adult 
western while consuming it, and 
I will drink it in good spirits (An- 
other pun, Mr. Shaw!). 

Come, come Mr. Shaw. Smile a 
little! 

Lee Wichelns, 

Advertising Manager, Black- 

stone Corp., Jamestown, N. Y. 

. 

To the Editor: Your correspond- 
ent, Donald J. Shaw (AA, May 19), 
must be doubly het up by now. 
First those dreadful Englishmen 
went and ran that nasty horrid ad, 
and NOW they have taken a red- 
blooded, American boy, Jerry Lee 
Lewis, and run him clear out of 
the country. Why, it’s almost more 
than a man can stand. 

Pshaw! Shaw. 

S. C. Streek, 
Toronto. 
* a 


Reader Puts Thumbs Down 
on ‘Speculative Presentations’ 

To the Editor: Like most people, 
I enjoy seeing the good, imagina- 
tive “little guy” win out over the 
somewhat institutionalized, mono- 
lithic “big guy.” So I tended to ap- 
plaud when you reported that the 
Rival dog food account trotted off 
from McCann to Guild, Bascom & 
Bonfigli (AA, June 2). 

However, my joy turned to sor- 
row when close reading of your 
story revealed that Guild, Bascom 
& Bonfigli pitched for the account 
during the fall of 1956 by making 
what you frequently decry edi- 
torially as a “speculative presen- 
tation.” I realize that Mr. Bascom’s 
suggestion about the potential ad- 
vantages in concentrating on the 


| 
| 
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‘city dog” market may not con- | the 


stitute a speculative presentation. | 
But presenting a specific jingle 


along the suggested campaign lines | 


certainly does. 

You have pointed out in the past 
in your editorials that advertising 
did little to reflect credit on itself 
as a profession during the game of 
“musical automobiles” we played 
last year. Do you feel that we en- 
hance our plea for professional 
status by giving “free samples” of 
our work when soliciting a new 
account? 

And isn’t it wonderful how Mc- 
Cann’s research project led to the 
selection of a theme which had 
earlier impressed the Rival people 
when they heard it from Guild, 
Bascom, etc.? Almost makes a man 
believe in the validity of research. 

I was proud to note in the same 
issue your coverage of Kenyon & 
Eckhardt’s acquisition of the Max 
Factor account. And, from what I 
know of K&E standards and prin- 
ciples, we did not make a specu- 
lative presentation. 

Joseph J. Judge, 

Kenyon & Eckhardt Inc., Chi- 

cago. 


‘Me?’ Headline Shows 
Great Minds Still Working 
To the Editor: We found the en- 
closed ad for the State Farm Mu- 
tual Automobile Insurance Co. in 
the May 12 issue of Life magazine. 
We think it is a great idea and 
a terrific headline. I guess we feel 


ME ® | couldn't be paying 41% too much tor auto 


mobile insurance covuid |? 


STATE FARM MUTUAL ry 
& | 
=", 


Medical Economics «.... More Exposure 


as we do because of the enclosed 
campaign (which we developed) 
for Medical Economics which is 
currently running in Drug Trade 
News and started with the Jan. 13 
issue. 

Just thought you might want to 
use this in your “great minds, etc.” 
department. 

Daniel Cassel, 

President, Comart Associates, 

New York. 

. * rs 
It's Outsiders’ Opinion of 
Mayer's Book That Counts 

To the Editor: In your April 21 
issue a story reporting on Martin 
Mayer’s talk before a New York 
women’s advertising group stated: 
“As for the burning question of 
what is the people’s attitude toward 


advertising business—‘Who 
cares?’ asked Mr. Mayer.. 
purpose of business is to make 
money, not to be loved’.” 

This is a very interesting con- 
cept, considering that Mr. Mayer 
was speaking in A.D. 1958. But it 
is scarcely original. Mr. Vanderbilt 
put it more succinctly and mem- 
orably a couple of generations ago 
when he said, “The public be 
damned!” If Mr. Mayer wants to 
refurbish and peddle this old bro- 
mide, that’s his business, but I for 
one wish he’d hie it off to some 
field far removed from advertis- 
ing, lest any great number of peo- 
ple get the idea he is an advertis- 
ing man speaking for the advertis- 
ing business. 

Mr. Mayer’s shrug-shoulder at- 
titude presumes that public opinion 
has no particular relationship to 
the New York City advertising tax, 
for example, or to the now-re- 
pealed Baltimore ad tax, or to pro- 
posed ad taxes elsewhere, or to the 
Canadian magazine ad tax, or to 
the threatened restrictions on high- 
way advertising or the renewed 
rumblings on liquor advertising. 
Since the purpose of the business 
is not to be loved, I suppose it 
doesn’t matter that in a Mother’s 
Day sermon I heard yesterday, the 
clergyman saw fit to refer to 
“advertising, with its gross un- 
truths...” 

“Who cares?” Well, obviously 
Mr. Mayer doesn’t, because he has 
no connection with or responsibil- 
ity to advertising. But if any con- 
siderable number of people who do 
make their living in advertising 
agree with Mayer on this point, 
then a lot of time, talent and mon- 
ey is going to be spent in future 
putting out a growing number of 
brush fires resulting from mis- 
guided and uninformed public 
opinion. 

Mayer’s book, “Madison Avenue, 
U.S.A.,” has been termed “the only 
recent book about the profession 
which advertising men regard as 
accurate and fair.” No one will 
quarrel with the fact that he is an 
excellent reporter when he sticks 
to fact and resists the sly innuendo 
and the slanted interpretation, 
which he all too frequently has dif- 
ficulty in doing. What should be of 
concern to professional advertising 
people everywhere, however, is not 
how advertising men regard his 
book (or his utterances), but 
how non-advertising people, other 
thought leaders and intellectuals, 
if you please, regard it. On bal- 
ance, there appears to be very lit- 


‘litle coming from Mr. Mayer’s di- 


rection which does not reinforce 
the preconceived dire convictions 
of many of these people regarding 
thoroughgoing untruth, waste and 
non-essentiality in the advertising 
business. 
K. K. Wunsch, 
Advertising Manager, North- 
western National Life Insur- 
ance Co., Minneapolis. 
. . @ 


Ettective Approach to PR 

To the Editor: Congratulations 
on your lead editorial in the May 
12 issue of ADVERTISING AGE—‘‘Ad- 
vertising’s PR Problems Have Not 
Been Solved.” 

In suggesting a series of infor- 
mal round table discussions be- 
tween leaders in advertising and 
molders of public opinion at which 
evidence can be presented as to 
the economic justification of ad- 
vertising, it presents a sane and, I 
believe, an effective approach to 
the problem. 

D. E. Robinson, 

Vice-President in Charge of 

Research, C. J. La Roche & Co., 

New York. 


International Ad Figures 
in ‘Congressional Record’ 

To the Editor: I am pleased to 
enclose two sets of tear sheets 
from yesterday’s “Congressional 
Record.” 


As you will note, I found of real 
- ‘The | interest the International Adver- 
tising section of one of your recent 
issues (AA, May 12); together with 
a follow-up piece in your most re- 
cent issue (May 19). 

I was happy to comment on the 
importance of international adver- 
tising, itself. 


Alexander Wiley, 
United States Senate, Commit- 
tee on the Judiciary, Washing- 
ton, D.C. 


formidable array 


one treatise. 


needed. 


ism at its best. 


thorough job as you have done in| 


You are certainly to be compli- 
mented on this excellent piece. I 
think it will stimulate a lot of in- 
terest among your readers and 
provide a needed urge to get ad- 
vertisers and agencies to pay some 
mind to the wealth of authoritative 
material contained in these Guide- 
books, particularly in the area of 
advertiser-agency relations where 
the kind of treatment given the 
. subject in Volume V is so greatly | 
‘Journalism at its Best,’ 

West Calls ANA Review 

To the Editor: I have just read 
with much interest your write-up 
in the June 2 issue of ADVERTISING 
AGE on Volume V of our ANA Ad- 
vertising Management Guidebook 
series. It is obvious that you did a 
lot of homework in order to give 
such a revealing insight into the 
of substantive 
material which this volume on the 
important subject of agency rela- 
tions contains, and to do such a 


This, in my opinion, is journal- 


Paul West, 
President, Assn. of National 
Advertisers, New York. 


eo 
Once Again: Savings & Loan 
Assns. Aren't ‘Banks’ 

To the Editor: In your May 5 
issue on Page 22, you were kind 
enough to make mention of our 
ad service which is being offered 
to savings and loan associations. 


In the caption you refer to the 
fact that we offer bank ads. For 
future reference on your part, 
please be advised that savings and 
loan associations do not like to be 
referred te as banks, and vice ver- 
sa. 

You do mention the fact that we 
are offering 13 ads at a total cost 
of $490. If you will note the cost 
item in the enclosed brochure, you 
will see that this $490 includes our 
unique merchandising giveaway of 
500 sets of color prints, 13 prints 
to a set. 

Seymour Gerber, 

President, Graphic Arts Inc., 

Miami, Fla. 


HOT NEW PREMIUM 


—with universal year ‘round appeal! A 
roll of film developed and 8 Giant Prints, 
plus one fresh roll of Film FREE, only 
715¢ and your “box top’. Self-liquidating. 
Average retail value $1.34. There are 60 
million cameras in the U.S.A. Willard 
Photo Service (Mail Order since 1933) 
1454 Hayden, Cleveland 12, Ohie. 
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NATIONS 
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RADIO MARKET’ 


‘Mother of five . 
dent of a women’s college . . 
of Goucher... . 
rock’n roll to get big ratings.”’ 


“Harriet Pressly . 
man’s editor . . 
moves merchandise. Her program... . a 
Monday through Friday landmark ... . 
on WPTF since 1943.” 


Lroutlly Presents 


HARI El [° RES 


Radios Gracious Lady 


. wife of the Presi- 
. graduate 
proves you don’t need 


. experienced wo- 
. her stamp of approval 


PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 
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WPTF 


_ 50,000 WATTS 680 KC 
NBC Affiliate for Raleigh-Durh 

and Eastern North Carolina 
R. H. Mason, General Manager | 
Gus Youngsteadt, Sales Manager 
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No mistaking that message! 


There’s never any doubt when 
you talk color. In an era of 
read-while-you-run, color com- 


municates commercially with 


more speed, more impact. 


From a leaflet to a volume, 
from a stamp to a floor stand, 
there is no finer creative color 


printing than comes out of 


bon ire 
Color 


LITHOGRAPHERS, INC. 
200 VARICK STREET 
NEW YORK 14, N. Y. 
WAtkins 4-7866 


Shirt Rental 
Plan Appoints 
Marks Agency 


Plan Aims to Keep 
Laundries’ Customers, 
Offset Drip-Dry Inroads 


New YorK, June 18—You can 
rent a car, an airplane, a tuxedo. 
Now you can even rent your shirt. 

That’s the latest wrinkle 
dreamed up by an outfit called 
the National Shirt Rental Plan. Na- 
tional distributes Shirt Valet 
brand men’s shirts to franchised 
laundries, which then rent the 
shirts to their customers on a 
yearly basis. 

Here’s how it works: 

The laundry buys 11 shirts from 


shirt on the customer’s back, five 
in his dresser drawer, five in the 
laundry). The customer selects 
his own collar and cuff styles. The 
shirts are “good quality”’—they’ll 
take at least 45 washings (nearly 
two years’ wear). 

A Seattle laundry in the plan 


National for each customer (one! 


|charges $1.30 a week for three 
shirts; $1.70 for four and $2.05 for| 
five. A laundry in Florida quotes 
these prices to customers: five 
shirts a week for $1.96, six shirts 
for $2.35 and seven for $2.75. 


= The National rental scheme, 
which has signed up 27 major 
laundries so far, is aimed at (1) 
reducing laundry customer turn- 
over, (2) creating a new source of 
laundry income and (3) combat- 
ting the inroads being made by 
shirts that are drip-dried at home. 
Drip-dry shirts are thought to ac- 
count for about 40% of all new 
shirt sales in the U. S. now. 
National Shirt Rental has 
named Robert M. Marks & Co. 
here to handle its advertising. Mr. 
Marks said the rental plan offers 
laundry users “a complete shirt 
wardrobe, with no investment; all 
you pay is a few cents more 
each week than you’d ordinarily 
pay for having your own shirt 
laundered.” 
Mr. Marks, onetime cowboy as a 
youth on Texas ranches and for- 
mer CBS page boy, said it was 
also possible for people using the) 
rental plan to deduct the cost| 
from their income taxes as a busi- | 
ness expense. “The burden of 
proof will be on the taxpayer,” he 
said, “but if you’re required to 


GIVE YOUR SALES 
THAT NEEDED LIFT! 


y ee Otel 


LAYS A “NEVER MISS” 


Fashion Club’s Pony 
Promotion Never Misses 
That’s why 98% of America’s Pony 
promotions are Fashion Club promo- 


tions. Used by accounts such as 
Nesties, Swift, Pillsbury, Ford. Food, 
Drug, Dairy, Soft-Drink and Candy ac- 
counts have scored unbelievable sales 
increases. Grocery and department 
stores, automobile dealers, real estate 
developers, Federal Savings and Loan 
associations, American Legion Posts, 
Chambers of Commerce, Co-Operative 
Merchant Days . . . every one of them 
write that Fashion Club’s Pony promo- 
tion outpulls by far any sales stim- 
ulating plan they ever used. 


martingale . . 
Pulls anywhere . . . 
EVERY KID WOULD GIVE HIS 


State type of product or store 


SHETLAND PONY 


Largest in 
749 N. Rush St., Suite B 


a Pu 


GET GOING NOW 
You don't have to plan and prepare for this one six months in 
advance, You're in action immediately . . . 
. tie-up material . . 
big cities or small towns. REMEMBER. . . 


PONY and “‘promotes"’ mom and dad for your promotion. 


planning Fashion Club’s promotion. We'll rush details. 
WIRE, WRITE OR PHONE . . . NOW. Be the first in your market to hit the jackpot. 


Fashion Chub 


Chicago 11, Illinois 


Promotion 
Right in 
Your Lap! 


You don't have to lift a 
finger to shovel in the sales 
dollars with Fashion Club's 
brand new, tested-in-the- 
field promotion package. 
Nothing for you to do but 

set up your deal! 


WE FURNISH EVERYTHING! 
dynamic, giant, two color posters 
window streamers and wire- 
hangers 

bag-stuffers and handbills 

full and half page newspaper mats 
entry blanks for six different 
types of successful contests 
Everything ready except your own 
imprinting . . . done by you or Fashion 
Club. Entire package developed in 
conjunction with country's top-notch 
agencies and accounts. 


Self-Liquidating Too 
Here's a promotion that pays for itself 
. and returns an actual “in the 
cash register’’ profit. 
New Business Men 


in agencies find this a powerful ac- 
count getter. 


y 


pony, saddle, bridle, 
. everything all ready to go. 


RIGHT ARM FOR A SHETLAND 


or business for which you are 


SALES COMPANY 
the World 
MI 2-2988 


wear a white shirt in your job you 
may have a deduction.” 

The consumer campaign gets 
started in August, following a trade 
drive in laundry and dry cleaning 
business publications. Ads, which 
will run in The Saturday Evening 
Post, Time and other magazines 
“aimed at white-collar workers,” 
will be directed mostly at office 
workers “who don’t ordinarily buy 
really good shirts.” 

In addition, franchised laundries 


plied with driver-salesman train- 
ing materials, newspaper mats, ra- 
dio and ty spots and other sales 
aids. 


# National Shirt Rental is the 
17th account in the Marks’ shop, 
which was launched early in 1954, 
after Mr. Marks left Alfred J. Sil- 
berstein-Bert Goldsmith Inc., 
where he had been senior account 
exec and plans board member. 

Now 37, Mr. Marks backed into 
the agency business. After stints 
with National 
Shirt Shops and 
the Custom Shop, 
he hung out a 
shingle as con- 
sultant on print- 
ed matter. He 
solicited the 
printing business 
of Swank Inc., 
which was im- 
pressed with Mr. 
Marks’ ideas to 
the point of ask- 
ing him to present plans for a new 
national ad campaign. 

Young Mr. Marks whipped up a 
campaign, thinking it the high- 
road to Swank’s printing account. 
But Swank pulled a switch and 
offered him the ad account if he’d 
open his own agency. Mr. Marks 
declined the proposal on the ground 
that he knew too little about agen- 
cy life. Then Swank offered him 
the account if he’d take it to an 
established agency. That’s how 
Swank and Mr. Marks moved to 
Silberstein-Goldsmith. 


= Mr. Marks wrote Swank copy, 
supervised layouts, chased Swank 
art and copy through production, 
and coordinated the company’s 


sales aids with its national cam- 
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CHRISTMAS SWANK—These are examples of the pre-Christmas adver- 

tising Robert M. Marks & Co. has prepared for Swank, which has 

allocated about $500,000 for its holiday promotion. Marks will use 

one magazine, Life, to get “real impact” with consumers. The ad at 
right will run Oct. 6, the other in Life’s Oct. 20 issue. 


paign. In his spare time he sought 
new business, and brought sev- 
eral accounts into the agency. 
After two years he opened Robert 
M. Marks & Co. 

“I didn’t ask a single account 
to go with me, but after a few 
days, most of my accounts, led by 
Swank, moved over to my shop,” 
he said today. 

In 1956, Swank scheduled “the 
largest fall and Christmas cam- 


|paign in its history,” using four- 
carrying Shirt Valet (brand name | 
for the rental shirts) will be sup- | 


color pages in Sunday newspaper 
sections and weekly and bi-week- 
ly consumer magazines. Last 
year, Marks moved Swank’s mag- 
azine budget into Life—a media 
concept that will be repeated this 
year. Twelve insertions—including 
several four-color pages and some 
two-color half-pages—are set for 
Life. 


s “For advertisers of a mass-dis- 
tributed consumer product with 
space budgets under $1,000,000,” 
said Marks, “the only way real im- 
pact can be achieved at the con- 
sumer level is to pick the biggest 
print medium you can find and 
stick with it.”” Swank’s pre-Christ- 
mas drive, which includes 12 col- 
or insertions in several Sunday 
supplements, will run to $500,000. 


Hartford Adclub Elects 

Robert W. Honer, Heublein Inc., 
has been elected president of the 
Advertising Club of Hartford. 
Other officers include William J. 
O’Meara, Aetna Casualty & Sure- 
ety Co., lst vp; Lamont L. Thomp- 
son, WHCT, 2nd vp; Mrs. Frances 
Kline, Albert Steiger Inc., treas- 
urer, and Florence Farrell, Cham- 
ber of Commerce, secretary. 


Carpenter-Proctor Adds One 

Customline Control Panels Inc., 
Linden, N.J., has appointed Car- 
penter-Proctor, Newark, to handle 
advertising and provide marketing 
counsel. Customline had no pre- 
vious agency. 


Katz Boosts Bennett 

Vincent Bennett has been pro- 
moted from media buyer to asso- 
ciate director of media of Joseph 
Katz Co., New York. He has been 
assigned to the American Oil Co. 
account. 
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Relate Furniture in Ads to Everyday 


|| Activities, Kroehler Motive Study 


Cuicaco, June 18—One reason 
for the failure of furniture to ob- 
tain a larger share of the consum- 
er’s dollar, a motivation research 


| study shows, is that much furni- 
ture advertising 


“divorces” the 
products “from activity, from a 
sense of living, from associations 
with people.” 

There is reason to believe that 
furniture merchandising suffers 
from this; showing furniture in 
ads in a “down-to-earth atmos- 
phere of living appears to be pre- 


ferable” and “can be very helpful |- 


in creating a desire for new furni- 
ture.” 

These and other findings on 
furniture marketing were report- 
ed today by Kroehler Mfg. Co. in 
“Why Isn’t the Consumer Spending 
More on Home Furnishings?” The 
report is based on studies made 
for Kroehler by Social Research 
Inc. Henri, Hurst & McDonald is 
Kroehler’s agency. 

Kroehler deplores the fact that 
furniture accounts for only 14% 
of the consumer spending. 


= The report warns of social class 
differences in attitudes toward fur- 
niture. The three major markets 
for furniture, says the report, are 
the “upper middle class” (which 
combined with the upper class 
makes up about 10% of the popu- 
lation, with 20% of disposable in- 
come); the “lower middle class” 
(25-30% of the population and an 
equivalent proportion of the na- 
tion’s income) and the “upper 
working class” (40% to 45% of the 
population with 40% to 45% of the 
income). 

The first group places heaviest 
emphasis on “ ‘tastefulness,’ style 
and beauty” in furniture buying, 
the report says. The second group 
seeks “long-lasting quality and 
neat, comfortable appearance.” The 
third group looks for “comfort, 
sturdiness and an ‘up-to-date’ ap- 
pearance.” 


® In addition to social differences, 
there are age differences in furni- 
ture preferences, with the young 
family placing greater stress on 
“sensibility and practicality” than 
on style and beauty. Later, this 
group feels, when children have 
reached adolescence or have left 
home, more emphasis may be 
placed on attractiveness and good 
taste, the report indicates. 

Social Research found a great 
deal of “anxiety” in the buy- 
ing of furniture—concern that 
new furniture will blend with the 
old, that the whole will be attrac- 
tive and appropriate. Further, 
women become attached to their 


Says 


lieves that her reputation rests par- 

tially upon her living room furni- 

ture. Women are aware they use 

furniture to judge other people and 

believe that other people do the 

same thing,’ says the Kroehler 
report. 


furniture and resent any ridicule 
of it, the report says. 

The report includes the follow- 
ing general recommendations for 
the promotion of furniture: 


e “It would seem important to 
utilize the feeling of excitement 
women have about furniture— 
their strong desires to buy, use 
and display furniture in their 
homes. . .” 


e “The American value of ‘the 
home’—as symbolizing the family 
unit and the many feelings at- 
tached to the family and the 
homestead—might well be a use- 
ful theme to emphasize. . .” 


e “This does not imply that furn- 
iture should be shown or referred 
to in a casual, haphazard manner. 
The psychological and financial 
importance of this product would 
not easily tolerate such treat- 
ment. . .” 


e “Promotions should attempt to 
provide direction, definition and 
reassurance to the women. This re- 


as tastes, buying opportunities, 
styles, price, quality, integration 
into the home, expectations regard- 
ing longevity and so on...” # 


Fla. Papers Get ‘Weekly’ 

The Ft. Lauderdale News, Jack- 
sonville Journal and Palm Beach 
Post Times have begun distribu- 
tion of The American Weekly on 
the east coast of Florida. 


Mascoitt Joins ‘Digest’ 

Richard A. Mascott, formerly 
eastern division manager of E. F. 
MacDonald Co., has joined the ad- 
vertising sales staff of the Reader’s 


Digest in New York. 


lates to such diverse considerations | 


4A‘s Extends Good Will 
Hand to Puerto Rican Group 

The American Assn. of Advertis- 
ing Agencies has offered its assist- 
ance and cooperation to the new 
advertising agency association in 
Puerto Rico (AA, May 12). Emilia 
Veve, manager of the international 
department of the Four A’s, went 
to San Juan to address the new 
group on June 5. 

She invited the 10 member agen- 
cies of the Puerto Rican group to 
join the Four A’s, advising that it 
might be possible for the American 
association to organize a regional 


ign im 
ear 


council for Puerto Rico—its first, 
outside the continental limits of) 
the U.S. Four of the Puerto Rican 
agencies—G otham-Vladimir, Mc-| 
Cann-Erickson, J. Walter Thomp- | 
son Co. and Young & Rubicam— 

| 


are already Four A’s members. 


Romal to Van Brunt 

Romal Electric Products Co. has 
appointed Van Brunt & Co., New 
York, to handle advertising for the 
Vanguard transistor flash, a new | 
product in the photographic field. | 
Consumer and business publica-| 
tions will be used. 


} 
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ADVERTISING 
and/or 
MARKETING? 


Nationally known marketing con- 
sultant has a plan for pooling serv- 
ices with those of a New York 
agency. It means a stronger approach 
to ‘‘new b ", with sizable con- 
sulting fees in many cases—as well 
as expert promotional, merchandis- 
ing and 9 t idance for 
present accounts. 


Box 165, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


even more! 


| 


No. 1 zone of influence’ 


37.5% of all retail sales in Mississippi are made in Jackson's 
24-county retail trade zone . . . The Sunday Clarion Ledger and 
Jackson Daily News reach 81.3% of all families in the 24 towns 
of 1000 population or more in this important zone . . . weekdays 


*plus reaching 22% of all families in 34 secondary 
trade area towns with 1000 or more population. 


e s 
~~s 
ied . 
ay . 
. 
4 7 


° 


‘ oy 2 2% P, ” ™ ~ * s 
Riccesieeags Sidi ect ei =: andlaaters Mee RS 


x 
Be 
~ — 
mn 
* 
> 
> 
~ 
* 
Se 
am ‘ . 


ae nee SE Saar aie ON ete Peis a ‘A: ‘s te Fes oN aes ee te) ae he SN ie Xe iD oo em % Pleo, —s . « = ei Fs i oie a ce. Ry We a I ies Ss : - 
ha ie a ti oe F : Sica als Jae: 26 * : gees ne 4 ; = An : 
ee = 
Se | 
' 
| a Pe 
C J G apie Dee 
wekes ae ges Sie 
= ~ e : 
a aoe ae 
ma in oaths 
e¥ af eee 
F L\ ‘§ \\ l uf 37 et Me, ‘ea 
~ 4 i eh 
| o OF mn a: ee a 
. ioed IK, | \kn iain 
os Sy, oe ee 
~' ZG 2 cu Moca 
} ——} |-| |- = C 4 ad See 
: Sy 4 Pa ST ee rT ae OF. SNE ‘ ae sane es 
( Pe set cab me ‘ i on Cd a 
ee == = N | Pose 
CRITERION—“Many a woman be-| : ee 
| | Pea € 
| gs Peas 
i eee 
2 i ee 
- 
} | 
} 
| es 
| ¢ Cleo teen 
| | | es 
| ae ee 
we 
eee 
j og 2% fe 
Soa 
| Pe alk ay 2 
Cara 
| ther 
* NES ret ia: 
1 —_— ee eS EE TE fate i 
ee 
See ae 
ee Be | 
© heh Lo et E ites ‘ z fos f < Bone afew Cay e 2 gen 1 eee ad Pace hee z, atee en 
| ae ee. 7 HE Steere eee oe 
Pr ee ee em ee Be lara Serta coats ines 
: ses ee ad lla % et sok Rin Se ee md ls 3 ean nis pe eee 5 Rar es es 
m= wee Cte ee fee Nie ar Seg en AEE eg AE as ee ee Borer inion! Ui ; ee aes 
eee eh ee eas le eee: ae. Se eee ny) : ; 
0 ee aa fe age a Fama ae ace eh a i amit a beech: ‘icy Sede 
a ‘ e7 - F 5 = on ; eg 
_ JACKSON DAILY * NEWS 
eas ieee Boy sa oP 
se eke a ‘ : oe 5 ie “ aa : : 
- gil ; ti A pees en - pig ec satan) gs EA Poa : aes 
Gore em sage ia On i 6 wis Fa a Gio ie ih ee ee iit see ar aes j Be at oe 
i See eo a aa ae ate re 8 , eo . . . e: he eas wie DO ae are As 
Bee Oe eee / hae Recap ye gic ar aes ea ete 
atoe Wee eer ee eros “3 os acks On, M. 1SSiSSippi Slits aepeeigeetete so Nias ae a! 
oS ioe eee cals ised Bie i = 5 a eee Oe eV cite es, ! 3A fin . 
i Di Ce nr nn Rig | eer, psa kta Bae ig) ee ees are ae 
saan : ae. ee se Pe cgi no Bee Sais erie 8 aa makes i ae 
: | Mi s First News + Repreaiaad by tie Kenecteench Tae. oaks 
ca { a an 7 a ae es 
__ Mississippi's First Newspapers * — Represented by the Katz Agency, Inc. — ono ae 
Ne OR Sg Se se popes ’ i ee es aan ek Eien. hey eee bein. 
; | eo ee en 5 ota aera ee ee dele , ae 
1 | TS | Co-Owners WJITV (TV) WSLI (Radio) ; 
ee, eee 
7 | 5) , : ' Ge Bae. ae 
. Fe 1 OL ee Ay 
. Seana Cores 
i . > ile “e ae 
i as . . 
; ba ‘ 
Wee cate ae : ¥ as Wickes, Yc car 
| ee eae s : eee eae 
mm 6«~— the. > et oe 
ie . 7 ae 
CC paes a SNES aay ‘ *. 4 ios aot a 
r new force “i - weg 
: ta a ei ae 
; ' “S - At OF > Ci hid asa’ 
- a bias * Ce ee ae 
Pear spi ie Mia: 
: . ae Cee ett me & . vine oS 
! ene spate pete 
} eer. | . . Sage Be a a 4 > * rs — begs an 
i Races. noe ae 
| , building © ees 
age 2 on J J ro : Pry 
nee : ws en 
q ee 5 ay a. i ie sk e © ae pee x 
i et 5 MP “ . a bd a ce ee ee 
{ " , a pi tS at. 
) cl ’ : " i ei 
} f . ’ ° ° ens ote ci 
. J ‘ 1 r . : ve 
| Architectur$] Forum/the magazine of building/published by TIME INC, oa 
| m7 we. : Spee s 
) ; -~ : ° a! 
i oS aati et Sa EE Pe a ae on lois ih, Ds Be! see IN Pea aa 
eee ‘ ee 
= ; ame, Series 
riot <= Se eal meee a ieee SS Se Meer Pr Re iy gd oe fee Mia ase hs ery Mes aS ca 8S ae a eam Ruy ee 2 Paria oe } * i u : DS feces 
eee 8 ee a ee <a ae ee. 


sy 
oer 
c- 4 


THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


When we won the car of our Advertisers interested in reaching 


dreams at the church raffle two days 


after buying one just like it, we |ket, will find a wealth of informa- 


were a mite upset. The wife more 
than I because three months after 


adopting twins she became “That | 


way” and turned out twins of her 
very own without a hitch. Add this 
to the fact that a week after she 
bought a new washing machine the 
same contraption was sale-priced at 
50% off and you have the picture of 
a very nervous woman. 


The other day she had to be driven 
home from the Super Market. She 
ran into a bunch of signs reading 
Buy 3—Get One Free, 10¢ Off Sale, 
and a Save on Butter sign on a 
stack of canned coffee. She just 


collapsed. 
x * * 


One of our friends in the floor 
waxing business has had our organi- 
zation counting sales of all wax prod- 
ucts in Cincinnati, Rockford, and 
Tacoma for some time now. The 
thing about this wax product that 
makes it different is a new easier 
method of applying it to the floor. 
First the “waxers” made it easier 
for the gals to polish . . . next the 
gals didn’t have to polish it at all 
... and now they’ve got it rigged 
so the gals’ kids will apply it and 
love doing it. The facts dug up by 
Burgoyne indicate they must be 
hounding Mom to get the job. Izzat 
progress? You betcha! 


= 2 2 


Burgoyne’s researchers recently 
checked sales of some new dehy- 
drated soups in Canton, Indian- 
apolis, and Omaha. They look like 
“zingers,” too! These soups give the 
house fraus a wide variety of flavors 
at low cost. From one dehydrated 
meatstock base Mother can boil up 
any number of different soups by 
the mere addition of a pinch of the 
separately packaged flavors. By us- | 
ing dry milk she can easily make | 
cream soups, too. Now it’s possible | 
to get as much soup as there is in | 
cans on a Super Market shelf into | 
a box no bigger’n a tobacco can. All 
you need is a handy water spiggot. | 
We're gettin’ closer to those pill | 
substitutes for a steak dinner all 
the time! 


x &k * 


Checking food store sales of various 
products and recording the facts 
accurately is a daily Burgoyne ac- 
tivity in more than two score of the 
nation’s top test markets. Call him 
in if you like your research thor- 
ough, fast and economical. 


Some Brands Do Top Job, but Negro 
Market Is Wide Open, Rollins Finds 


Quiz Included 1,700 


1,548 ‘Write-ins’ Too 
WILMINGION, DEL., 
|the country’s growing Negro mar- 


| tion in the five-city survey re- 
\leased by Rollins Broadcasting. 

| The study spotlights the buy- 
ing habits and brand preferences 
‘of colored consumers in New 
|York, Chicago, St. Louis, Indi- 
anapolis and Norfolk—all cities in 
which Rollins-operated radio sta- 
tions concentrate on program- 
ming with Negro audience appeal. 

Brand usage is covered for 114 
product categories, ranging from 
aspirin to wine. Some 3,313 
brands are mentioned; of this to- 
tal, 1,548 were “write-ins” that 
did not appear on the question- 
naire, which listed 1,700 choices. 
In the case of one item—beer— 
there are detailed data on why 
users switch their brands. 

This wide brand spread would 
seem to indicate that the non- 
white population of 3,368,230 in 
these representative cities is ev- 
erybody’s market. But an analysis 
of the usage figures in the various 
categories shows that a number 
of manufacturers are doing an ex- 
ceptional job of selling this group. 
Best indication of this fact: Ap- 
proximately 35 brands placed first 
in their respective categories in 
all five survey areas. 


® To get the data for this com- 
prehensive look at the Negro mar- 
ket, Rollins Broadcasting’s 
search department queried a 
volunteer consumer panel of 12,- 
828 persons. The questionnaires 
were mailed to the interviewees. 

Field work was started early 


re-| 


Lee 


| categories,” 
|director of public relations, ex- 


Brands, but Replies Had plained. “The only age require- 
ment was that volunteers be over 


21. To insure that we would get a 


June 17— |800d representation of Negroes in| 


their middle income-group, we did 
seek out, on our own, members of 
civic and social organizations.” 
The amount of market leader- 
‘ship varies greatly from product 
‘to product and from market to 
market. In many categories sev- 
eral brands are fighting it out, 
and none looks strong enough to 
| be dominant. 


|@ For cigarets, the findings were 
broken down by sex. Camel and 
Pall Mall came out first among 
men, but by no great margin, in 
two cities and tied for first in the 
fifth, Among women, Pall Mall 
and Viceroy each came out first 
in a couple of cities, and Viceroy 
‘and Winston tied in the fifth. 
|Again the margin of leadership 
| was close in most cases. 
| On the basis of total number of 
/cigaret smokers, 48.9% were male 
land 51.1% female; 44.1% chose 
filters and 55.9% non-filters, with 
more women than men in the fil- 
|ter group. 29.4% smoked regulars 
‘and 70.6% kings, with more wom- 
en than men choosing king-size. 
In many categories this study 
gives a cue to the market poten- 
tial by indicating a healthy per- 
‘centage of the people who didn’t 
use any brand or failed to indi- 
cate a brand preference. 


= The Rollins researchers not 
‘only found out what brands peo- 
ple bought; they also determined 
where they bought them, in some 
cases. For grocery shopping, it 
was the supermarket all the way. 
|Percentages ranged from 91.5 in 
| Norfolk to 77.7 in St. Louis. 


Tim Crow, Rollins’ 


} 
| 


| 


SYMBOLIC—Dominant photography and short copy are featured in a 

trade campaign by Kwikset Locks Inc., Anaheim, Cal. Each ad 

shows a lock with symbols representing a lock characteristic such 

as “Precision,” “Security” (shown here), “Beauty” and “Research.” 
Hixson & Jorgensen, Los Angeles, is the agency. 


Products which came out with} 
the highest percentages of users 
in all five cities included Reddi 
Wip whip cream, Crisco shorten- 
ing, Wesson salad oil, Lipton tea 
and package soup, Maxwell House 
instant coffee, Premium Saltine 
crackers, Pillsbury hot roll mix, 
McCormick spices and cooking 
extracts, Sunsweet dried fruits, 
Hellman’s relishes, Kellogg’s corn 
flakes, Jell-O dessert, Birds Eye 
frozen fruits and vegetables, Del 
Monte fruit juice, Campbell’s| 
canned soup, Cut-Rite wax paper, 
Scott paper towels, Kleenex tis- 
sue, Borax water softener, Clor- 
ox bleaching fluid, Spic & Span 
cleanser, Ajax scouring cleanser, 
Johnson’s paste wax, Airwick 
household deodorant, Listerine 
mouth wash, Colgate toothpaste 
and tooth powder, Avon lipstick, 
Gillette razor blades, and Alka 
Seltzer stomach upset remedy. 


# Brands placing first in four 
markets were Borden’s ice cream, 
Maxwell House regular coffee, 
Pillsbury cake mix, Aunt Jemima) 


Continental Plans Campaign 

Continental Wax of Indiana, 
Terre Haute, had budgeted a sum- 
mer advertising campaign for its 
Six Month floor wax at $1,500,000. 
Nearly 90% of the budget will go 
into spot tv. The campaign, which 
started June 20 for 45 days, is 
scheduled for 36 markets in the 
South, Southwest and Midwest. It 
will include spot radio and 1,700- 
line r.o.p. newspaper ads in some 
areas. Prior to its summer cam- 
paign, Continental had been mar- 
keted only in six southern states. 
Product Services Inc., New York 
is the agency. 


Torrens Joins Helene Curtis 

John R. Torrens, formerly man- 
ager of the Latin American divi- 
sion of Bristol-Myers Internation- 
al, has been appointed vp and 
general manager of Helene Curtis 
International. 


this year. The panel was made up| A _ collateral question covered 
of adult (over 21) listeners who|the housewife’s preference in de- 
answered an on-the-air appeal for | partment stores, the store where 
volunteers. “While we made no|the husband usually bought his 
attempt to keep statistics on in- clothes, the store where the house- 
come, residence, age, etc., we ex-|Wwife usually bought her clothes and 
ercised care in the two months of|the store where the children’s 


pancake or waffle mix, Heinz} 
catsup, French’s mustard, Welch’s| 
jams and jellies, Skippy peanut 
butter, Campbell’s tomato juice| 
and baked beans, Del seonte 
canned corn, Hunt tomato paste, 
Maine canned sardines, Gerber’s 


NATIONAL 
LIVE STOCK 
PKODUCER 


|preparation before the respond- 
ents were given a questionnaire 
in establishing that we had a good 
cross-section of Negroes in those 


|clothes were usually purchased. 

| The key question for each prod- 
|uct category was: “What brand do 
| you use most?” 


REVERE PHOTO 


SPREADING THE NEWS 


SINCE 1922 


WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


ENGRAVING CO. 


strained and junior or chopped) 
baby foods, Northern toilet tissue, 
Little Boy Blue liquid bluing,}| 
Tide laundry product, Sani-Flush 
toilet bowl cleaner, Ivory toilet 
soap, Avon face cream, 4-Way cold 
tablets, Florsheim men’s shoes 
and Coca-Cola. 


= Findings for the New York- 
New Jersey area in the depart- 
ment store and apparel buying 
section of the questionnaire have 
not been tabulated yet. For the 
other cities the front-running 
stores were: Indianapolis, L. S. 
Ayers & Co. for everything ex- 
cept husband’s clothes, where 
William H. Block Co. got the nod; 
St. Louis, Famous-Barr Co., again 
for everybody except husband, 
who chose Boyd’s; Norfolk, Rice, 
for the department store shopped 
most and for the housewife’s 
clothes, the Hub for men and L. 
Snyder’s for children’s clothes; 
Chicago, Sears, Roebuck & Co. for 
department store shopped most 
and for children’s clothes, Bond’s 
for men’s clothes and Carson, 
Pirie, Scott & Co. for housewife’s 
clothes. 


= Another major area covered the 
reasons for the switching of beer 
brands. These turned out to be al- 
most as varied as people, with ex- 
planations ranging from the fairly 
frequent “better taste” to the wry 
comment, “Previous beer caused 
upset stomach.” 

Rollins’ stations in survey areas 
are WNJR, Newark, N. J.; WBEE, 
Chicago; WGEE, Indianapolis; 
WRAP, Norfolk, and KATZ, St. 


Louis. + 


DELIVERS 


america’s richest 
farm market... 
to its advertisers 


THE $10 BILLION 
DOLLAR 

LIVE STOCK 
FARM MARKET! 


The pages of NATIONAL 
LIVE STOCK PRODUCER 
are a dynamic, persuasive 
“shopping center" for the 
live stock farmer. He con- 
sistently buys more than 
the average farmer and 
here's proof! 


As an average, on any of 
our 1,000 live stock farms, 
you'll see: 


@ 2,370 Tractors 
@ 1,116 Trucks 
@ 1,700 Automobiles 


Compare this with 1,000 
average VU. S. Census 
farms, where you'll see: 


@ 909 Tractors 
@ 565 Trucks 
@ 892 Automobiles 


Obviously, the farm mar- 
ket to sell is the farm 
market you reach in 


NATIONAL 
LIVE STOCK 
PRODUCER 


129 N. Clark Street 
Chicago 2, Illinois 
Phone: CEntral 6-2068 


the live stock farmer . . . 
the prosperous 14.5% of the 
nation’s formers . . . earns 
25% of the national farm 
income. 
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\dvertising Age, June 23, 1958 


Deductibility of 
Institutional Ads 
Issue Gets Hotter 


(Continued from Page 1) 

Early this year, under prodding 

of Sen. Estes Kefauver (D., Tenn.), 
-@the commissioner of internal rev- 
| @nue announced he was disallow- 
ing deductions claimed by any 

} utility for the support of the cam- 
paign of America’s Independent 
Electric Light & Power Companies. 

H More recently, at the urging of 
| Sen. Albert Gore (D., Tenn.), tax 
auditors knocked out half the de- 
duction claimed by the Minneap- 
olis Star & Tribune for ads in 


| October, 1956, urging re-election 


of President Eisenhower 
June 2). 

Last week, apparently without 
any congressional prodding at all, 
field personnel reportedly disal- 
lowed the entire institutional ad- 
vertising budget of Timken Roller 
Bearing Co. for 1951-54 (AA, 
June 16). 


(AA, 


_ ® Asked this week if special in- 
structions have gone out to field 
personnel calling for a crackdown 
on institutional advertising, Inter- 
nal Revenue Service said there 
have not been any special instruc- 
tions. 

When asked how field auditors 
distinguish between ads which are 
admissible business expense, and 
those which are classified as “‘pro- 
paganda,” IRS said there are no 
regulations or auditing instruc- 
tions which would provide guid- 
ance. 

Tax laws specifically prohibit 
any deduction for political or lob- 
bying purposes, or for contribu- 
tions to political campaigns. While 
they authorize deductions for all 
“reasonable and necessary” ex- 
pense by business, the law itself 
specifically mentions only sal- 
aries, rent and travel expense. 

Tax regulations which are cur- 
rently being revised reflect the 
interpretation by the Internal 
Revenue Service of “reasonable 
and necessary” business expense 
as authorized by law. Earlier this 


year spokesmen for advertising| 
groups conferred with top Treas-| 


ury officials in an effort to devel- 


op a rule on advertising which | 


reduces the danger advertisers 
would face reprisals for ads dis- 
pleasing to powerful political 
groups. 


= In its own search for a defini- 
tion of “propaganda” the Inter- 
nal Revenue Service once tried 
Webster and came up with the 
phrase, “the scheme or plan for 
propagation of a doctrine or a sys- 
tem of principles.” 

A spokesman for the revenue 
service suggested this week that 
one indication of the current ap- 
proach might be found in regula- 
tions recently adopted to define 
the right of tax-exempt organi- 
zations. 

Under these rules “incidental 
publication of books or giving lec- 
tures advocating or opposing an 
idea which might ultimately re- 
sult in legislation” would not re- 
sult in loss of tax exempt status. 

“However, exemption will be de- 
nied if a substantial part of the 
activities of an organization con- 
sists of activities such as the pub- 
lication and distribution of mate- 
rials which present but one side 
of an issue and advocate legisla- 
tion thereon, on the solicitation of 
votes of legislators for or against 
legislative proposals, or the pre- 
sentation at political conventions 
of issues on which legislation is 
sought.” 


a Intervention of advertising 
groups to prevent automatic re- 


Booth Gage 
IN BUSINESS—Principals of Gage, Booth & West, Beverly Hills, formed 
by a merger of C. B. Juneau Inc. and Allan & Marshall Advertising 
(AA, June 16) are shown here. They are Ray Gage, president; C. A. 
Booth, exec vp, and Herbert West, secretary-treasurer. 


CO RIOT rR EO Re oe ow 


West 


adoption of 1921-type regulations 
against “propaganda” advertising 
may have been instrumental in 
causing top Treasury officials to 
take a new look at the problem. 

In any event, there are indica- 
tions now that adoption of an ad- 
vertising rule will be held up at 
least until the completion of sev- 
eral court cases which have been 


ernment’s recent flurry of activity 
in the policing of tax deductions 
for advertising. 

Two cases already before the 
Supreme Court challenge the idea 
that a business can’t claim deduc- 
tions for lobbying ads even if the 
survival of the business itself is at 
stake. 

Already upheld by decisions in 
lower courts, the taxpayers in 
these cases hope to break down a 
general ban against all expendi- 
tures which influence legislation 
and open the way for businesses 
to claim deductions for campaigns 
which clearly have a relation to 
the survival and future of the 
business and its owners. 


s At stake before the court is the 
1941 Supreme Court verdict in 
Textile Mills Security Corp. vs. 
Commissioner, the basic case, in 
which the court examined exist- 
ing rules against lobbying and 
| propaganda ads and decided they 
represent reasonable interpreta- 
| tion of the tax law. 

In the 1941 case the court was 
concerned with the morality of 
lobbying and decided it was rea- 
sonable for the tax commissioner 
to assume that Congress did not 
want to encourage it. But the two 
current cases involve beer and 
whisky wholesalers who con- 
tributed to campaigns to defeat 
state prohibition laws. Lower 
courts were impressed that it is 
“reasonable and necessary” for a 
business to use its resources to in- 
fluence public opinion on issues 
which can result in complete de- 
struction of the business. 


@ The 1941 decision, which is the 
basis of existing tax authority, in- 
volved a taxpayer who had staged 
a public relations and lobbying 
campaign for legislation which 
enabled him to recover a $60,000,- 
000 German-owned textile prop- 
erty which had been held by the 
U. S. alien property custodian 
since the outbreak of World War I. 

In a decision handed down Dec. 
8, 1941, the day after the attack 
on Pearl Harbor, the court said 
the rule disallowing any deduc- 
tion for expenses incurred in in- 
fluencing legislation was a rea- 
sonable interpretation of the tax 
laws by the tax commissioner. 

In its decision the Supreme 
Court specifically passed on the 
regulation, which states: “Sums of 
money expended for lobbying pur- 
poses, the promotion or defeat of 
legislation, the exploitation of 
propaganda, including advertising 
other than trade advertising, and 
contributions for campaign ex- 
penses, are not deductible from 


stirred up as a result of the gov-| 


gross income.” 


s Noting that this sentence was 
derived from a 1915 Treasury de- 
cision, the court observed it existed 
in this form unchanged since 1921. 

“The words ‘ordinary and nec- 
essary’ [in the tax law] are not 
so clear and unambiguous in their 
meaning and application as to 
leave no room for an interpretive 
regulation,” the court said. “Nor 
has the administrative agency 
usurped the legislative func- 
tion by carving out this area of 
expenses and making them non- 
deductible. We fail to find any in- 
dication that such a course con- 
travened congressional policy. 
Contracts to spread such insidious 
influence through legislative halls 
have long been condemned.” 

In the two cases now before 
the court, taxpayers seek to sharp- 
en the issue by pointing out that 
if they had failed to make the ex- 
penditures, their businesses might 
have been wiped out. In one case, 
F. Strauss & Sons Inc. vs. the 
Commissioner, the expenditure 
was made to defeat a prohibition 
act in Arkansas. In the other, 
Commarano vs. U. S., it was used 
for ads opposing a constitutional 
amendment giving state stores ex- 
clusive franchise for the alcoholic 
beverage business in the state of 
Washington. 


« Existing regulations provide lit- 
tle assistance for advertisers anx- 
ious to determine how they can 
deai with controversial questions 
important to their businesses with- 
out incurring costly litigation over 
tax matters. 

Just a decade ago, Internal Rev- 
enue Service wound up a compre- 
hensive study of tax problems 
raised by controversial advertis- 
ing with a decision to leave it 
alone. 

A report by the business and 
industrial research division of the 
Internal Revenue Service pointed 
out that past policy called for ac- 
ceptance of any ad which carried 
the taxpayer’s signature. 


# “The disallowance of specific 
advertisements and _ advertising 
campaigns would force the bureau 
to skirt the edges of censorship,” 
the study group observed. 

It recognized that business eosts 
are a tax deduction only if they 
are incurred “in the process of 
earning income.” But it pointed 
out: “Of course propaganda ad- 
vertising on public issues may 
build up certain forms of good will 
for a taxpayer, even as advertis- 
ing in the interest of community 
projects of a less controversial na- 
ture redound to the benefit of the 
taxpayer.” # 


Dwyer Joins Whitehall 

Martin J. Dwyer, formerly a vp 
and account executive of Lennen 
& Newell, has joined the White- 
hall Laboratories’ division of 
American Home Products Corp., 
New York, as product manager in 
charge of Anacin. 


This Week in Washington... 


There's an Approved Way to Get FTC 
Data Too, Within Statutory Limits 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, June 19—If you 
want confidential information 
from the files of the Federal 
Trade Commission, it is possible 
to get it. All you have to do, ac- 
cording to FTC’s rules and regu- 
lations, is file a request in writ- 
ing, under oath, setting forth your 
interest in the matter. Upon re- 
ceipt of your application, the com- 
missioners “will take action, hav- 
ing due regard to statutory re- 
strictions, the rules and the public 
interest.” 

Other government agencies, 
such as the White House, may 
also obtain material from FTC’s 
confidential file. According to the 
rules, all the agency has to do is 
submit a request in writing, 
signed by the head of the agency, 
explaining the need for the ma- 
terial and the use which will be 
made of it. 


s This is by way of background, 
as you read the debate over ma- 
terial from FTC which became 
available to New England textile 
industrialist Bernard Goldfine 
through his friend at the White 
House. Whether or not Mr. Gold- 
fine actually received any confi- 
dential information remains a 
matter of dispute; but if he did, 
it would not be a matter which 
the law would take lightly. 

When Congress set up the FTC 
in 1914, it had some lofty goals in 
mind. Because of the importance 
of the work the commission was 
expected to do in protecting the 
business community from careless 
or ruthless operators, the founders 
of the commission intended that it 
should be equipped to receive 
highly confidential information as 
assurance that business men 
could deal frankly with the com- 
mission and its staff. Congress 
specified that any officer or em- 
ploye who divulged confidential 
information should be guilty of a 
misdemeanor, punishable by fines 
up to $5,000 and a year in prison, 
or both. 


s Inasmuch as FTC relies heavily 
on business men for its informa- 
tion, the commission has always 
leaned over backward to protect 
its informants. Current rules spe- 
cify, “It always has been and now 
is strict commission policy not to 
publish or divulge the name of an 
applicant or a complaining party.” 

Rep. Oren Harris (D., Ark.) 
claims former FTC Chairman 
Howrey did divulge the sources of 


complaints which FTC issued 
against Mr. Goldfine. White 
House Press Secretary James 


Hagerty denies an offense was 
committed because in one in- 
stance, at least, the complainant 
allegedly identified himself long 
before the Howrey memo was 
written. 

Whether the other three com- 
piainants also identified them- 
selves in advance remains un- 
clear, and Rep. Harris questions 
whether Chairman Howrey could 
have used names under any cir- 
cumstances. It’s a fine, unsettled 
point of law, but the congressman 
says the rule (quoted above) 
would not permit the FTC chair- 
man to confirm the source of a 
complaint even if the applicant 
volunteered to disclose it. 


Somebody “up 
Control Books there” must love 
Get ‘Windfall’ controlled circu- 
lation business 
magazines. At a time when paid 


magazines face stiff postal rate 


hikes, many controlled publica- 
tions are becoming eligible for a 
lower rate. Others will pay a 
slight rate increase. But for the 
first time they will find them- 
selves blanketed into the same 
section of the rate schedule with 
their paid competitors. 

Recently a publisher applied for 


|controlled circulation entry and a 


puzzled postal clerk said, “You 
ought to have your head exam- 
ined.” The clerk pointed out that 
the publisher is eligible to mail 
for 10¢ per pound at third class, 
although he is perfectly free to 
pay the new 12¢ rate if he wishes. 

National Business Publications, 
which includes many controlled 
magazines among its members, 
denies it was aware of this possi- 
bility. The rule change was pri- 
marily for the benefit of catalog 
publishers and the _ controlled 
publications were innocent bene- 
ficiaries. 

Meanwhile, postal costs of paid 
magazines are due to increase so 
substantially the competitive re- 
lationships will change. Rates on 
advertising portions go up nearly 
60% in the next three years and 
reading portions 30%. Of great 
importance to business publica- 
tions is the new 16¢ per pound 
transient second class rate, which 
publishers must pay for copies to 
non-subscribers (if their free list 
exceeds 10% of the circulation). 
Since some publications pad their 
circulation with free lists equal to 
25% or more of the paid list, the 
16¢ per pound transient rate be- 
comes a powerful factor offsetting 
the gain from low rates on text 
portions. 


One expert de- 
Postal Bill Has scribed the post- 
Hidden Depths al bill as a, “The 

more you exam- 
ine the detail,” he said, “the more 
you see.” That’s surely true of the 
numbering system which hitches 
the controlled circulation para- 
graph at the tail end of the sec- 
tion dealing with second class 
rates. 

Last year, you may recall, Sen. 
Olin Johnston (D., S. C.), chair- 
man of the post office committee, 
had a bill giving second class sta- 
tus to controlled magazines. His 
bill was blocked under a barrage 
of telegrams warning that shopping 
papers might qualify, too. 

In drafting the new law, Sen. 
Johnston made no effort to ex- 
plain why controlled magazines 
turn up on the tail end of the 
paragraph which deals with sec- 
ond class. Friends of paid publica- 
tions forced him to insert a sepa- 
rate subhead for controlled maga- 
zines, but the numbering sequence 
is unbroken. 

During Senate debate, committee 
leaders stated the status of con- 
trolled publications is unchanged, 
but their failure to revise the num- 
bering provides an opportunity for 
some nice hair splitting by rival 
factions. 

At the least, the new arrange- 
ment is a big step toward second 
class for controlled magazines. 
But there is a feeling here that 
National Business Publications 
Inc., which is well informed, and 
uncommunicative on the matter, 
regards it as more than that. 
There is some belief Post Office 
Department may soon face an ap- 
plication from a publisher who 
will attempt to eliminate the no- 
menclature distinction between 
paid and controlled magazines by 
applying for second class entry 
(at the rate specified in the para- 
graph devoted to controlled cir- 
culation magazines). + 
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acific Coast Repre- 

ee Inc., 4041 Marlton 4 5 Les 

ine Monday noon, 7 days 

. Display classified takes card rate of $17.75 per column 


card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


_ 6 MONTHS ENDING DEC. 


40,429 


31, 1957 


HELP WANTED 


HELP WANTED 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 


sitions in Advt. 
, Publishing and 
. Rela. See me now!! 

202 S. State St., Suite 1302-4 

SPACE SALESMAN 
Midwest publisher of outstanding man- 
agement periodical wants top-flight man 
for eastern territory. Excellent present 
and future income. Write in confidence 
giving background, experience, age and 
salary desired. Ly interview in New 
York week of July 
Box 1610, ‘ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 


COPYWRITER Southeasten AAAA 
agency ready for next expansion offers 
unlimited opportunity to experienced, 
versatile copy writer—national consumer, 
trade and industrial accounts. All copy 
to date has been handled by AE’s; job 
could easily lead to Copy Chief or 
Creative Director as future expansions 
develop per plan. Experience with indus- 
trial publications, catalogs, etc., is a must. 
Ideal location to live, work, play. Salary 
open. Send complete resume and samples. 
Applications will held in strict con- 
fidence and samples returned. 

Box 1611, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

SPACE SALESMEN WANTED 
Salesmen for new, exciting magazine. 
Untapped market. Leads supplied. Mid- 
west territory. Jennings Murphy Pub- 
lishing Co. 6507 Third Avenue. Detroit 2, 
Mich. TRinity 5-3880 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 Se. State St. HA 17-1991 Chicago 


SECRETARY and Girl Friday to publish- 
ing executive. Small Office, Loop Loca- 
tion. Publishing or advertising experience 
helpful. Phone Financial 6-1440. Chgo. 


GOOD WRITER NEEDED 
Must have BOTH trade mag & metro- 
politan newspaper experience, and based 
in So. Calif. area. This opportunity is 
offered by successful PR firm in L. 
Write Box 27R 89, ADVERTISING AGE, 
4041 Marlton Ave., tA. 8, Calif. 


MEDICAL COPYWRITER 


ADVERTISING DESIGNER 
A_ Midwest pharmaceutical company | bac 
needs a Medical Copywriter and an 


Advertising Designer in the Advertising 
Department to help fulfill ambitious 
plans for expansion. Bachelor’s degree 
and work experience required for both 
openings. 

Copywriter must know how to prepare 
advertising copy to achieve maximum 
effectiveness. 

Designer must be able to provide ad- 
vertising layouts and submit creative 
ideas for advertising and sales promotion 
projects. 

Salaries are attractive and will be 
commensurate with experience. Maxi- 
mum age: 40. Fringe benefits include 
life, medical, and hospitalization insur- 
ance and pension and stock option plans. 
Send resume including past and present 
salary levels to 


Box 1612, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Relations 
ae Advg. Managers 
Artists ...... Media ...... Production ...... Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


BEST-SELLING STORY OF 
AD MGR., AE OR ASST. 
Over 11 years volume-producing work: 
2 yrs. mail order, industrial copy, 7 yrs. 
consumer copy major appliance firm. Now 
oil co. promotion man. Plan, present cam- 
paigns, handle co-op. For happy, profitable 
ending, write— 
Box 167, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


Illinois 


A.E., FOODS. Practical marketing 
man & all | the rest too, with 


lich 


4 ) $20) 
ment. One Be country’s pleasant (+25% 


es. ) 
A.E., FOODS. Pacific Coast. Major- 
account exper. Strong mar- 
keting plans, promotions. 
COPY, consumer. 30’s—even late 
major-account exper., 
fresh ideas and style. $15-17,500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S, Dearborn CE 6-5353 Chicago 


—___ POSITIONS WANTED _ 
TOP CONTACTS & SUPERIOR SALES 
ABILITY AVAILABLE TO PUBLISHERS 
Young, successful, hard working & crea- 
tive rep. wishes to represent good trade 
magazine in N.Y.C & North East. Excel- 
lent company & agency contacts. Out- 
standing record, many years experience, 
college, commission basis. Send recent 
issue with reply 

Box 1548, ADVERTISING AGE 
480 Lexington Ave., New York 17, 


MERCHANDISING 
10 + years client teams - speaks language 
of FOOD. Heavy know how administra- 
tion, sales, import, govt. laisson, top con- 
tact. Desires med 4A association. 
Box 1588, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
OKLAHOMA AREA REPRESENTATIVE 
12 rae art, advertising & graphic arts 
? ground. Would consider relocating 
or r 


N. Y. 


ht opportunity. Write for resume. 
x 16098, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
GASTRONOMIQUE belongs... 

Top spec Fd talent WANTS med shop 
where merchandising can be creative. 

Box 1613, ADVERTISING AGE 


PR WRITER, creative, 9 yrs. exp., agcy., 

assns., legis. Features, releases, sp. 

events, speeches, presentations, house 

organs, market research. Examples? Write 
Box 1615, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


DIRECT MAIL SPECIALIST 
No. 2 promotion writer with large general 
magazine DMAA winner seeks booklets, 
brochures, folders, sales letter free lance 
writing. Will handle copy, art and pro- 
duction. Write 

Box 1616, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

1929 COPYWRITER 

Used 2 years, all media, yf = 4 
broken-in. You can be to ra 
Completely equipped: BA, i skill 
imagination, appreciation of ——e 


480 Lexington Ave., New York 17, N. Y.|... 


POSITIONS WANTED 
ADVERTISING-SALES 
PROMOTION MGR. 

Age 32. 10 yrs experience Agency 
Account Exec., National Company Advt. 
Management, ‘Retail Sales Promotion— 
Opportunity for A-1 company in NYC 


area. 
Box 1618, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADV. MGR. or COPY-CONTACT A.E. 
Now copy-contact A.E. with top 4A agen- 
cy on one of largest industrial accounts. 
Formerly adv.-sls. prom. mgr. 6 years for 
leading manufacturer. — ee in north- 
east or Pittsburgh locat 

Box 1619, DVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ATTENTION! PITTSBURGH, PA. 
Creative man, 36, desires agency or firm 
position in Pittsburgh area as account 
exec. or asst. ad. mgr. Background-6 yrs. 
exp. with major company in Pgh. and 
New York areas. Heavy in sales promo- 
tion, all media, point of sale in consumer 
field. Also adv. sales experience. 

Box 1620, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SATELLITE SEEKS NEW ORBIT 
with ambitious, solid adv. agency 
having goals “out of this world.” 14 yrs. 
exper.—2 agencies—consumer, industrial, 
mail order—creative, copy, contact—Univ. 
grad. age 46. Minimum $12,000, with op- 
portunity for more as orbit expands. 
Now employed Sr. AE. So. Cal. 
4A agency—relocate. 

Box 1621, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR AND PROD. MANAGER 
A man with years of experience exec- 
utive art director and purchasing agent 
in the graphic arts field. A man who can 
effect many economies with his knowl- 
edge of all phases of art, typography, 
plates, paper, printing. A man who can 
and has organized projects and depart- 
ments. Complete resume on _ request. 
Box 1622, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


and its potential. —— be | 
met 5 ty no retr 
1614, ADVERTISING AG 
200 E. Tilinois St., Chicago 11, 
ADVERTISING-MKT. MGR. 
Will offer over 5 yrs with Top Agency, 
|plus MBA degree in Marketing from Top 
| University For opportunity to Handle 
| Advertising-Marketing Program for A 
| Company. 
Box 1626, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN. N.Y. Area aggressive 
producer. 6 yrs diversified media exp. 32 
Box 1617, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


E 
Illinois 


JAPANESE BATH-TUB, ANYONE? 
Publicist-market shopper leaving for Tokyo 
in August for 2 yr. stay. Available for 
assignments (grand-scale or itsy-bitsy). 
Photo styling, fabric and fashion samples 
& reports, unusual Oriental objects for 
| promotional use, etc. Clip this one—you 
} might even need that eae -_ oo 
| Box 169, ADVERTIS! 

480 Lexington "Ave., New York AO, N. Y. 


WHAT MAKES 


atop 


MARKETING MAN? 


Ambition? Yes. Broad interest in marketing, advertising, 
sales promotion? Yes. Leadership ability? Yes that, too— 


but none of these qualities 


pay off unless they are de- 


veloped, and here at Procter & Gamble we know how to 
develop them. Procter & Gamble’s success is due to the 
people we develop and promote from within. 

Our formula is this: You start immediately with chal- 
lenging assignments matched to your present ability. You 
will have a responsible position within the broad field of . 
marketing-advertising-sales promotion. Representing the 
Advertising Department, you will also contact other de- 
partments and our advertising agencies. 

But the quickest way to become a top marketing man 
is to work with top marketing men. That is the finest 
training P & G can offer—and the most valuable experience 


you can acquire. 


Before we screen you for these jobs, we'll give you the 
opportunity to “‘screen” us. If you are a college graduate 
between the ages of 21 and 28 send for complete informa- 
tion about the department, the company and your future. 


MAIL THIS COUPON FOR COMPLETE INFORMATION 


Mr. H. H. Wilson, Jr., Dept. AA623 
Procter & Gamble 

P. O. Box 599 

Cincinnati 1, Ohio 


Dear Mr. Wilson: Please send me information on career opportunities in 
your Advertising Department and enclose an application form. 


MERCHANDISING MANAGER 


For highly successful & progressive 
Southern California manufacturer of 
nationally distributed consumer prod- 
ucts, the leader in its field with ex- 
pected 1958 sales volume in the 
$15-$20 million range. Seeks an imag- 
inative, intelligent, aggressive, expe- 
rienced merchandising executive to 
spark sales & product planning, ad- 
vertising, sales promotion & to even- 
tually supervise activities of product 
managers. Salary open. Tell us about 
~ background & accomplishments. 
ox No. 166, Advertising Age, 4041 
Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING OPENINGS 
(Partial Listing) 
ACE ART DIRECTOR 
Nat'l. Accts.-Agency Exp. TOP SAL 
COPY-MERCHANDISER 


Creative-Nat’l. copy exp. Excell. 
MARKETING RESEARCH 

Pharma & Span. & French 15,000+ 
Marketing & sales exp. 9,000 
EDITOR 

Electronic & writing exp. 9,000 
TECHNICAL 

Writers-Publications , 

Progress Reporters-Electronic 

Exp. fee 6,500-10,000 


BENNETT PERSONNEL & ASSOCIATES 
1800 Commercial Trust Bidg. 
Philadelphia, Penna. 
tg — submit résumés to: 

. Boyd, Advertising Assoc. 


Could you use a 
top art director 
a few hours a week? 


One of Chicago’s real pro- 
fessionals long identified with 
leading agencies and top-flight 
campaigns — now launching 
own free-lance business. 
Wants to serve two or three 
small-to-medium agencies or 
manufacturers. Visuals, com- 
plete art direction, new busi- 
ness presentations .. . 


DEarborn 2-4043 


| received a no from nee in — 
Name 

Address 

City State 

t 


MATURE GIRL FRIDAY for nat’l adver- 
tiser, agency or radio/TV exec. Just 
arrived, available anywhere on West 
Coast. Can take load off your shoulders 
& keep things ticking when you're away. 
Incl. handling of own correspondence, 
sales presentations, etc. Solid savvy in 
|sales. Exp. in liaison details of all kinds. 
beey = yrs. radio rep & station business. 
Last . With top onat’l. mfgr. 
DU 3- isse ext. 325 (Los Angeles) or 
Box 27J 269, hie mange ead AGE 


4041 Mariton Ave. L. A. 8, Calif. 


NEED A PROVEN 
PUBLISHER’S REPRESENTATIVE IN NEW 
ENGLAND? Highly experienced New Eng- 
land rep has room for thorough repre- 
sentation of one more book, consumer or 
trade. This man is a solid “‘pro,” hard 
working, well-known in the territory and 
recognized for his ability to produce. 
References, of course. Write Box 144, 
ADVERTISING _ 480 Lexington Ave., 
New York 17, N. 


| Fine, Fast, Fairly Priced Photography 


- 
Photographers 
DEARBORN 2-1062 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Advertising Age, June 23, 1958 


REPRESENTATIVES WANTED 


National Trade Publication now selling 
rated Chemical 


Box 1623, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y¥. 


REPRESENTATIVES AVAILABLE . 


Eastern pub. rep. (own 
solid trade and censumer administrative 
background Offers highest caliber adv. 
representation for publication with Sy 
circulation character and potential. 
extend considerable time and effort t 
right proposition. 

Box 1624, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥ 


BUSINESS OPPORTUNITIES 


ATTENTION: PUBLISHING AND 
ADVERTISING EXECUTIVES 


ing growth potential. 
field. Absolutely confidential. 

Box 1625, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


TRADE ao 


clients, Confidential. Write 
Cc. K. Feinberg, Publications Broker, 
P .O. Box 1036, Newark, N. J 


MISCELLANEOUS 


NOW get saturation coverage on Radio & 
TV Giveaway shows in So. Cal. & West 
at low cost. Write Roberts & Gall, 5880 
Hollywood Bivd., Hollywood 28, Cal. 
FREE! Writer's Market List! 

If you're interested in writing fiction or 
articles for leading magazines, or book 
publishers, Daniel S. Mead, Prominent lit- 
erary agent, has prepared a catalogue of 
markets which is a “must’’ item. For free 
copy write: Daniel 8. Mead, 915 Bread- 
way, Dept. AA, N.Y. 10, N.Y. 
RESUMES—Get that better-paying job 
with a professional resume prepared by 
executive staff. Job campaigns arranged. 
Hamilton-Price, 1258 N. La Brea, suite 
A, Los Angeles, Calif. HO 7-6151. 


ADVERTISING 


We handle your employment problem 
confidentially and effectively. 

MARKETING DIRECTOR 
Mdsng. & Mktng. exp. in foods or 
brewing industry. 
PUBLIC RELATIONS ye 
To direct oqene P.R. 
bkgd. in publicity. 
MARKET RESEARCH DIR. 
Administrator, business analyst. 
Head dept. for mfr. 
ACCOUNT EXECUTIVE ...... -$10612,008 
Industrial bkgd. Contact, 
copy for top 
COPYWRITER 
Nat'l. consumer exp. , pata, radio, 

TV, food, applian 
ART DIRECTOR 
Solid bkgd. appliances, 
radio. Ads & collateral. 

B. L. CLEM 

Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


evel agency. 


INDUSTRIAL ARTIST 

AVAILABLE SOON 
12 years experience in layout, finished art 
and production. Likable young man ca- 
pable of doing top notch work. Would 
prefer relocating in western states but 
will consider best opportunity. Write for 
resume. 

168, ADVERTISING AGE 


Box 
200 E. Illinois St., Chicago 11, Illinois 


SALES 


Our. Advertising Department is seeking a man 
experienced in: 


° Writing Sr, literature, 
en H 


brochures, 


PROMOTION 
SPECIALIST 


© Initiating and writin 
paigns, direct mail folders and bulletins. 


be ny a college graduate with a minimum 
of two 
or building materials promotion or advertising. 


Preferred age 25 to 30. 
résumé including salary to Robert E. Gronau. 


American-Standard 


40 West 40 Street, New York 18, N. Y. 


Promotion cam- 


ears experience in consumer durable 


Please submit, in confidence, a detailed 


Almost 


everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Advertising Age, June 23, 1958 


TO PRODUCTION MANAGERS 


Looking for responsible assistant to 
handle details? Young man, 26, expe- 
rienced in many phases of GA proce- 
dure wants more challenging position. 
Presently employed midwst Ind. & 
Marktg. agency as asst. to busy AE 
and Prod. Mngr. Can offer 2% years 
actual adver. background including 
sales prom. work with leading con- 
sumer agency. Would consider relocat- 
ing. ref., resume immediately. 
Write Box 171, Advertising Age, 200 
E. Illinois St., Chgo. 11, Ilinois. 


Wanted, reps with book in building 
field. Have sound, non-competitive 
yearly. Tested, ready to go. Territory: 
Mid-West, East, South. 
Box 170, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ilinois 


ACCOUNT EXECUTIVE 
WANTED 
who knows the liquor busi- 
ness inside out; who thinks 
and moves fast; who knows 
how to get things done; who 
wants to work and grow 
with one of Chicago’s top 
agencies. Salary open. All 
replies confidential, of 
course. Box 164, Advertis- 
ing Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


Want News? 
Information ? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one readin 
service is 


room. Staff of 250. Our 
ROMPT . . . THOROUGH. 


Spal lear 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 
14 E. Jackson Bivd., Chicago 4, Ill, 

Phone WAbash 2-537 1 eum 


WANTED: COPY CHIEF 
DECIDEDLY CREATIVE 


If you believe you can successfully 
fill the top copy spot with an ex- 
ceptionally keen, fast-growing Chi- 
cago Advertising Agency, this ad- 
vertisement is meant for you. Here 
are things we seek: Package goods 
experience, either toiletries, food, or 
both; the ability to produce stimu- 
lating, effective ideas; forceful writ- 
ing and intelligent copy direction. 
If you can fill these requirements— 
and if you're a team worker, with 
ability to inspire others—there’s 
a top salary for you here with un- 
bounded opportunity. Our accounts 
are leaders; our people are pros. 
Send résumé to Box 108, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Ill. Our staff knows of this ad. 


TEXAS NIAA—New officers of the Texas Gulf chapter, 
National Industrial Advertisers Assn., pose for the 
camera at their first meeting. They are Edward E. 
Beauchamp, Lane-Wells Co., president; Daniel H. 
Reat, Reed Roller Bit Co., 1st vp; Donald O. Hanson, 


A as is a eee aie ee 
i SON SEE Cape 


CO ed 


Beauchamp Bryant 


Petroleum Week, 


Robinson 


2nd vp; W. D. Hull Jr., Gulf Print- 


ing Co., secretary; Spencer W. Robinson, Drilling 
Magazine, treasurer, and Charles A. Bryant, Baroid 
division, immediate past president. Headquarters for 
the chapter are in Houston. 


Curtis Shapes 
Ad Possibilities 
in ‘Post-aculars’ 


(Continued from Page 2) 
sell frequency. However, he ad- 
mitted, the units can be used on a| 
cooperative basis, much the same! 
as a tv spectacular. 

More important, according to 
the Post ad director, is that agen- 
cies are given a chance to practice 
creativity in directions other than 
just words and pictures. They now 
can explore new ways to bring 
out sales ideas for clients. 


= Mr. Schruth points out that these 
new units already have meant 
more business for the Post. Car- 
nation Milk, for example, came 
into the Post for the first time in 
cooperation with Betty Crocker 
(General Mills) and Pan-Ameri- 
can coffee promotion. 

The Johnson & Johnson spread 
in the June 21 issue, with a Band- 
Aid tipped in (AA, June 9), while 
not particularly a special unit, 
demonstrates how the Curtis man- 


SPACE REPRESENTATIVE 


HARDWARE RETAILER has opening for a 
junior representative. Selling experience 
and hard goods background desirable. 
Salary, expenses and override commission. 
Phone UN-4-6642, Evanston, Ill. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


appointment 


BIRCH 


oe 


1. Sales Promotion man— 
Must have ‘“‘feel’’ for mass 
consumer merchandising, be 
able to plan complete sales 
promotion programs that ac- 
tivate the wholesale and re- 
tail organization; carry out 
direct mail programs as well 
as make rough layouts and 
write ‘‘hard sell’’ copy. 


NEED TWO FARM MACHINERY SELF-STARTERS 


Both men will work in the Advertising Department of the fastest 
moving full-line farm equipment manufacturer in the business. 
We want young experienced men (under 30) who want to work 
and can produce right from the start. Send complete résumé, 
your own samples and salary expected. 


Box 163, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


2. Consumer Catalog man— 
We want a man who can sit 
down at the typewriter and 
turn out highly factual yet 
moving copy. Must know farm 
machinery and its application. 
Experienced in rough layout. 
Must understand engineerino 
detail and be able to trans- 
late into consumer benefits. 


ufacturing division helps. The 
Band-Aid will be in the 1,500,000 
copies which are distributed via 
newsstands. None will be sent by 
mail, due to postal regulations. 

“This may be a new approach 
for the consumer magazine indus- 
try,” said Mr. Schruth, “to stim- 
ulate the degree of thinking of 
agencies on how better to use 
magazines. It can mean increased 
business from regular advertisers, 
in addition to their regular sched- 
ules.” 

He said the Post does not know 
what the spectacular units will 
bring in the way of exposures, but 
they certainly would be higher) 
than exposures for the average! 
ad. 


m= One reason the Post has so 
much confidence in the special 
units, according to Mr. Ley, is that 
an advertiser is actually charged 
card rate per page, plus out-of- 
pocket expense for the special 
processing. Normally, only one 
Post-acular would be allowed per 
issue because of the complicated 
production processing. Also, plan- 
ning must take place much far- 
ther in advance than for the av- 
erage ad. The special units also 
can be charged against the Post’s 
volume discount arrangement, 
which is based upon gross dollars 
spent in one contract year. 

Here are some variations now 
being offered: 

Right-hand gatefold with pre- 
ceding or following pages; left- 
hand gatefolds; half-page gatefold 
with two full pages; double-page 
gatefold or four pages running 
across, backed up by a minimum of 
two pages; “dutch door” horizontal 
cut half pages at bottom or top; 
junior units combined with double 
page spread in center spread posi- 
tion; triple gatefold or six pages 
across, plus backing. 

Center spread with six pages 
inside trimmed 1%” short, or four 
pages with pages two and three 
narrower; regular doors (% pages 
vertically) combined with center 
spread in four, eight or 12-page 
sections; pre-bound detachable 
miniature advertising pages, such 
as 28 quarter-page sizes in a com- 
bined unit (which would be billed 
as seven full pages). 


= The newest is the coupon unit | 
or coupon page, with perforations | 
for coupons or postal cards. An- 
other new unit is the French fold 
running off the center spread 
which can open up to poster size, 
or French fold with half pages, 
either at the top or bottom, or 
both. # 


NAAN Shifts Headquarters 


The National Advertising Agen-| 


cy Network will move its head- 
quarters from St. Louis to 1342 
Main St., Sarasota, Fla., effective 
July 1. Oakleigh R. French Sr., 
who has served the organization 
as managing director since 1935, 
will be in charge of the office. 
Mr. French is chairman of French 


& Shields, St. Louis. 


McCurdy Joins McCarty 


Robert F. McCurdy, formerly 
with Fuller & Smith & Ross, has 


joined the creative department of | 


McCarty Co., New York. 


‘Variety Products Reporter’ 
to Bow in October 

Variety Products Reporter, a 
new monthly business publica- 
tion, is scheduled to begin publi- 
cation Oct. 1. The new magazine 
will start with a guaranteed con- 
trolled circulation of 31,000 and 
a one-time b&w page rate of 
$720, according to the publisher, 
Gralla Publications, 75 W. 45th St., 
New York. 

The new publication is the sec- 
ond for Gralla, which publishes 
Kitchen Business, launched in 
1955. Doyle Peck is advertising 
sales manager for Gralla Publica- 
tions. Pulse Advertising, New 
York, is the agency. 


NEW ENGLAND 


QUIPMENT [DEALER 


“Inter-Locked”" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 


|] See SRDS or write Needham 92, Mass. 


You get 


KING-SIZE 
= ACTION 


classified ad 
in Ad Age 


The secret, of course, is that your ad can cost as little 
as $5 per week — yet it’s read by almost 150,000 top 


marketing men. If they like what you offer — you'll 


get a fist-full of replies. 


Risk a few bucks with the 


coupon below and see for yourself. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


Z State 


Clip and mail 
this form to 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 
200 €. Illinois St. 


Chicago, Illinois 


4041 Mariton Avenue 
Los Angeles, Calif, 
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Advertisers Find 
Wares Aplenty on 
TV Nets’ Shelves 


(Continued from Page 1) 
the fence about buying or renew-| 
ing a show, and it assumes that} 
some new summer series. will | 
keep their backers in the fall. 

Quarter hours show up here be- 
cause, in making these weekly to- 
tals, an alternate-week half-hour 
was counted as equivalent to a 
quarter-hour weekly. These com- 
pilations do not take into consid- 
eration the time that will be filled 
by the irregularly scheduled night- 
time specials such as Oldsmobile’s 
Bing Crosby shows on ABC, the 
Pontiac series on CBS and Buick’s 
Bob Hope hours on NBC. 

This arithmetic exercise can be 
put in perspective by noting that 
the head of NBC this week point- 
ed out that “by this date two of 
the three television networks 
have normally sold out their full 
nighttime schedule for the fall” 
(see story on Page 2). 


ABC 


Among the tv merchandise still 
being hawked by ABC: Sunday— 
an alternate week of “Law Man”; 
every week of an hour Canadian 
drama, “Interplay,” and a half- 
hour at 10 every week, with no 
show set. Monday—every week of 
the Weaver hour variety stanza, 
“Mad Show.” Tuesday—an alter- 
nate hour of “Sugarfoot” and a 
half-hour at 10 every week. Wed- 
nesday—one alternate half-hour 
and one weekly half-hour of “Dis- 
neyland” and an alternate week 
of the “Donna Reed Show.” 
Thursday—every week at 7:30 
and 10, half-hour shows to be se- 
lected, plus some of the “Rough 
Riders,” which Lorillard would 
like to sell off. Friday—an alter- 
nate week of “Man with the 
Camera” and every week on the 
new Warner Bros. hour film, 
“Public Enemy.” Saturday—a 
weekly hour at 8 and a half-hour 
at 10, shows to be selected. 


CBS 

CBS is offering: Monday—the 
new CBS-packaged hour western, 
“Rawhide.” Tuesday—half-hour 
every week at 8:30, show to be se- 
lected, and an alternate half-hour 
of the new Garry Moore program. 
Wednesday—every week of two 
half-hour films, “Invisible Man” 
and “World of Giants,” and an al- 
ternate week of the Arthur God- 
frey night show. Thursday—ev- 
ery week night at 7:30, with a 
half-hour show undesignated. Fri- 
day—every week at 7:30 and 8:30, 
with half-hour shows to be select- 
ed. Saturday—an alternate half- 
hour and a weekly half-hour on 
“Perry Mason.” At the moment 
CBS has no night time available 
on Sunday. There have been re- 
peated reports that Mercury is 
leaving Ed Sullivan, but the car 
maker says it is set with Mr. Sul- 
livan through the end of the year. 


NBC 


NBC is looking for customers 
for: Sunday—every week at 7:30, 
show to be selected, and a weekly 
half-hour of Steve Allen. Monday 
—an alternate week of “Restless 
Gun” and every week of the new 
MCA hour western, “Cimarron 
City.” Tuesday—every week of 
“Dragnet.” Wednesday—an alter- 
nate week of the hour “Wagon 
Train.” Thursday—every week 
half-hour at 7:30 and 10:30 and an 
alternate week of the Ed Wynn 
show, with program choices up in 
the air. Friday—every week at 
7:30, half-hour show to be select- 
ed; every week of “Northwest Pas- 
sage,” and an alternate week on “M 


Squad.” Saturday—an alternate 


NEW VOICE 
FOR FITNESS 


Weennee Beets Federation fo Femmes 
PP omreees to Potmens Phanews 


. 


WHEATIES IS BACK—General Mills is bringing Wheaties 
back into the sports picture. A five-page b&w insert 
in the June 23 Sports Illustrated will explain the 
sports fitness program of the Wheaties Sports Fed- 
eration. This is the three-page center of the ad. A 


for Wheaties. 


Advertising Age, June 23, 195: 


‘| Pontiac will raise the curtain or 


WHEATIES SPORTS FEOERATION SPONSORS AWARDS 


Me Mee marge > Mma 


picture of President Eisenhower, with a message on 
fitness, is on the first page; a direct Wheaties ad 
featuring pole vaulter Bob Richards is on the back 
page. Knox Reeves Inc., Minneapolis, is the agency 


week of “Steve Canyon” and ev- 
ery week on the hour law enforce- 
ment series, “Men from Tallahas- 
see.” 


= This day by day breakdown is 
as of mid-week; undoubtedly 
there will be a great deal of shift- 
ing of programs and time periods 
before the fall season actually 
gets under way. 

Cowboy detractors will be 
cheered by the fact that several 
programs that are still making the 
rounds in search of bankrollers 
to call their own are westerns of 
one sort or another. Among them 
are the generally high-rating 
“Restless Gun” and “Wagon 
Train.” This would seem to be a 
hint that sponsors do not find the 
shoot-’em-ups as _ irrestible as 
network program executives, who 
have committed their companies 
to spend millions for more gun- 
play. 

But this is not the reaction of 
most tv men. None of those sought 
out by ADVERTISING AGE thought 
much of the suggestion that the 
quality and nature of the mer- 
chandise might have something to 
do with the fact that it wasn’t 
moving off the shelves. 

They say advertisers can bring 
in their own programs, provided 
they meet network standards and 
blend into the schedule. 

Several agencies and independ- 
ent packagers have come to the 
networks with half-sold new 
shows needing only an alternate 
backer. But most have not suc- 
ceeded in getting on the air be- 
cause of their inability to snare a 
second sponsor. 


s All three of the networks feel 
that their dilemma stems from the 
general business slowdown, which 
is making selling a tougher job for 
all media. “It’s just that this sea- 
son is a late spring—that’s all,” 
said Oliver Treyz, ABC-TV presi- 
dent, who is sure this fall’s gross 
will be bigger than last. 

William Hylan, CBS-TV vp, 
feels that advertisers are showing 
good judgment in the face of the 
present uncertain business condi- 
tions by waiting as long as possi- 
ble to make up their minds about 
long-term commitments that will 
carry into March of next year. 

Mr. Hylan looks for a last-min- 
ute rush as the season nears and 
expects the 1958-’59 cash register 
take to be as much as last year’s, 
if not more. 


s Don Durgin, NBC-TV vp, thinks 
the fact that there is a lot of time 
available on all three networks 
has contributed to the slowdown. 
Advertisers don’t feel pressed to 
make up their minds early as 
they did in other years, in order 
to get a good time spot; so they 
are taking their time, according to 
Mr. Durgin. 

This point was emphasized in a 


somewhat different fashion by 
Edward H. Mahoney, Cunning- 
ham & Walsh vp. “The intense 
rivalry between networks, with 
each trying to knock off the com- 
petition’s programs with a higher 
rated show, has many agencies 
and sponsors playing a waiting 
game,” he said. Nobody, Mr. Ma- 
honey said, likes to commit him- 
self and then find that the com- 
petition has scheduled a stronger 
program against his show. 


= The agency man used the ex- 
ample of a client who might sign 
now for a western, despite all the 
westerns already on tv, and lat- 
er find that a competing network 
planned to program an unusual 
variety show opposite him to draw 
the audience that may be getting 
tired of cowboys. 

However, Mr. Mahoney empha- 
sized that he personally thinks that 
if an agency finds the right show 
with the right time spot for the 
right client, the advertiser should 
go ahead and buy it now. 

Since all the networks have siz- 
able amounts of time on their 
hands, are some advertisers de- 
liberately waiting in hopes of get- 
ting bargain buys? In other years 
there have been last-minute cut- 
rate sales on some high-budgeted 
programs to which the networks 
were committed by long term 
contracts. 


= Rodney Erickson, Young & Ru- 
bicam vp, thinks this hope on the 
part of some buyers has helped 
to slow sales. “Advertisers in gen- 
eral are withholding their money 
for the last quarter of 1958 until 
they have a chance to see how 
business conditions are,” he said. 

“If there is a slight upturn in 
the third quarter, more monies 
will be released, and some will 
find its way into television 
through last-minute opportune 
buys.” He predicted that the net- 
works will offer attractive deals 
to make sure that a fair share of 
these released dollars go into tv. # 


Richard Stockton Joins 
French & Shields as VP 
Richard B. Stockton has joined 
French & Shields, St. Louis, as vp 
and account executive. He former- 
ly was a vp of Lynch, Hart & 
Stockton Advertising Co., St. Louis, 
and previously had operated his 
own public relations company, 
Stockton & Associates. 


Schwartz Adds Radio Duties 

Roy M. Schwartz, promotion 
manager of WVUE-TV, Wilming- 
ton, Del., has been assigned the 
additional duties of promotion 
manager of another Storer station, 
WIBG, Philadelphia radio station. 
In his new post Mr. Schwartz will 
be responsible for audience, sales 
and station promotion for the tv 
and the radio station. 


Liggett & Myers 
Makes Record Buy 
of 5 NBC Shows 


(Continued from Page 1) 
comedy; Chesterfield is looking for 
a co-sponsor for Mr. Wynn. 

L&M cigarets and Whitehall 
Pharmaceutical will co-sponsor a 
naval intelligence series called 
“Behind Closed Doors” Thursdays 
at 9 p.m. Liggett & Myers has giv- 
en up “Club Oasis” in favor of a 
show built around the adventures 
of the comic strip character Steve 
Canyon; an alternate backer is 
being sought to share this show 
with Chesterfield. 


= The Oasis brand will be adver- 
tised weekly on a quizzer called 
“Brains & Brawn” (NBC). L&M 
cigarets will continue to alternate 
on “Gunsmoke” (CBS), and Frank 
Sinatra, carried last season on 
ABC, is out of the lineup. 

The brand assignments are 
somewhat tentative and may be 
varied throughout the year. Mc- 
Cann-Erickson handles Chester- 
field and Oasis, Dancer-Fitzgerald- 
Sample services the L&M filter 
account. 

If no alternate is found for 
“Brains & Brawn” and Ed Wynn, 
Liggett & Myers presumably is 
committed to carry the programs 
in full. 

Liggett & Myers made its big 
purchase at a time when some ad- 
vertisers are said to be hanging 
back to see what kind of good buys 
can be negotiated at the last min- 
ute; but C. Terence Clyne, Mc- 
Cann-Erickson senior vp, said 
NBC made no concessions to get 
this hefty chunk of tobacco money. 


= On the unhappy side, General 
Motors decided not to renew “Wide 
Wide World” for another season. 
One of former NBC President Syl- 
vester L. Weaver’s most ambitious 
programming efforts, this 90-min- 
ute series started in October, 1955. 
Its avowed aim was to take view- 
ers almost everywhere. 

In its most recent offerings, the 
show has not ranged very far 
afield in its travels, concentrating 
its cameras on such familiar-to-tv 
landscapes as Hollywood’s western 
corrals and New York’s Fifth Ave. 

NBC has already cut the telecast 
to an hour for next season; the net- 
work’s salesmen are hard at work 
trying to find an advertiser or 
advertisers with $4,500,000 to back 
“WWW” this fall. 


s Coincidentally, Pontiac, one of 
GM’s divisions, announced plans 
for 10 hour tv specials, four of 
which have been scheduled on CBS 
and one of which is set for NBC. 


its fall tv campaign with a specia 
new line announcement progran 
Oct. 15 at 10 p.m., EDT. This how 
musical will be seen on CBS, a: 
will shows starring Victor Borge 
Mary Martin and Phil Silvers. 

A Perry Como special has been 
booked on NBC and a second pro- 
gram, produced by Mr. Como’s 
company, has not been given a 
definite network assignment. The 
‘other four shows and time spots 


‘are still to be selected. MacManus, § 


'John & Adams is the agency. 

| s S. C. Johnson & Son (Needham, 
Louis & Brorby) has contracted to 
present “Derringer,” a film about 
'a Mississippi gambler, Thursdays 
at 8:30 p.m., EDT, on CBS. This 


jis said to be a western which 


spoofs the other tv oaters. 

CBS television network is saving 
money on programming costs dur- 
ing the summer by giving “Cap- 
tain Kangaroo” a vacation from his 
Monday through Friday chores and 
fading an early morning newscast. 
From June 30 through Sept. 29, 
the network will not open week- 
days until 10 a.m., EDT. “Captain 
Kangaroo,” now aired from 8 to 
8:45 a.m., EDT, Monday through 
Friday and for an hour on Satur- 
day morning, where he will be seen 
throughout the summer, has a few 
participating sponsors but not 
enough to pay the freight. # 


Halbert P. Gillette, 
Founder of Gillette 
Publishing Co., Dies 


San Marino, CAL., June 18—Hal- 
bert P. Gillette, 88, president and 
co-founder of the Gillette Publish- 
ing Co., Chicago, and veteran busi- 
ness paper publisher, died today 
in his home here. 

Born in Waverly, Ia., Mr. Gil- 
lette was a graduate of Columbia 
University, where he received a 
degree in mining engineering. 
After leaving school, he held civil 
engineering and road contracting 
jobs for ten years before joining 
the editorial staff of the old En- 
gineering News in 1902. He worked 
for the old George H. Gibson Co., 
an industrial agency, in 1905. 

Mr. Gillette and a partner found- 
ed the Gillette Publishing Co. in 
1906. The first publication turned 
out by the company was a hand- 
book of engineering construction 
cost data. 


= Although he moved here from 
Chicago 30 years ago, Mr. Gillette 
remained as the active head and 
president of the company until his 
death. The company publishes 
Caminos y Construccion Pesada, 
Roads & Streets, Rural Roads, 
Street Engineering and World Con- 
struction and catalogs dealing with 
the construction field. 

Mr. Gillette was the author of 
some 12 books, all about the con- 
struction field. A son, Edward 
Scranton Gillette, is president of 
the Scranton Publishing Co., Chi- 
cago. A grandson, Halbert S. Gil- 
lette, is vp and assistant publisher 
of the Gillette company. 


HARRY FEIGENBAUM 
PHILADELPHIA, June 19—Harry 
Feigenbaum, 67, president of Fei- 
genbaum & Wermen, died today at 
University Hospital after an illness 


was one of the deans of the adver- 
tising business in Philadelphia. He 
came to Philadelphia 40 years ago 
from Boston to be ad manager in 
the old Hill Co. department store. 
He opened his own agency that 
same year. 

In 1953, after many years of 
partnership with his brother-in- 
law, David Wermen, the agency’s 
name was changed to Feigenbaum 
& Wermen. That same year they 
bought and occupied their own 
building. The agency was incor- 
porated two years ago. # 


of six months. Mr. Feigenbaum * 


—— 
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Advertising Age, June 23, 1958 


Dailies’ Linage Dips 
9% in May, Off 8% in 
‘58: Media Records 


New York, June 20—Total 
newspaper advertising linage nose- 
| dived 9.3% in May and 8.1% 


1958, according to a Media Rec- 
ords check in 52 cities. 


| during the first five months of 


, Total linage in May was 240,- 


., 878,659 lines, a loss of 24,720,473 
\ dines from the figures recorded in 
May, ’57. Linage in the first five 

months of this year totaled 1,082,- 


1957. 


| 133,944, down 95,949,338 lines from 


s All categories continued to de- 
cline this year, with heaviest loss- 
es in the automotive category, 


which skidded 24.8% in May and 


20.5% for the five-month period. 
Total linage for this category dur- 
ing May was 13,728,919 lines, down 
4,534,910 lines from May, 1957. 
Linage during the January-May 
period was 60,766,426, a drop of 
15,694,887 from the corresponding 
period in 1957. 

Classified advertising was down 
12.0% in May and 12.1% during 
the five month period. Other losses 
in May, 1958, compared to May, 
1957, were retail, including de- 
partment stores, 6.7%; department 
stores, 9.4%; total display, 8.4%; 
general, 7.4%, and financial, 4.2%. 


= Meanwhile, the first issue of the 
“Hoe Report on R.O.P. Color,” put 
out by R. Hoe & Co., maker of 
mewspaper printing presses, re- 
ported that while display linage 
in April, 1958, was down 7.6% 
from April, ’57, r.o.p. color linage 
for the same period was up 11.5% 
to 11,032,451 lines. The Hoe report 
is also compiled by Media Rec- 
ords and is based on measure- 
ments of 411 newspapers in 132 
cities. # 


‘Suburbia’ Clears Legal Bars, 
Bows as ‘Suburbia Today’ 

Suburbia Today will be the 
name of the new color gravure 
monthly newspaper supplement to 
be published next January by Sub- 
urbia Publishing Corp., Chicago, 
an affiliate of Family Weekly 
Magazine Inc., publisher of Fam- 
ily Weekly. When plans for the 
supplement were first announced 
(AA, May 5), Suburbia was to be 
the name. Prior use and registra- 
tion of that title, however, caused 
a switch early this month to Sub- 
urban Living. But a news release 
sent out to that effect brought 
forth a call from a lawyer scut- 
tling that title too. 

The latest title, Suburbia Today, 
now is firm, according to the pub- 
lisher. 

A 48-page prepublication of 
Suburbia Today, complete with 
sample ads, is expected off the 
press about Aug. 1. 

First general issue of the sup- 
plement is slated for January, 
1959, with a circulation guarantee 
of 1,000,000 for the first few is- 
sues. Page rates will be $4,580 for 
b&w, $5,600 for four-color. 


IPPA Members on Oklahoma 
City Newspaper Walk Off 

Pickets have been posted around 
the Oklahoma Publishing Co. 
building in Oklahoma City, after 
the Daily Oklahoman announced 
June 19 that 37 members of the 
International Printing Pressmen 
& Assistants Union walked off 
their jobs in a contract dispute. 
The company, which also publishes 
the Oklahoma City Times, is con- 
tinuing to publish both newspa- 
pers. So far, no other departments 
of the newspaper have been af- 
fected, and about one-third of the 
pressmen still are on the job. 

The newspaper said the old con- 
tract expired April 1, but negoti- 
ations on a new contract had be- 
gun early this year. 


Last Minute News Flashes 
Kellogg Nears Decision on $6-7,000,000 Spot TV Buy 


Cuicaco, June 20—Indications today were that Kellogg Co. will 
move out of network television and put between $6,000,000 and 
$7,000,000 into spot tv next season. If the deal goes through Kellogg 
reportedly will be in approximately 170 markets, with five shows 
a week in the major ones. Kellogg and its agency, Leo Burnett Co., 
supposedly were ready to buy early this week, but now are studying 
a counter-proposal from ABC-TV. 


Advertising International Folds, Cites Akers’ Illness 


Lonpon, June 20—Advertising International has folded. The Europe- 
wide agency announced here it is closing because of the “serious 
illness” of Lynn R. Akers, the American hair and scalp clinic operator 
who launched the operation early this year (AA, May 26). Mr. Akers 
reportedly sank $250,000 into the short-lived venture. 


Westinghouse Broadcasting Plans Spot Sales Unit 


New York, June 20—Westinghouse Broadcasting Co. will set up 
an autonomous subsidiary to handle spot sales for its six radio and 
five tv stations, effective July 1, 1959. This powerful station group 
now is represented by Peters, Griffin, Woodward, which handles 
three WBC tv and five am stations, and Blair-TV, Katz Agency and 
AM Radio Sales, each of which lists one station. Westinghouse says 
its spot business currently is up 20% for radio and 11% for tv. 


NAB Relaxes Ban on Exhibitors at ‘59 Session 


WASHINGTON, June 20—The National Assn. of Broadcasters’ 1959 
meeting in Chicago will run for only three days, with many sessions 
closed to all but station managers and owners, according to the 
meeting format approved today by the NAB board. In a move to 
curb the hoop-la, NAB announced earlier that only equipment man- 
ufacturers will be allowed to exhibit. Film syndicators and other non- 
equipment suppliers will, however, be welcome to register and operate 
hospitality suites. 


Bordo Names Roche, Rickerd; Other Late News 


e Bordo Products Co., Chicago food processor, has named Roche, 
Rickerd & Cleary, Chicago, to handle its advertising. Gourfain-Loeff 
Inc., Chicago, is the previous agency. 


e Norge division, Borg-Warner Corp., will break a $1,500,000 ad- 
vertising campaign in September in newspapers, magazines, spot 
tv and trade publications. The ads will describe Norge’s new Dispens- 
omat automatic washer as the “first truly automatic washer.” Don- 
ahue & Coe, Chicago, is the agency. 


e Colgate-Palmolive Co., New York, has repackaged Fab in a gold 
foil, moisture-proof box, which is said to prevent caking or lumping 
in humid weather or if the bottom of the box becomes water soaked. 
The new package will be promoted on Colgate’s “The Millionaire,” 
“The Big Payoff,” “Dotto” and in tv spots and Sunday supplements. 
Ted Bates & Co., New York, is the agency. 


e Kearfott Co., Little Falls, N. J., subsidiary of General Precision 
Equipment Corp., has named Gaynor & Ducas, New York, to handle 
its advertising, effective Aug. 1. E. M. Freystadt Associates, New 
York, now handles the account. 


e Aron Beckwith, a salesman with ABC Television, New York, since 
August, 1957, has been named to the newly created post of program 
sales manager for the network. He was with National Tele-film 
Associates and MCA-TV before joining ABC-TV. 


e U. S. Steel Corp. plans a new merchandising service to tie in with 
its “Steelmark” consumer campaign launched in April (AA, April 7). 
The company will break a series of ads in July trade publications 
announcing a retailer service kit and newspaper mat service to be 
offered about 100,000 retailers, 2,500 banks and 1,500 utilities; 4,000 
newspapers are scheduled to receive the free mat service in August. 
Batten, Barton, Durstine & Osborn is the agency. BBDO also has 
scheduled a 15-week spot radio drive for Lucky Strike in 126 markets, 
starting in mid-July. 


e Legislation calling for full disclosure of the manufacturer’s recom- 
mended price for new cars was approved today by the House com- 
mittee on interstate and foreign commerce. The bill (S.3500), spon- 
sored by Sen. Mike Monroney (D., Okla.), already has passed the 
Senate, and its approval by the House is expected soon. The bill 
is opposed by the Department of Justice. 


e American Express Co., New York, will use page ads in news- 
papers in 22 markets this week to announce its new international 
credit card plan, to be made available to consumers in October. The 
company will announce the credit card system overseas in page ads 
‘in the European edition of the New York Herald Tribune and the air 
edition of the New York Times. The credit card will offer a unified 
charge account for living accommodations, restaurant, travel, car 
rental and other services throughout the world. Benton & Bowles 
is the agency. 


e Sunbeam Corp., Chicago, has substantially reduced the number 
of distributors handling its electric appliance products and has de- 
veloped a formalized written agreement for its remaining distributors. 
The agreement outlines functions, territories and advertising re- 
sponsibilities. The collapse of fair trade decreased the number of 
dealers, Sunbeam said, eliminating the need for some distributors. 


e Herbert F. Laufman, most recently operator of Laufman Film 
Productions Inc., Chicago, and onetime owner of his own agency in 
that city, has joined R. J. Scott Inc., Chicago, as vp in charge of 
radio and tv. 


e Thornton Canning Co., San Francisco, has named Fuller & Smith 
& Ross, San Francisco, to direct advertising for BC breakfast cocktail, 
instant concentrated tomato juice, and its other fruit and vegetable 
items. Grant Advertising is the previous agency of record. 


e Parker Pen Co., Janesville, Wis., plans an extensive ad campaign to 
introduce “Operation Loss Proof,” an arrangement where the pur- 
chaser of a Parker can replace his pen for a small charge if he loses it 
within a two-year period. 


NAB Stitfens Code 
Ban on ‘White Coat’ 
Ads, Bars Subliminal 


WasuHincTon, June 19—Radio 
and tv broadcasting standards 
were a headline item on the agen- 
da of the directors of the National 
Assn. of Broadcasters here this 
week, with the tv board approving 
a rule outlawing all “white coat” 
dramatizations. 

The tv board also approved a 
rule prohibiting the use of sublim- 
inal perception, and the radio 
board received a report which said 
a total of 533 member stations 
have signed pledges of adherence 
to newly revitalized radio stand- 
ards of good practice. 

The new white coat crackdown 
is the second in recent years. Pre- 
viously the code board agreed to 
permit white coat dramatizations 
if the words “a dramatization” 
were flashed on the screen at least 
every 10 seconds. 

The new rule specifies “dram- 
atized advertising involving state- 
ments or purported statements by 
physicians, dentists, or nurses 
must be presented by accredited 
members of such professions.” 


s The rule on subliminal ads says: 
“The use of the television medi- 
um to transmit information of any 
kind by the use of the process 
called ‘subliminal perceptions’ or 
by the use of any similar tech- 
niques whereby an attempt is made 
to convey information to the view- 
er by transmitting messages below 
the threshold of normal awareness, 
is not permitted.” 

As a step toward reviving the 
radio standards of practice, a spe- 
cial promotion kit is being dis- 
tributed to stations with a new 
audio symbol orchestrated by Per- 
cy Faith, spot announcements, 
news releases, speeches and mats 
of the symbol. 

The radio board heard a report 
from Simon Goldman, WJTN, 
Jamestown, N. Y., that the radio 
research committee has received 
enthusiastic reaction from adver- 
tisers, agencies and research or- 
ganizations to the recently pub- 
lished radio audience measure- 
ment study. He said the American 
Assn. of Advertising Agencies has 
described it as the best thing of 
its kind it has seen. 


a J. Frank Jarman, vp and general 
manager of WDNC, Durham, and 
Robert T. Mason, president and 
general manager of WMRN, Mar- 
ion, O., were elected chairman 
and vice-chairman respectively of 
the radio board of directors. C. 
Howard Lane, vp and managing 
director of KOIN-TV, Portland, 
Ore., and G. Richard Shafto, WIS- 
TV, Columbia, S.C., were elected 
chairman and vice-chairman re- 
spectively of the tv board. # 


Judge Orders Borg-Johnson 
Into Temporary Receivership 

An order appointing a tempo- 
rary receiver to take over Borg- 
Johnson Electronics Inc. has been 
obtained by New York State At- 
torney General Louis J. Lefko- 
witz. Supreme Court Justice Edgar 
J. Nathan Jr. named Thomas J. 
Crawford, 350 Fifth Ave., as tem- 
porary receiver and instructed him 
to take immediate possession of 
all Borg-Johnson Electronics prop- 
erty and assets. 

The order was sought by the 
attorney general’s office because 
it was charged that the company 
planned “to mulct the consuming 
public out of more than $1,000,000 
within the next several weeks” 
through the advertising and sale of 
a so-called $4.95 pocket radio, 
which was basically a simple crys- 
tal set (AA, May 26). Parker 
Advertising is identified with the 
promotion for Borg-Johnson. Da- 
vid L. Ratke, president of Parker, 
is also secretary-treasurer of Borg- 
Johnson. 


4 Accounts Move 


From Richards 
to Honig-Cooper 


(Continued from Page 1) 
Richards that it is leaving for 
Honig-Cooper, for about the same 
reasons as the Bank of California. 


3. Woolite Co., maker of a soap 
to be used in cold water for wash- 
ing woolen sweaters and other 
woolens. 


4. Squirt Beverage Co., the 
largest account the old Harrington 
agency handled. 

The first two of these accounts 
have been handled out of the San 
Francisco office, the latter two out 
of the Los Angeles office. 


= In New York, Henry W. Peter- 
son, vp and creative director of 
Harrington-Richards, San Fran- 
cisco, was also said to be leaving 
to join Mr. Harrington at the 
Honig-Cooper agency. 

The changes involved only slight 
eyebrow lifting. It had been sup- 
posed that the Bank of California 
might be competitive with Wells 
Fargo—already handled by Honig- 
Cooper—but the banks apparently 
agreed that this was not a factor. 


s The Richards agency, which last 
year also merged with Raymond 
R. Morgan Co. to establish Har- 
rington, Richards & Morgan on 
the West Coast, is expected to hold 
the Morgan accounts—notably 
J. A. Folger Co., San Francisco, 
and the West Coast advertising 
for Planters Nut & Chocolate Co. 

As well, three Harrington-Rich- 
ards accounts in San Francisco— 
Morris Plan, Grand Teton Lodge 
and BI-PO Co. (a Palo Alto, Cal., 
manufacturer of special tooth- 
brushes advertised in medical 
journals) were expected to stay 
with Richards; they told an AA 
reporter they had not thought 
about shifting. 


= Mr. Harrington was brought to 
New York from the West Coast to 
speed up and reorganize the Rich- 
ards agency. When he elected to 
return to the West Coast after 
about three years, he told Richards 
people in a memorandum that 
“the offer and opportunity is so 
altogether splendid and right for 
me that I could not, in conscience, 
turn it down...” 

As he prepared to leave New 
York, he commented only that— 
as the accounts were switching in 
San Francisco—“Thank God I’m 
not there. All these decisions were 
made in my absence.” 

Mr. Harrington has never been 
communicative about his decision 
to leave the Richards agency, be- 
yond expressing his preference for 
San Francisco over New York. 


® His friends, however, believe 
that a number of factors may have 
influenced his decision. 

Finally he was nostalgic about 
San Francisco, and the ruthless 
riptides of New York’s new busi- 
ness effort appalled him. “I’m 
kind of a country boy,” he con- 
fessed to a friend after losing one 
competition, “and I don’t think 
I’ll ever get used to this.” # 


Curon in Florida Drive 

Curtiss-Wright Corp. has 
launched an intensive marketing 
and newspaper advertising pro- 
gram in Florida for Curon wall 
covering, a new consumer prod- 
uct. The company says that Curon 
is “the first decorative wall treat- 
ment that doubles as an effective 
acoustical and insulating materi- 
al.” Dealers throughout the state 
are tying-in with the introductory 
drive. 
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Vick Acquiring Walker Labs 
Vick Chemical Co., New York, 
plans to acquire the property, as- 
sets and business of Walker Lab- 
oratories Inc., Mount Vernon, N. Y., 
through an exchange of stock, 
subject to approval by Walker 
stockholders. Formed 18 years ago, 
Walker produces about 85 ethi- 
cal vitamin and nutritional sup- 
| plements. Sales last year were $2,- 
241,731 with a profit of $123,234. 
Vick expects to exceed $100,000,- 
000 in sales by the end of its fis- 
cal year June 30. Walker will be 


‘Digest Offers 
‘A-Page Units, Cuts 
Color Premium 


by 


Bert Ferguson | 


IT HAPPENED 
IN MEMPHIS! 


revenue and 8% in pages over the 
first half of 1957. 

The new basic page rate for b&w | 
or two-color will be $34,250, which | 


Exec. Vice-President, 


WDIA 


(Continued from Page 3) | 
} 


Not New York—not Philadelphia 
—not Chicago! This big success story 
began right here in Memphis, just 
ten years ago! That’s when WDIA, 
only 50,000 watt station in the Mem- 
phis area, began to program exclu- 
sively to Negroes. Now WDIA reaches 
—and sells—1,237,686 Negroes. That's 
almost 10% of the nation’s entire 
Negro population. It’s the biggest 
market of its kind in the entire 
country! 


SALES UNLIMITED 


It’s a ready-made, high volume 
market! And nothing sells it like 
WDIA! Low Negro newspaper and 
magazine readership and low per- 
centage television ownership among 
Negroes mean you can’t reach the 
Memphis Negro with these media. 

Neither do you reach this market 
with any other radio station. The 
Memphis Negro listens first and 
foremost to WDIA. It’s his station 
—programming exclusively to his 
particular tastes. For this, it com- 
mands his sales responsive loyalty! 
The Negro first listens to WDIA— 
then buys! As proof of its leader- 


ship, WDIA has consistently main- | 


tained first or second Hooper and 
Pulse ratings ever since its change 
to exclusive Negro programming! 


MARKET UNLIMITED 


Negroes in WDIA's big listening- 
buying audience brought home pay- 
checks totaling $616,294,100 last year. 
And they spent, on the average, 80% 
of this income on consumer goods. 
Negroes bought 48.7% of the salad 
dressing sold in Memphis last year 
. . . 68.5% of the canned and pow- 
dered milk and cream . . . 54.5% of 
the deodorants . . . 61.3% of the 
flour. 

And it’s not just a big market. It’s 
a healthy, growing market! Negroes 
—who make up 40% of the Memphis 
market—have contributed greatly to 
the steadily prospering economy of 
the Memphis area. They have a 
greater income than ever before... 
they have the means to trade them- 
selves up, and they’re doing it! 

The statistics may surprise you! 
In a recent 129-city survey, Mem- 
phis ranked first in ratio of total 
Negro income to total white income. 
Memphis has $28.79 of Negro income 
for every $100 of white income. Just 
compare that with $6.59 for every 
$100 of white income, in New York 
. . . $7.89 for every $100, in Chicago! 


FUTURE UNLIMITED 


Only WDIA reaches—and sells— 
this enormous audience. Only WDIA 
induces this concentrated, high vol- 
ume Negro market to buy more 
goods, in specific brands. Proof? 
WDiA consistently carries more na- 
tional advertisers than any other 
Memphis radio station! To name 
just a few: 

AUNT JEMIMA FAMILY 

FLOUR .. . BRUCE WAX 

AND POLISH . . . COLGATE- 

PALMOLIVE COMPANY... 

ESSO STANDARD OIL COM- 

PANY ... 666 COLD REMEDY 

... KRAFT MAYONNAISE ... 

NESCAFE . . . PHILIP MOR- 

RIS CIGARETTES ... SAL 

HEPATICA . . . DR. PIERCE’S 

GOLDEN MEDICAL DISCOV- 

ERY. 

Stakeout a claim in this ready- 
made gold mine now! Drop us a line 

. . we'll send you facts and figures 
about success stories in your own 
line. Let us prove to you: If you 
want acceptance—and buying action 
—in the Memphis Negro Market, 
you want WDIA! : 

WDIA is represented nationally by 
John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 
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“compares with the present $31,750 
for b&w and $34,500 for two-color. 
| The new four-color page rate will 
be $38,750, up from $38,000 at pres- 
ent. Present bleed charge is 10%. 

| The Digest now runs about 30% 
of its space in b&w, 15% in two- 
color; its basic unit—around 55% 
—is the four-color page. 

The new half-page units will be 
| vertical. They will run adjacent 
|to editorial, will be paired two to 
a spread, and have two editorial 
columns between them. They will 
cost $18,150 in b&w or two-color, 
bleed or non-bleed. Four-color 
half-pages in the Digest will cost 
| $19,750. 


® The Digest also announced new 
rates for its Western edition (sev- 
en western states plus Alaska and 
Hawaii). The Western edition will 
neither offer the half-page units, 
nor guarantee editorial adjacency, 
but will not charge for bleed un- 
der the new rates. The new rates 
will be $7,250 for a b&w or two- 
color page, and $9,000 for four- 
|color. Present rates are $7,000 for 
a b&w page, $8,000 for two-color. 


Incidentally, the Digest plans a 
bonus or equalizer for advertisers: 
Those using the last four issues of 
1958 will be charged the lower of 
the rates. In other words, adver- 
tisers whose bleed and color charg- 
es would reduce their space cost 
in January may have the rates 
which will prevail then on their 
advertisements in the last third of 
1958. # 


Schlitzads Yield 
to Emphasis on 
Great Outdoors 


(Continued from Page 2) 
magazine and newspaper adver- 
tising, television commercials and 
outdoor bulletins and posters. 

Mr. McMahon declared that to 
help “visualize” quality on radio, 
Schlitz has introduced a new “ce- 


sings the Schlitz theme song in 
his own style. 

The ad director said the new 
campaign was developed by the J. 
Walter Thompson Co.; he said it 
would reach more than 60,000,000 
homes a month. 

“The ‘new view’ is putting 
Schlitz’ strongest selling point to 
work visually,” Mr. McMahon de- 
clared. “Nothing can _ transmit 
quality quite the way nature can.” 


® The start of the shift away 
from Schlitzerland ad styling was 
first evident earlier this year, 
when Schlitz first used the “Move 
up to quality . .. move up to 
Schlitz” theme. 

John Toigo, vp and director of 
marketing at Schlitz until he re- 
signed in March to become a can- 
didate for the presidency of the 
Pabst Brewing Co., was credited 
with creating the Schlitzerland 
program. + 


‘Business Week’ Boosts Boomer 

John F. Boomer, formerly Chi- 
cago representative for Business 
Week, has been appointed St. 
Louis district sales representative 
of the magazine, succeeding 
James H. Cash, who plans to open 
a publishers’ representative com- 
pany in Dallas, Tex. 


Four-color is unchanged at $9,000. 


lebrity series” in which each of a| 
series of top flight recording stars 


—— 


girl walked cameraward in frame 


TV EYE TEST—Remington challenged viewers to tell which is the girl 
and which the statue in this commercial. The answer came as the 


two. The pitch then showed what 


the shaver could do to a peach and to the pretty girl’s legs. This 
commercial, by Young & Rubicam, was seen on “Gunsmoke” (CBS). 


Home Furnishing 


(Continued from Page 3) 
furniture manufacturers, the cur- 
rent recession—to which they, 
like everyone else, are adjusting— 
is occurring against a decade-long 
share-of-market recession for the 
whole furnishings field. And this 
they are worried about. 


at least three new studies docu- 
menting the shortcomings of home 
furnishings sales. Studies by Life, 
by Kroehler Mfg. Co. through 
Social Research Inc. (see story on 
Page 97) and by the Furniture 
Development Committee through 
Philip Lesly Co., Chicago, uniform- 
ly point to roughly a one-seventh 
loss of market by the home fur- 
nishings industry in the past ten 
years. 

Some of the outstanding reasons 
for this, according to these studies 
are: 


e Failure to educate the public to 
furniture’s value as equipment for 
comfortable living—as differenti- 
ated from their per se esthetic 
value. 


e Failure to accentuate the posi- 
tive in furniture sclection. The 
|Furniture Development Commit- 
| tee’s report said the home furnish- 
|ings promoters and fashion writers 
|have preached a sort of gospel 
about home furnishings taste and 
that has _ frightened 
|/women away from taking any 
chances—like buying new furni- 
ture. 


| prestige 


= Two related industry criticisms 
| were voiced early this week by de- 
| signers. John M. Quinn, president 
of the Illinois chapter of the 
| American Institute of Decorators, 
|blasted home furnishings publi- 
| cists for what he termed inept and 
/eareless use of words—like “con- 
temporary.” 

“When a designer doesn’t know 
where to put something, it’s called 
contemporary. When the sales per- 
son doesn’t know the period (and 
with all the confusion of design, 
you can’t blame him) he calls it 
contemporary. Contemporary 
igloo! Contemporary burgundy! 
Contemporary antipasto! ru 
lay you ten-to-one odds that in 
January you'll see the new Bongo- 
Bongo contemporary with a Veldt 
finish. 

“And the poor. unsuspecting 
customer, that gal with the dollars 
in her hot little hand—is she con- 
fused? But how!” 


= In another talk, at the American 
Furniiure Mart, Lawrence Pea- 
body, Boston designer, called for 
development and propagation of 
a modern American contemporary 


design, something that “lies in a 


The industry now has before it| 


Industry Studies 


New Consumer-Oriented Marketing 


whole reevaluation of what Ameri- 
ca is. 

“To be manufacturing Colonial, 
French provincial furniture, or 
whatever seems to be a la mode, 
is possibly the most unintelligent 


thing I know of . . . Why is it 
|mecessary, with our wonderful 
American heritage, to approach 


design in such a medieval fash- 
ion? 

“We all, Mr. and Mrs. America, 
| the dealer, the manufacturer and 
|right through to the designer, we 
must be daring . .. When I speak 
of boldness, I do not speak of this 
strange ‘make it different’ bold- 
| ness—rather, boldness based on the 
|honest reappraisal of our whole 
| living.” 


|@ Following a program recom- 
mended by the Lesly report, 
_meanwhile, the Furniture Devel- 
opment Committee has decided to 
create a Home Furnishings Coun- 
cil of America to launch a $1,000,- 
| 000-a-year pr push promoting 
furniture as an integral part of 
the home, “the anchor in Ameri- 
can life.” 

The program, which will get 
under way next January, will be 
handled by Lesly. The first year’s 
budget includes no direct adver- 
tising allocation, though the pro- 
gram does involve an ad counsel- 
ing service for member companies. 

Members will support the pro- 
gram with contributions.of about 
10¢ for every $100 worth of 


of five years and is expected to 
become a permanent activity. 
Some media advertising eventually 
may be done by the group. # 


Ivory Liquid Enters N. Y. 

Ivory liquid detergent in a can 
has been introduced to the metro- 
politan New York market by Proc- 
ter & Gamble. The product was 
launched last year in the Midwest 
(AA, June 24, ’57) and reportedly 
is now available in 40%-50% of 
the country, ranging from south- 
ern New England down to Rich- 
mond and west to Wisconsin. 
Available in three sizes, Ivory 
liquid is being advertised on spot 
television and in newspapers. 
Compton Advertising, New York, 
is the agency. 


Lau Blower Names Raita 

Onni L. Raita has been appoint- 
ed advertising and sales promo- 
tion manager of Lau Blower Co., 
Dayton. Mr. Raita was formerly 
associated with the ad department 
of General Electric Co.’s plastics 


division in Coshocton, O. 
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shipped merchandise. The program | © 
is projected for a minimum period | 


operated as a wholly owned Vick 
subsidiary. 


Weil Joins Chas. Pfizer 

Tycho R. Weil, formerly art di- 
rector at Hoyt Howard Inc. and 
Morey, Humm & Warwick, has 
been appointed art director of the 
Pfizer Laboratories division of 
Chas. Pfizer & Co. He will be re- 
sponsible for the design and ex- 
ecution of advertising and promo- 
tional materials produced by the 
division. 


with rou 
KLEEN*STIkK 


IDEA NO, 135 


If honorable picture worth thousand 
words, honorable sample worth ten 
thousand! That's the principle be- 
hind this novel piece for Champion 
Spark Plug Co., Toledo. Litho’d on 
weather-resistant Flex-Stik “B”, 
it goes up with an easy peel-and- 
press in auto service outlets every- 
where. As a “clincher”, the dealer 
inserts an cld spark plug to show 
motorists why they need new plugs! 
Took a trio of “champions” to work 
this one out: Jim Lewis, VP in 
charge of advertising; Jack Hor- 
ner, Sales Prom. Mgr.; and Frank 
Southard, Asst. Ad Mgr. Hand- 
some production job handled by 
Ed Hoy for Forbes Lithograph 
Ce., Boston 


Outstanding 


P.O.P. ideas _ 


IDEA NO. 136 


Down Arkansas Way... 


Fella over in Little Rock—Burton 
Terry, Adv. Mgr. for Southwest 
Mfg. Co.—wanted some aluminum 
signs to identify authorized dealers 
of Arkansas Traveler aluminum 
boats. Problem was neatly solved 
by Cliff Greer, Sales VP for 
Del-D-Cal_ Co., Chicago display 
producer. He had Carl Sachs, 
chief artist, design this bold, at- 
tractive number . . . then produced 
it on actual aluminum strip (not 
paper-backed foil—pre-coated with 
modern, moistureless Kleen-Stik 
peel-an’-press adhesive. An orchid 
to “boat” companies involved! 


Plug that sales leak with a 
P.O.P. display or label on ver- 
satile Kleen-Stik — available 
through yourregularlithogra- _ 
her, printer, or silk screener. 
rite for free idea-packed 
booklet—*‘101 Stik-Triks with 
Kleen-Stik’’. 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


for Advertising and Labeling 


7300 W. Wilson Ave. © Chicago 31, III 
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Batten, Barton, Durstine & Osborn, Inc., 
383 Madison Avenue, New York 


ATLANTA CLEVELAND LOS ANGELES SAN FRANCISCO 
BOSTON DALLAS MINNEAPOLIS SEATTLE 
BUFFALO DETROIT NEW YORK SYRACUSE 


Photograph from BBDO Advertisement for Armstrong Floors 
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Are You Preparing 


NOW 


For Success in the 1960s? 


MERICA’S LEADING COMPANIES are not sitting on their hands waiting for the recession to end. They are 
planning ahead now for higher sales and near-capacity rates of operation. These facts stand out clearly from 
McGraw-Hill’s eleventh annual survey of Business’ Plans for New Plants and Equipment. 


@ Manufacturing companies expect their sales to increase 
20%, on the average, from 1958 to 1961. Growth indus- 
tries, such as chemicals and electrical machinery, expect 
gains of 25% to 34%. 


@ If these sales gains are achieved, the average rate of 
operations in manufacturing will rise from 78% at the 
end of 1957 to almost 85% by 1961. This is the point at 
which pressure on costs begins to mount, as less efficient 
facilities are pressed into service. 


e@ Industry is not waiting for this point to begin getting its 
plants and equipment in shape for the next boom. Despite 
record expansion in the past several years, many manu- 
facturing companies plan to add new capacity in each 
of the next four years. But, more important, they are 
going ahead with the vital job of modernization and 
cost-cutting. 


In the years immediately ahead almost two-thirds of 
capital investment will go for modernization and re- 
placement of present plants and equipment. In this way 
manufacturing companies can avoid the higher costs and 
the squeeze on profits that occur when producing 
facilities are not in shape to handle an increase in sales 
volume. 

These are the plans, as reported to McGraw-Hill, of a 
wide sample of manufacturing companies—for the most 
part, large firms and leaders in their respective indus- 
tries. Altogether, these firms account for almost 40% 
of all employment in manufacturing industries. 


Now Is The Time 


How do your plans measure up? Are you planning ahead 
now for a 20% sales increase in the next three years? Is 
your company planning to modernize its buildings and 
equipment more rapidly than at any time in the recent 
past? If not, here are some of the inducements that 
McGraw-Hill editors report from their continuous 
checking on the state of business. 


(1) There are plenty of opportunities for increasing eff- 
ciency by the installation of new equipment and the im- 
provement of layouts in plants, warehouses and offices. 
Despite the installation of tremendous volumes of 
metalworking equipment in recent years, according to 


AMERICAN MACHINIST over half of the machine tools 
now in U. S. factories are over 10 years old. Replace- 
ment of worn-out and obsolete equipment will mean 
material savings in operating and maintenance costs. 


(2) Machinery, parts, materials and labor are much more 
readily available now than they are when the economy is 
running at full steam. You can be more particular about 
quality and about specification to meet your own 
requirements. 


McGraw-Hill to Report on Challenges 
and Opportunities of Business 
and Industrial Modernization 


The editors of all McGraw-Hill publications are 
now devoting their full energies to documenting 


what needs to be done now to assure success in the 
1960s for: 


1. Individual companies in the key areas of busi- 
ness and industry these publications serve 

2. The business community as a whole 

3. The nation—in its fateful economic competition 
with the Soviet Union. The U. S. State Depart- 
ment has characterized this economic challenge 
as “the most dangerous of all’ confronting us. 


These editorial features will concentrate on what 
can be done now by modernization and improve- 
ment of plant and equipment to raise productivity 
and insure profitable growth ahead. They will 
appear early this fall in our 34 business and tech- 
nical magazines, to assist industry in planning 
for the future. 

We believe this special editorial undertaking by 
all of our publications, working as a team, will 
prove another landmark in our continuing efforts 
to speed America on the road to full economic 
recovery and sustained economic growth. 


Real MGra— 


PRESIDENT 
McGraw-Hill Publishing Company, Inc. 


(3) With lower interest rates and less competition for loans, 
it is both easier and cheaper to borrow money to finance 
equipment and construction. To wait for another boom is 
to run the risk of having to pay higher interest rates and 
look harder for money. 


(4) Although there is an adequate supply of most types of 
labor available now, the prospect is that the supply -of 
factory labor over the years ahead will be tight. In 1965, 
there will actually be fewer men and women between 
the ages of 25 and 44 than there are now. Good factory 
workers will be either hard to get, or wage rates will rise 
sharply or—more likely—both. The best answer is to 
anticipate the rise in labor costs by installing more 
efficient equipment to increase labor productivity. 


(5) Finally, the costs of investing in new buildings and 
improved equipment now are almost surely less than they 
will be later. 


These are some of the reasons why many leading firms 
find now the best time in years to start on a program of 
plant modernization. There are other good reasons in 
the many new products and processes coming from the 
boom in research and development. This year industry 
will spend over $8 billion on R & D—$1 billion more 
than in 1957. And a heavy share of the new product 
development will consist of better machines and proc- 
esses to be made available during the next few years. 
Already the pace of technical advance is so rapid as to 
call for modernization of plants built only a few years 
ago. 


Years of Opportunity 


It has been said that the years between now and 1961 
are the “middie years” between two booms. This does 
not mean a long period of recession, but a period of 
slower growth—a transition from the postwar boom 
based on deferred demand, to a new boom in the 1960s 
based on dynamic population growth and a revolution 
in technology. 

If so, these are the years of opportunity for business— 
opportunity to prepare for the growth that lies ahead with 
the most efficient equipment, the most modern plant and 
the best production organization that can be devised. This 
is the way to fight higher costs and avert a resumption of 
inflation. This is also the way to ensure that your company 
will be ready for its new markets in the 1960s. : 

Are you planning ahead now to be among the leaders? 


( 


McGraw-Hill PUBLISHING COMPANY, INCORPORATED 


Mc Graw-Hill Building, 330 West 42nd St., New York 36, N.Y. 
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